EDITOR  &  PUBLISHER  8TH  ANNUAL  AWARDS  FOR  OUTSTANDING 
REPRODUCTION  AND  CREATIVITY  OF  ROP  COLOR  ADVERTISING 


Editor  &  Publisher 


Ufeie  getting  some 

of  those  TV  dollats  back 
into  newspapers 

Giving  Nationai  Advertisers  the  Retail  Store  Rate  may  be 
the  beginning  of  a  revolution 


The  glamor  medium  has  been  pricing  itself  out  of  the  market, 
as  everyone  knows.  We  think  this  is  the  chance  for  newspapers. 

We  took  the  bold  step  — long  asked  for  by  advertisers  —  of 
letting  them  buy  our  papers  in  combination  at  the  retail  store 
rate.  We  expected  a  good  response,  but  its  size  amazed  us. 

$574,346.80  in  additional  schedules  were  sent  us  in  the 
first  four  months.  Some  of  this  is  money  that  would  have  gone 
into  TV. 

We  think  this  is  the  beginning  of  a  trend. 


Chicago  Sun-Times 
Chicago  Daily  News 
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Marshall  Field,  Publisher 


CopyriQM  1964.  Cnierprta 


MORE  THAN 

470,000! 


The  San  Francisco  Examiner  and 
News  Call  Bulletin’s  big  daily  total  in 
northern  California.  After  you’ve 
got  that,  everything  else  is  second ! 

Northern  California’s  big,  basic  newspaper  buy  now  indisputably 
is  —  the  San  Francisco  Examiner  and  News  Call  Bulletin. 

More  than  470,000  circulation.  Nothing  else  approaches  it. 

And  —  it  comes  to  you  at  northern  California’s  lowest  cost  per 
thousand.  Ask  Hearst  Advertising  Service,  Inc. 

San  Francisco  Examiner/News  Call  Bulletin 

Morning  and  Sunday  Evening 


^  THE  HEARST  NEWSPAPERS  ^ 

Albany  TiMS^iiaa  Las  Aagales  Herald-Exaniaer  San  Fraaciaca  Naart  Call  BaUatlB 

Albany  Kniekartackar  Haws  Naw  Yark  JawnaFtanrican  Saattia  PasMntalHgaBcaf 

laltiMra  Mam  AMrican  San  Antania  Ught  Pictarial  Sanday  bh^adna  Craap 

•aalaa  Macanl  AaMrican  and  Sanday  Advartiser  Saa  Fraacisca  Exaniaar  Puck— ThaCairie  Weakly'^ 


In  Baltimore 

more  than  7  out  of  every  10  lines 
of  metropolitan 
newspaper  advertising 
are  placed  in 
The  Sunpapers. 


(shoe  stores  place 
89®/o  o€  their  newspaper  linage 

in 

The  Sunpapers!) 


National  Representatives:  Crestner,  Woodward,  O'Mara  &  Ormsbee  —  New  York,  San  Francisco,  Los  Angeles,  Chicago,  Detroit,  Atlanta,  Philadelphia,  Minneapolis 


we  got  more  of  these  things 
this  year  than  any  other 
individual  newspaper! 


The  Virginian-Pilot  and 
Ledger-Star  sent  more  staff 
members  in  1963-64  to  the 
American  Press  Institute* 
seminars  than  any  other 
individual  newspaper 
publishing  firm  in  the 
United  States  and  Canada 


*riie  American  Press  Institute  was 
established  at  Columbia  Universi¬ 
ty  but  for  one  purpose— to  help 
make  newspapers  better.  Our  in¬ 
terest  in  this  program  speaks  for 
itself. 


THE  mClHIAH-PILOT 
and  LEDGER-STAR 

SOnf-OLf..  POfdiMoulM  nt:>APt  Af.t  ^IKolNtA  Ot  M 
226,095  Morn»fig  uno  t.er..n<j  •56i>/3  Swnjuy 
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EDITOR  &  PUBLISHER  CALENDAR 

OCTOBER 

2-3<— Florida  Newspaper  Advertising  Executives  Fall  Sales  Conieiance, 
Jack  Tar-Harrison,  Clearwater. 

2- 3— Associated  Press  Association  of  Florida,  Cape  Colony  Inn,  Cocoa 

Beach. 

3—  Editor's  Day,  Michigan  State  University,  East  Lansing,  Mich. 

3 — Southern  California  UPl  Editors  (SCUPE),  Palm  Springs  Spa  Hotel, 
Palm  Springs. 

3- 4— North  Carolina  Press  Women,  Asheville. 

4- 6— PNPA  Classified  Clinic,  Penn  Harris  Motor  Inn,  Harrisburg. 

4- 7 — NNPA  Central  Region  Convention,  Kalamazoo,  Mich. 

5- 6— New  England  Newspaper  Advertising  Executives  Association.  Parker 

House,  Boston. 

6- 7 — United  Press  International  Editors  and  Publishers  Conference,  Statlar 

Hilton,  Washington,  D.  C. 

8 — Associated  Press  Connecticut  Circuit,  Waverly  Inn,  Cheshire. 

8- 10 — Associated  Court  and  Commercial  Newspapers,  Shamrock  Hilton 

Hotel,  Houston,  Texas. 

9- 11— Indiana  Associated  Press  Managing  Editors  Assn.,  Lafayette. 

10- 11— South  Dakota  Associated  Press  newspaper  members  meeting,  Huron. 

11- 13 — California  Circulation  Managers  Association  Convention.  Cabans 
Motor  Hotel,  Palo  Alto. 

11-14— NNPA  Southern  Regional  Convantion,  Velda  Rose  Hotel,  Hot 
Springs,  Arkansas. 

11-17 — National  Newspaper  Weak. 

16- 17 — Associated  Press  Association  of  Florida,  Cape  Kennedy. 

17- 18 — Illinois  AP  Editors  Association,  Sheraton-Chicago  Hotel,  Chicago. 

17- 18 — South  Carolina  AP  Nows  Council,  Fort  Sumter  Hotel,  Charleston. 

18- 20— Northern  States  Circulation  Managers  Association,  Mason  City, 
Iowa. 

18-20 — Mid-Atlantic  Circulation  Managers  Association,  Heart  of  Spartan¬ 
burg  Motel,  Spartanburg,  S.C. 

18-20 — Inland  Daily  Press  Association,  Drake  Hotel,  Chicago. 

18- 20 — Ohio  Circulation  Managers  Association,  Columbus  Plaza,  Columbus. 

19 —  Illinois  Associated  Press  Publishers  Association,  Drake  Hotel,  Chicago. 

19 — New  England  Newspapers  Advertising  Bureau,  Sheraton  Plaza  Hotel, 

Boston. 

19-20— International  Federation  of  Audit  Bureaus  of  Circulation,  Rrst 
General  Assembly,  Waldorf-Astoria  Hotel,  New  York. 

19- 30 — Women's  Editors  Seminar,  American  Press  Institute,  Columbia  Uni¬ 
versity,  New  York. 

20- 22 — Inter  American  Press  Assodation,  20th  general  assembly,  Hotel 
Maria  Isabel,  Mexico  City. 

21- 22 — Audit  Bureau  of  Circulations,  50th  Anniversary  Annual  Meeting. 
Waldorf-Astoria  Hotel,  New  York. 

22- 23 — New  Jersey  Press  Association,  Bettor  Newspaper  Institute,  Nassau 
Inn,  Princeton. 

22- 24— PNPA  annual  convention,  Bellevue-Stratford  Hotel,  Philadelphia,  Pa. 

23- 24— Michigan  Press  Association  Advertising  Managers'  Conference, 
Capitol  Park  Hotel,  Lansing. 

23— Oregon-Washington  Associated  Press  Newspaper  Members,  Seattle. 
23-24— Oregon  Newspaper  Publishers  Association  Admanagers,  Hotel 
Benson,  Portland. 

25-28 — Institute  of  Newspaper  Controllers  and  Finance  Officers,  Sheraton. 
Cleveland  Hotel,  Cleveland,  Ohio. 

28- 31— Copley  Newspapers  Seminar  for  Production  Managers,  La  Casa  del 
Zorro,  Borrego  Springs,  Calif. 

29—  Bureau  of  Advertising,  ANPA,  in  cooperation  with  the  Association  of 
National  Advertisers  and  the  American  Association  of  Advertising 
Agencies,  seminar  and  luncheon,  Savoy  Plaza  Hotel,  New  York. 

31-Nov.  I — Associated  Press  Society  of  Ohio.  Christopher  Inn,  Columbus. 

NOVEMBER 

8-1 1 — American  Association  of  Sunday  and  Feature  Editors.  Sheraton- 
Chicago  Hotel. 

8- 1 1— Association  of  National  Advertisers,  The  Homestead,  Hot  Springs,  Va. 

9- 2(^— American  Press  Institute  seminar  on  New  Methods  of  Newspaper 

Production,  Columbia  University,  New  York. 

11- 14 — National  Conference  of  Editorial  Writers.  St.  Petersburg,  Fla._ 

12- 14 — Pacific  Northwest  Newspaper  Advertising  Executives  Association, 
Tyee  Motel,  Olympia,  Wash. 

15-18 — Southern  Newspaper  Publishers  Association,  Boca  Raton  Hotel  and 
Club,  Boca  Raton,  Fla. 

17- 21 — Associated  Press  Managing  Editors  Association,  Camelback  and 
Mountain  Shadows,  Phoenix,  Arizona. 

18- 21 — National  Editorial  Association  Fall  Meeting  &  Trade  Show,  Pick- 
Congress  Hotel,  Chicago,  III. 
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This  is  "the  best  daily  book  reviewer 
in  America"  at  work 


"A  critic  of  books  must  never  bury  himself  behind  a  fortress  of  books,"  writes  Robert  R.  Kirsch, 
Literary  Editor  of  the  Los  Angeles  Times,  "for  in  order  to  judge  their  wisdom  it  is  necessary 
to  examine  the  sources  of  wisdom. ..in  nature,  experience  and  humanity."  Kirsch,  although  he 
absorbs  the  full  content  of  more  than  a  thousand  books  each  year,  spends  many  hours  with 
people. ..talking,  listening,  sifting  ideas.  He  often  reads  as  he  walks  the  ageless  beaches  of 
the  Pacific,  reflecting,  in  this  source  of  wisdom,  upon  the  truth  and  wisdom  of  the  volumes 
he  evaluates  for  his  Times  audience. 

Robert  Kirsch,  called  ‘‘the  best  daily  book  reviewer  in  America"  by  the  late  Ben  Ray 
Redman  of  Saturday  Review,  is  the  author  of  seven  successful  novels  and  scores  of 
critically-acclaimed  shorter  works.  He  teaches  advanced  classes  in  creative  writing  at 
Southern  Catifornia‘s  major  universities.  He  is  a  sought-after  lecturer  on  literature  and 
vitally  related  subjects— censorship. ..academic  freedom. ..all  the  varied  forces  that  shape 
the  contemporary  world  of  published  knowledge.  The  great  scope  of  Bob  Kirsch‘s  interests 
combines  with  his  keen  sense  of  life  to  make  his  Times  assignment  "a  survey  of  the  full 
landscape  of  intellect  in  our  time." 

Robert  R.  Kirsch  is  outstanding  as  a  reporter  who  is  doing  things,  going  places  in  his  field. 
His  job  is  to  help  readers  to  know  and  understand,  a  task  to  which  his  remarkable  talent, 
ability  and  perception  are  skillfully  applied  every  day. 


ROBERT  R.  KIRSCH 

littrary  Editor 


THE  LOS  ANGELES  TIMES 


Raprasanttd  Nationally  by:  Crasmar.  Woodward.  O'Mara  &  Qrmabaa,  lr>c« 


There  is  never 
a  '30' 
to  service 


Since  its  establishment  in  1  843,  The  Pontiac  Press  has 
always  given  a  full  measure  of  service  — to  its  readers, 
its  community  and  to  its  advertisers.  It  is  what  we  are 
here  for  — it  is  what  we  intend  to  continue. 

A  measure  of  this  service  is  that  The  Press  is  read  daily 
in  more  than  7  of  every  1 0  homes  in  our  market  place. 
Better  than  half  get  no  other  newspaper  and  over  90% 
is  home  delivered. 

To  be  singled  out  for  the  Editor  and  Publisher  Award 
is  honor  indeed.  It  is  a  fine  tribute  to  the  editors,  writers, 
reporters,  photographers,  compositors  and  all  the  others 
that  make  The  Pontiac  Press  possible.  To  them  we  say  — 
"Vlfell  done." 


THE  PONTIAC  PRESS 

Po«itt€»c,  Michigon  —  Circulotion  63,149  ABC  Stot«m»nt,  S«pf»mb«r  30,  1963 


Sowyer-Ferguson-Wolker  Co. 

Detroit  •  New  Yorit  e  Chicago  e  Philadelphia 
Minneopolit  e  Atlanta  e  Lot  Angeles  e  San  Francisco 
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rwin  6  x^olumn 

★  ★★★★★ 

IDENTITY  (excoriating  or  ecstatic)  is  a  remunerative  n  .vard 
reaped  by  the  editor,  one  of  the  breed  remarks  will;  wry 
satisfaction.  Brice  Van  Horn,  Fillmore  (Calif.)  Herald,  says 
in  Kerwin  Hoover’s  “Grass  Roots  Clippings”  column  in  the 
Los  Angeles  Times:  “You  may  be  misunderstood,  maliirned, 
insulted,  cursed,  coerced  and  lied  about,  but  as  long  as  you 
can  put  some  kind  of  rag  on  the  street  you  are  still  the  editor. 
The  compulsion  to  acquire  identity  is  probably  the  stit ingest 
I  instiiuT  a  man  had.  It’s  kinda  nice  to  hear  people  tell  one 
I  another,  ‘There  goes  that  $?!X%&#  editor.’” 


Circiilalion  Dept.  Lament 

ir>  not  our  job  to  run  the  press 
j  The  type  we  do  not  set 

I  We  do  not  make  the  plioiogruplis 

And  the  ads  vie  do  not  get. 

Vi'e  have  no  say  what  the  editor  writes 
Or  how  the  proof  reader  spells 
Rut  if  this  “rag”  is  missed  or  late 
j  .lust  see  who  catches  hell. 

'  —Bob  Lewis,  (arculation  Manager 

Hagerstoirn  (Md.)  Herald  and  Mail 

— John  Bethurum,  Nashville  Tennessean  copy  editor,  last  week 
edited  the  story  of  the  death  of  a  heart  special  who  told  the 
newsman  22  years  ago  he  had  about  five  years  to  live.  .  .  . 
Sid  Moody,  in  an  AP  dispatch  about  the  Americas  Cup  Races, 
wrote:  “The  British  pride  themselves  on  never  having  lost  a 
war.”  The  Champaign-Urbana  (Ill.)  Courier  inserted  in  bold¬ 
face:  “Editor’s  Note:  Come,  come  Sid.  Didn’t  1776  count?”. 
.  .  .  Norman  Shavin’s  column  in  the  Atlanta  Constitution  runs 
I  on  the  op-ed  page,  5,  but  he  headed  it  “For  Little  Brenda. 

This  Is  Page  One”  when  a  10-year-old  girl  sent  him  a  verse 
i  she  had  written  and  requested  it  be  printed  on  the  front  page 
so  she  could  clip  it  for  her  scrapbook.  .  .  .  William  R.  Pratt. 
Lynn,  Mass.,  has  collected  10,000  clippings  from  newspapers 
and  periodicals  covering  every  phase  of  the  Kennedy  family’s 
story  for  the  last  25  years  and  may  offer  his  clipping  collection 
I  to  the  John  F.  Kennedy  Memorial  Library. 


'  City  Room  Characters 

EXTREMIST  ELMER:  He  mukc!.  it  ca^y  for  you— tells  y«ui  what 
political  candidates  ytm’rt?  to  back  f»»r  what  oRices  and  what  you’re 
to  write  in  your  editorials.  If  you  don't  obey  him  lie'll  send  you 
an  obscene  letter.  Anonymous,  of  course. 

EXCITABLE  EDGAR:  High  bloml  pressure  copy  editor  who 
hollf^rs  in  horror  when  the  page  one  proof  c-omes  up.  “Vi’e-’ve  done 
it  again!”  he  sounds  off — and  you  visualize  a  hundred  luillion 
dollar  libel  suit.  Turns  out  the  word  “receive”  was  spelled  with 
the  “i”  before  the  “e.” 

IDEALIST  IRVING:  Wants  to  know  why  clean  literature  like 
“Born  To  Swing”  doesn’t  get  a  review  in  your  paper  while  trashy 
books  do.  All  he’s  interested  in,  understand,  is  uplifting  morals- 
Turns  out  he’s  the  author  and  publisher  of  “Born  To  Swing.” 

JOURNALIST  JOE:  Seedy,  pimply  young  man.  Says  his  mother, 
who  has  been  buying  your  paper  regularly  for  almost  a  month, 
wants  you  to  hire  him  as  a  reporter  or  editor  or  something,  jusi 
to  keep  him  occupied.  She  doesn’t  want  him  hanging  around  pool 
rooms  or  girlie  movies  anymore. 

— Harold  Winerip,  Boston  Trarelei 


— Heady  heads:  “Days  of  Horses,  Horns,  and  Hounds”— 
Chicago  Tribune;  “Pickett’s  Pretty  Pennies  Purloined  bv  Pid^' 
pocket” — Seattle  Times;  “Backstairs  At  White  House:  Whoops' 
j  LBJ  News  Is  Fit  To  Sprint” — Seattle  Post-Intelligencer. 
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UNYT 

shows  you  how 
to  blanket  the 

New  York  Metropolitan  Market 
with  a  4-newspaper  buy 
instead  of  6 . . . 

283,000  more 

unduplicated  readers 
for  ^2;,?!  less! 


N.  Y.  METROPOLITAN 
NEWSPAPER  COMBINATIONS 

NET  READERS 
UNDUPLICATED 

5M  LINE 
RATE 

UriJT  NEWS 

TIMES  WORLD-TELE. 

6,446,000 

$10.20 

NEWS  TIMES  HERALD  TRIB. 

JRL-AMER.  WORLD-TELE.  POST 

6,163.000 

$12.94 

MCAOtttSMir  tOUMCCi  CONSUMCa/auDICMCC  DATA 


UriYT  is  the  combined  power  of  the  L I.  Press,  L  I.  Star-Journal,  Staten  island  Advance,  Newark 
Star-Ledger  and  Jersey  Journal.  Get  the  full  story  from  Moloney,  Regan  &  Schmitt.  212  HA  1-4400 


editorial 


E&P  Color  Awards 


^he  awards  for  reproduction  of  color  in  newspapers  and  creative 
use  of  color  in  newspaper  advertising  announced  in  this  issue 
represent  the  “best  of  show"  of  more  than  2,200  entries  in  E&P’s 
eighth  annual  color  competition.  The  newspa{>ers,  advertising  agen¬ 
cies  and  advertisers  who  will  receive  their  awards  next  Tuesday  at 
the  luncheon  sponsored  by  E&P  and  the  American  Association  of 
Newspaper  Representatives  can  feel  justly  proud  because  the  entries 
were  of  a  higher  quality  than  ever  before  and  the  panel  of  judges 
was  the  most  exacting  in  the  history  of  the  competition. 

In  the  past  eight  years  E&P  has  given  257  awards  to  newspajiers, 
agencies  and  advertisers,  both  large  and  small,  for  their  efforts  in 
the  use  of  color  in  newspaper  advertising.  The  volume  of  entries 
over  those  eight  years  exceeds  18,000  individual  color  ads  and 
every  judges’  panel  in  that  period  has  commented  on  the  year-by¬ 
year  improvement  in  quality  of  newspaper  reproduction  and  copy 
technique. 

There  is  no  doubt  that  while  the  volume  of  newspaper  color  ad¬ 
vertising  has  been  increasing  the  quality  of  reproduction  and  the 
copy  layouts  that  lend  themselves  to  better  printing  have  also  been 
improving.  Nevertheless,  there  is  still  room  for  further  improvement 
and  a  lesson  to  be  learned  by  anyone  willing  to  study  the  record. 

In  those  257  individual  awards  the  efforts  of  about  50  newspapers 
and  about  30  advertising  agencies  have  dominated  the  field.  They 
appear  in  the  eight-year  list  of  winners  on  pages  96  and  98  in  this 
issue.  Aspirants  to  future  awards  would  do  well  to  study  the  tech¬ 
niques  in  printing  and  layout  of  the  winners  this  year  most  of  which 
are  describetl  in  individual  reports  in  this  issue. 


Rules^  Laws,  Regulations 

ip  ccasionally  a  newspaper  uncovers  an  obscure  law'  or  regulation 
which  when  properly  used  enables  it  to  better  protect  the  pub¬ 
lic’s  interest — or,  it  discovers  an  equally  unknown  rule  that  is  in 
conflict  with  the  public  interest  but  which  is  cancelled  when  exposed 
to  the  light  of  day. 

As  an  example  of  the  first  instance,  the  Cleveland  Plain  Dealer 
(E&P,  July  11,  page  6)  utilizing  a  federal  law  requiring  Internal 
Revenue  Service  to  keep  a  public  record  of  taxpayers  who  have  filed 
income  tax  returns,  uncovered  and  exposed  numerous  public  officials 
who  had  failed  to  file  returns  over  a  period  of  years.  Since  E&P’s  story 
and  editorial  on  the  subject  at  least  15  newspapers  have  inquired 
of  IRS  about  the  law  and  three  large  newspapers  in  major  cities  have 
adopted  the  technique  and  produced  startling  local  stories. 

.\s  an  example  of  the  second,  Ed  Borman,  news  editor  of  the 
Champaign-Urhana  (Ill.)  News-Gazette,  exposed  a  restrictive  direc¬ 
tive  of  the  Department  of  Defense  and  succeeded  in  getting  it 
rescinded  after  one  informative  column.  Mr.  Borman  discovered 
that  the  Air  Force  Band  from  nearby  Chanute  Air  Force  Base  could 
no  longer  indulge  in  simple  community  relations  by  playing  at 
civilian  affairs  without  application  in  writing  to  the  Assistant  Secre¬ 
tary  of  Defense  and  approval  Ijy  him  which  could  take  up  to  45 
days.  The  column  was  brought  to  the  attention  of  the  Assistant 
Secretary  who  wasn’t  even  aware  of  its  existence,  who  agreed  it  was 
“stupid,”  and  who  ordered  it  rescinded  immediately. 

Both  of  these  cases  illustrate  how  newspaper  editors  must  keep  on 
their  toes  to  utilize  channels  available  to  them  to  keep  the  public 
informed  and  to  tear  down  the  road  blocks  of  bureaucracy  that 
would  restrict  a  free  exchange  between  the  military,  for  instance, 
and  the  civilian  population. 
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.4$k,  and  it  shall  be  given  you;  seek,  and 
ye  shall  find;  knock,  and  it  shall  he 
opened  unto  you.  St.  Matthew  7,  7, 


Editor  &  Publisher 

(S  THE  FOURTH  ESTATE 

Th*  Oldest  Publishers'  and  Advertisers' 
Newspaper  in  America 

With  which  has  been  merged;  The  Journalist 
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letters 


PRESSURES 

I  have  read  with  interest  the  account 
(Sept.  12)  of  the  meeting  of  the  directors 
of  ("aiifornia  Newspaper  Publishers  Asso¬ 
ciation  in  Long  Beach. 

The  story  quotes  former  Congressman 
Jctlm  Housselot’s  plea  to  John  Birch  So¬ 
ciety  members  to  monitor  the  newspapers 
for  inaccuracies  about  the  society.  With 
this  in  mind,  I  re-read  the  yarn. 

Most  newspapermen  recognize  the  sin  of 
omission,  or  of  quoting  out  of  context. 
Herman  Bidder  quoted  a  very  “damaging” 
selection  from  the  JBS  Blue  Book,  in 
which  are  cited  the  steps  for  purging  the 
organization  of  disloyal  members.  Mr. 
Bidder  probably  was  so  appalled  by  what 
he  read  that  he  closed  the  book  and  wrote 
his  speech. 

In  the  Blue  Book  which  I  have,  the 
next  sentences  following  this  plea  for  loy¬ 
alty  are:  “As  I  have  said,  we  mean  busi¬ 
ness  every  step  of  the  way.  We  can  allow 
for  differences  of  opinion.  We  shall  need 
and  welcome  advice”.  All  of  which  is  not 
too  shocking. 

I,  too,  have  sent  reporters  to  Birch  meet¬ 
ings.  hut  none  has  ever  quoted  such  ex¬ 
treme  views  as  the  “kill  ’em — kill — kill” 
hit.  And,  to  the  next  question  to  be 
hollered  by  the  adroit  reporter — “Are  you 
a  Bircher?” — I  can  only  say.  “Ask  them. 
1  have  never  experienced  the  terrible  ‘se¬ 
crecy’  of  which  the  critics  chant.” 

1  would  suggest  that  the  CNPA  (of 
which  I  am  a  longtime  member)  should 
give  a  little  more  attention  to  the  growing 
threat  of  government  censorship,  and  a 
little  less  to  the  source  of  letters.  News¬ 
paper  publishers  are  too  prone  to  drift 
with  the  current  of  popular  thought,  for 
all  the  world  like  Don  Quixote  on  a  raft. 
Most  of  them  criticize  the  JBS  because  it’s 
the  thing  to  do,  whereas  the  ACLU  and 
the  ADA  exercise  a  much  greater  pressure 
on  modern  America. 

Donald  T.  Carpenter 

Editor, 

Montrose  (Calif.)  Ledger 


Sanders,  Kansas  City  Star 


UNDEX  TO  ADVERTISERS 


New  England  Newspapers .  77 

New  York  News .  71 

New  York  Times  .  8 

Norfolk  Virginian-Pilot  and  Ledger-Star  2 

John  Park  Jr.,  and  Company  .  128 

Park  Row  News  Service  .  78 

Peoria  Journal  Star  .  51 

Phoenix  Republic  and  Gazette  .  105 

Photon,  Inc.  . 38,68,106 

Pontiac  Press  .  4 

Portland,  Maine  Newspapers  .  38 

Providence  Journal-Bulletin  .  79 

Richwood  News  Leader  and  W.  Va. 

Hillbilly  .  28 

Rochester  Democrat  and  Chronicle  ....  47 

Rockford  Morning  Star  &  Register- 

Republic  45 

Rock  Island  Argus  .  28 

St.  Paul  Dispatch-Pioneer  Press  .  55 

San  Francisco  Chronicle  .  27 

San  Francisco  Examiner/News  Call 

Bulletin  . Cover  2 

San  Jose  Mercury  and  News  .  33 

Scripps-Howard  Newspapers  . Cover  4 

Seattle  Times  .  49 

Shreveport  Times  and  Journal .  46 

Sinclair  &  Carroll  Co.,  Inc .  91 

Springfield  Illinois  State  Journal  and 

Illinois  State  Register  .  29 

Star  Parts  Co.  Cover  3 

Trenton  Times  .  83 

Tucson  Arizona  Daily  Star/Tucson  Daily 

Citizen  .  69 

United  Feature  Syndicate,  Inc .  122 

United  Press  International  .  90 

UNYT  .  5 

Wall  Street  Journal  .  31 

Washington  Post .  63 

Waukegan  News-Sun  .  56 

Wilmington  News-Journal  .  52 

Winston-Salem  Journal  and  Sentinel  40 

Wood  Flong  Corporation  .  95 

Wood  Newspaper  Machinery 

Corporation  .  61 

Worcester  Telegram-Gazette  .  74 

World  Book  Encyclopedia  Science 

Service,  Inc .  109 


Adler/Westrex  Communications, 

Division  of  Litton  Industries  .  100 

Allentown  Call-Chronicle  .  36 

Altoona  Mirror .  54 

American  Type  Founders .  87 

Asbury  Park  Press  .  36 

Baltimore  Sunpapers  .  I 

Sam'l  Bingham's  Son  Mfg.  Co .  99 

Boston  Globe  .  101 

Bristol  Daily  Courier .  60 

Brotherhood  of  Locomotive  Firemen  & 

Enginemen  .  123 

Buffalo  Evening  News  .  39 

Burlington  County  Times  .  60 

Capital  Tool  and  Manufacturing  Co., 

Inc .  76 

Cedar  Rapids  Gazette .  75 

Certified  Dry  Mat  Corp .  62 

Chicago  Daily  News . Cover  I,  30,  31 

Chicago  Sun-Times . Cover  I,  30,  31 

Church,  Rickards  &  Co .  84 

Cottrell  Division,  Harris  Intertype  Corp.  117 

Dallas  Morning  News .  59 

Dallas  Times  Herald  .  85 

Danville  Commercial-News  .  70 

Davenport  Newspapers  .  66 

Detroit  Free  Press  .  37 

Detroit  Gravure  Corporation .  53 

Eastman  Kodak  Company  .  115 

Employers  Reinsurance  Corp .  60 

Erie  Times  4  News  .  48 

Fairchild  Graphic  Equipment  . 102,  103 

Fairchild  Publications,  Inc.  .  78 

Flink  Ink  Corporation .  81 

Fort  Worth  Star-Telegram .  35 

General  Motors  .  119 

Goss  Co .  72.  73 

Grand  Island  Daily  Independent .  32 

Great  Northern  Paper  Company .  89 

Hartford  Times  .  68 

HCM  Corporation  .  113 

R.  Hoe  4  Co.,  Inc . 50,88 

Holyoke  Daily  Transcript-Telegram  ...  34 

Houston  Chronicle  .  Ill 

Houston  Post  .  97 

J.  M.  Huber  Corporation  .  48 

Hurletron,  Electric  Eye  Equipment  Div.  92 

Indianapolis  Star  and  News  67 

Kansas  City  Star .  57 

Levittown  Times  .  60 

Lockwood  Greene  Engineers,  Inc.  64 

Long  Beach  Independent,  Press-Telegram 

4  The  News  .  65 

Los  Angeles  Times .  3 

Lubbock  Avalanche-Journal  .  52 

Chas.  T.  Main,  Inc .  79 

Mergenthaler  .  107 

Miami  Herald  .  93 

Micro  Photo  Division,  Bell  4  Howell  Co.  86 

Milwaukee  Journal  . 41,42,43,44 

Moline  Dispatch  .  28 

Nashville  Banner-Tennessean  .  58 

Newsprint  Information  Committee  ....  121 


Additional  letters,  page  118 


Short  Takes 


At  the  first  saloon  entered,  a  porter 
attacked  a  deputy  with  brass  knickles 
and  injured  him  badly. — Newcurk  (Ohio) 
Advocate. 
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Weekly  Editor  _ 


Only  one  New  York 
newspaper  reaches  the 
majority  of  New  York*s 
top  advertising  agency 
people. 

This  one. 


Nearly  six  out  of  ten 
of  New  York’s  leading 
advertising  agency 
people  (management 
officers,  account  executives, 
media  directors)  read 
The  New  York  Times 
on  weekdays. 


More  than  seven  out  of 
ten  are  readers  of  the 
Sunday  New  York  Times. 

Weekdays  and  Sundays, 
me^a  advertisers  in 
The  New  York  Times 
reach  a  larger  audience 
of  advertising  executives 


at  a  lower  cost  per  man 


than  is  possible  in 
any  other  New  York 
newspaper. 


Your  New  York  Times 
advertising 
representative  has  the 
Andrews  Research 
survey  results  to  prove  it< 

Challenge  him  to  do  so. 


The  New  York  Times 

First  in  media  advertising 
among  all  U.S.  newspapers 
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September  26,  1964 


(Center  for  Study  of  Press 
Performance  Established 

AP  and  UPI  Interpretive  Writing 
Is  No.  1  Project  at  Marquette  U. 


Milwaukee 

A  Center  for  the  Study  of  the 
American  Press  is  being  estab¬ 
lished  at  Marquette  University 
here. 

The  announcement  was  made 
Sept.  25  by  the  Very  Rev. 
William  F.  Kelley  of  the  Society 
of  Jesus  (Jesuit  Order),  presi¬ 
dent  of  Marquette. 

Donald  McDonald,  dean  of  the 
54-year-old  accredited  College  of 
Journalism,  joined  in  the  an¬ 
nouncement  with  Father  Kelley 
as  director  of  the  Center. 

Will  Not  Be  ‘Gadfly’ 

While  pointing  out  that  the 
Center  will  be  concerned  with 
studies  of  the  performance  of 
the  press,  (newspapers,  radio, 
television,  magazines).  Dean  Mc¬ 
Donald  emphasized  that  its  pur¬ 
pose  is  neither  to  “find  fault” 
nor  to  play  the  role  of  “carping 
critic”  or  “gadfly.” 

“Indeed,”  he  said,  “one  of  the 
principal  continuing  projects  of 
the  Center  will  be  to  broadcast 
far  and  wide  the  examples  of 
superior  journalism  that  it 
gathers  and  analyzes.” 

Immediate  attention  will  be 
given  to  these  projects: 

1.  A  study  of  the  Associated 
Press  and  United  Press  Inter¬ 
national  wires  to  determine  the 
extent  to  which  their  reports  of 
complex  public  affairs  include 
the  background,  interpretation 
and  explanation  to  make  them 
meaningful.  Dean  McDonald  will 
head  this  .study. 

2.  A  study  of  the  quality  of 
fiction  book  reviewing  in  a 

,•  .selected  group  of  newspapers. 
Subsequent  studies  will  be  made 
of  the  coverage  of  the  theater, 
music,  plastic  arts,  films,  etc. 
(Prof.  Warren  Bovee). 

3.  A  study  of  the  practice  of 
Washington  correspondents,  col¬ 
umnists  and  commentators  and 
an  analysis  of  the  circumstances 
under  which  government  news  in 
Washington  is  gathered  and 
reported. 


Other  areas  of  research  for 
what  Dean  McDonald  referred 
to  as  “the  inter-disciplinary 
center”  are: 

1.  A  continuing  study  of  the 
examples  of  superior  journalism 
— reporting,  editorials,  etc. — re¬ 
vealing  the  elements  that  make 
them  superior. 

2.  The  performance  of  the 
press  as  a  critic  in  the  fields  of 
creative  and  performing  arts. 

.3.  A  study  of  a  large  number 
of  newspapers  (a  national  seg¬ 
ment)  in  respect  to  their  func¬ 
tions  in  an  ordered  and  peaceful 
society. 

4.  What  the  press  is  doing  to 
spread  an  understanding  of  met¬ 
ropolitan  growth — “the  urban 
problem.” 

5.  Are  some  newspapers  more 
or  less  successful  in  reporting 
national  government  with  con¬ 
sistent  meaningfulness?  What 
are  they  doing?  And  how  are 
they  doing  it? 

6.  To  what  extent  is  the  press 
reporting  the  relevance  of  re¬ 
ligion  in  American  life?  What 
is  the  quality  of  religious  report¬ 
ing? 

Shape  of  the  Future 

T.  What  can  the  press  do  to 
keep  its  staffs  abreast  of  the 
scientific  revolution  and  help 
readers  to  form  intelligent  public 
opinions  on  great  issues  which 
involve  scientific  factors? 

8.  What  will  be  the  shape  of 
the  press  of  the  future?  What 
can  owners  do  to  make  their 
newspapers,  etc.  economically 
strong? 

9.  Ethical  standards. 

10.  Communications  research. 

11.  Motivation  studies.  (What 
causes  people  to  be  persuaded?) 

Dean  McDonald,  a  widely 
known  writer  in  Catholic  publi¬ 
cations,  did  a  series  of  American 
Character  interviews  for  the 
Center  for  the  Study  of  Demo¬ 
cratic  Institutions.  At  the  age 
of  41  he  was  appointed  two 
years  ago  to  succeed  Jeremiah 


L.  O’Sullivan  as  dean  of  the 
College  of  Journalism. 

I..arge  Staff 

His  staff  at  the  Press  Center 
will  include  the  10  fulltime  mem- 
l)ers  of  the  journalism  faculty, 
nine  consultants  drawn  from 
other  departments  and  colleges 
of  Marquette  University,  three 
professional  consultants  and 
three  graduate  research  assist¬ 
ants. 

Father  Kelley  said  he  was 
hopeful  that  the  Center’s  efforts 
would  attract  the  support  of 
private  and  governmental  foun¬ 
dations,  individuals  and  profes¬ 
sional  groups  concerned  with  the 
work  of  the  press. 

In  his  statement  on  the  estab¬ 
lishment  of  the  Center,  Dean 
McDonald  said  it  would  be  eon- 
cemed  also  with  developing  ways 
of  improving  education  for 
journalism. 

“It  will  be  concerned  also,” 
he  said,  “with  bringing  together 
periodically  teachers  and  pro¬ 
fessionals  for  meaningful  discus¬ 
sion  of  both  the  principles  and 
practices  of  journalism. 

“It  will  be  concerned  with  the 
future  character  of  American 
journalism  as  that  character 
can  be  discerned  from  present 
trends. 

Results  to  Be  Published 

“Finally,  it  will  publish  and 
distribute  the  results  of  its 
studies  to  owners  and  operators 
of  the  mass  communications 
media,  as  well  as  to  schools  of 
journalism  and  to  citizens  who 
share  an  abiding  interest  in  the 
press.” 

A  basic  conviction,  or  motiva¬ 
tion,  behind  the  establishment 
of  the  Center,  Dean  McDonald 
said,  is  that  only  through  an 
ever-deepening  understanding  of 
the  American  press — its  nature, 
its  function,  its  indispensable 
social  role  in  our  life — can  it  be 
steadily  strengthened  by  those 
who  operate  it  and  can  it  be 
more  efficiently  used  by  those  for 
whom  it  is  intended,  the  Ameri¬ 
can  people. 

The  Center  will  give  consider¬ 
ation  to  the  feasibility  and  de¬ 
sirability  of  issuing  “bulletins” 


at  regular  intervals — annually 
or  semi-annually — reporting  on 
work-in-progress  and  publishing 
individual  “papers”  by  members 
of  the  Center’s  staff  on  one  or 
another  problem  or  achievement 
of  the  contemporary  press. 

The  Center  will  also  under¬ 
take  to  sponsor,  singly  or  in 
collaboration  with  others  (e.g., 
Johnson  Foundation  at  Racine, 
or  with  particular  newspapers 
or  broadcasters),  annual  “insti¬ 
tutes”  or  “conferences”  bringing 
together  professional  journalists 
and  teachers  of  journalism  so 
that  they  may  explore,  in  the 
benign  atmosphere  of  relative 
seclusion,  major  problems  and 
opportunities  that  affect — at  its 
center — the  well-being  of  Amer¬ 
ican  journalism. 

Role  of  ‘Mediator’ 

“Since  it  will  make  the  re¬ 
sults  of  its  research  freely 
known  to  both  the  press  and  the 
schools  of  journalism,  the  Cen¬ 
ter  will  also  make  lavish  use  of 
the  findings  of  other  schools  of 
journalism  doing  research  in 
other  areas  of  the  mass  commu¬ 
nications  field,”  Dean  McDonald 
added.  “The  Center  will  con¬ 
tinually  seek  for  the  integrating 
and  cohering  elements  in  the 
various  research  efforts.  It  con¬ 
ceives  as  one  of  its  most  impor¬ 
tant  potential  functions  the  re¬ 
lating  of  diverse  research  studies 
to  the  practical  good  of  the  jour¬ 
nalistic  profession.  While  recog¬ 
nizing  that  the  value  of  a  great 
deal  of  research  lies  in  the  realm 
of  the  theoretical,  the  Center 
will  strive  to  ‘mediate’  the  theo¬ 
retical  and  the  actual,  the 
speculative  and  the  practical, 
wherever  such  mediation  is 
possible. 

“It  is  the  purpose  of  the  Cen¬ 
ter  to  find  facts,  not  faults.  And 
if  some  of  the  facts  it  finds 
happen  also  to  be  faults,  the 
Center  will  not  obscure  its  find¬ 
ings,  just  as  it  will  not  obscure 
its  findings  when  they  are  vir¬ 
tues  and  strengths. 

“The  Center  will  seek  facts 
with  rigorous  and  dispassionate 
objectivity.  It  welcomes  the  press 
itself  as  an  ally  in  this  under¬ 
taking  because  it  believes  the 
press,  no  less  than  the  schools, 
is  dedicated  to  striving  for  the 
highest  standards  of  profession¬ 
al  competence.” 

A  number  of  the  studies  and 
projects  the  Center  plans  to 
carry  out  have  been  done  on  a 
limited  basis,  with  limited 
samples,  by  individual  members 
of  the  College  of  Journalism 
faculty. 
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Council  to  Aid  Press 
On  Extremist  Check 

By  Rick  Friedman 


was  interested  in  hearing  from  I^bor;  Harold  E.  Stassen,  for- 
editors  who  have  been  harrassed  mer  Governor  of  Minnt  sota; 
and  pressured  by  groups.  He  George  A.  Killion,  president  of 
added  that  the  Council  is  pre-  American  President  Lines; 
paring  material  for  case  studies  Bishop  Reuben  E.  Mueller,  nres- 
of  how  extremist  organizations  ident  of  the  National  Council  of 
have  disrupted  American  com-  Churches  of  Christ  in  the 
munities.  U.S.A.;  Roger  P.  Sonnai>end, 

Part  of  the  Council’s  program  president  of  the  Hotel  Corpora- 


A  newly-formed  organization, 
the  National  Council  for  Civic 
Responsibility,  plans  to  work 
with  the  mass  media  to  combat 
extreme  right-wing  propaganda 
groups. 

The  Council’s  formation  and 
its  aims  were  announced  this 
week  by  newly-appointed  chair¬ 
man,  Dr.  Arthur  Larson,  direc¬ 
tor  of  the  World  Rule  of  Law 
Center,  Duke  University.  Dr. 
Larson  is  a  former  director  of 
the  United  States  Information 
Agency. 

The  Council  is  sponsored  by 
the  Public  Affairs  Institute, 
Washington,  which  has  been  in 
existence  since  1947. 

Dr.  Larson  told  newsmen  at 
the  Overseas  Press  Club  on 
Tuesday  that  the  Council  was 
strictly  non-political  and  had 
been  conceived  prior  to  the  pres¬ 
idential  nominating  conventions. 
He  added  that  it  planned  to 
carry  on  a  long-range  program 
after  the  election. 

To  Correct  ‘Errors’ 

Its  main  purpose,  Dr.  Larson 
said,  was  “to  correct  the  princi¬ 
pal  errors  propagated’’  by  what 
he  termed  “radical  reactionary 
organizations.’’ 

Dr,  Larson  said  there  was  no 
connection  with  the  present 
Presidential  political  race  and 
the  Council  would  remain  de¬ 
tached  from  the  political  scene. 
“I  don’t  even  think  President 
Johnson  will  know  about  this 
until  he  reads  it  in  the  news¬ 
papers,”  he  remarked. 

He  said  that  funds  for  the 
Council  would  come  mainly  from 
the  Public  Affairs  Institute  but 
that  donations  from  the  public 


Louise  Roesoher  Dies; 
With  E&P  30  Years 

Louise  Roescher,  an  employe 
of  Editor  &  Publisher  for  30 
years,  died  of  a  heart  attack 
near  her  home  in  Weehawken, 
N.  J.  Monday  evening  (Sept. 
21). 

For  more  than  20  years  Miss 
Roescher  was  confidential  sec¬ 
retary  to  the  late  James  Wright 
Brown,  president  and  publisher 
of  E&P.  In  recent  years  she 
served  his  son,  Robert  *U.  Brown, 
president,  editor  and  publisher, 
in  the  same  capacity. 

In  private  life  Miss  Roescher 
was  Mrs.  Fred  Ram.  Her  hus¬ 
band  died  several  years  ag:o. 
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would  be  welcomed  to  carry  on 
the  research. 

The  major  concern  of  the 
Council,  according  to  Dr.  Lar¬ 
son,  will  be  to  disseminate  “the 
truth’’  about  the  John  Birch 
Society  and  affiliated  groups; 
also  to  correct  false  statements 
made  by  these  groups  about 
leaders  in  business,  religion,  sci¬ 
ence,  law,  and  public  affairs. 

Albert  W.  Landa,  public  re¬ 
lations  director  of  the  Council, 
later  told  E&P  the  organization 
would  serve  as  a  central  source 
of  documented  information  on 
the  activities  of  the  “radical  re¬ 
actionary  extreme  groups”  and 
this  information  would  be  avail¬ 
able  to  the  press  for  the  asking. 

Much  of  this  information 
would  come  from  the  research 
arm  of  the  Public  Affairs  Insti¬ 
tute,  a  non-profit  foundation. 
The  information  would  be  im¬ 
plemented  and  backstopped,  Mr. 
Landa  added,  by  responsible,  in¬ 
dependent  research  organiza¬ 
tions  such  as  Group  Research 
Inc.,  Washington. 

“When  newspapers  come 
across  a  story  in  which  extreme 
rightwing  organizations  are  in¬ 
volved,”  Mr.  Landa  said,  “and 
the  newspapers  want  these  or¬ 
ganizations  identified,  the  Coun¬ 
cil  can  provide  such  information. 
All  they  have  to  do  is  write  or 
call  the  New  York  office  of  the 
National  Council  for  Civic  Re¬ 
sponsibility  —  65  East  55th 
Street,  New  York  10022.  The 
telephone  number  is  HA-1  7370.” 

The  Council  is  urging  news 
media  to  undertake  depth  stories 
on  extremism  activities.  “We 
feel  the  facts  speak  for  them¬ 
selves,”  he  added. 

In  its  New  York  headquarters 
for  only  a  few  days,  the  Coun¬ 
cil  was  already  getting  response 
from  newspapers.  A  New  York 
City  daily  was  one  of  the  call¬ 
ers,  looking  for  information  on 
a  planned  story  about  extreme 
right  wing  activities  in  the  area. 

Questioned  on  the  validity  of 
the  facts  promulaged  from  the 
Council,  Mr.  Landa  maintained 
that  “no  fact  and  no  statistic 
hasn’t  been  triple-checked.  It’s 
still  possible  to  make  mistakes 
only  so  far  as  three  sources  can 
be  wrong.” 

He  said  the  Council’s  service 
will  be  available  to  all  newspa¬ 
pers.  It  will  serve  as  a  clearing 
house  of  newspaper  stories  deal¬ 
ing  with  extremist  groups. 

Mr.  Landa  said  the  Council 


will  be  five-minute  news  com¬ 
mentaries,  on  100  radio  stations 
singling  out  the  techniques  of 
extremists  “and  some  of  their 
disruptive  activities,”  Mr.  Landa 
said. 

Dr.  Larson  claimed  more  than 
7,000  radio  and  television  pro¬ 
grams  are  sponsored  by  a  score 
of  extreme  rightwing  organiza¬ 
tions  spending  upwards  of  $20 
million  a  year  to  disseminate 
them.  Five  years  ago  there  were 
only  500  such  broadcasts,  he 
said. 

Monitored  tapes  of  some  of 
these  programs  were  played  for 
reporters  attending  the  press 
conference. 

Council  members  include  Gen. 
J.  Lawton  Collins,  vicechairman, 
Pfizer  International,  and  former 
Chief  of  Staff  of  the  Army; 
Marion  B.  Folsom,  director  of 
Eastman  Kodak  Company,  and 
former  Secretary  of  Health, 
Education  and  Welfare;  David 
E.  Lilienthal,  chairman,  Devel¬ 
opment  and  Resources  Corpora¬ 
tion,  and  former  chairman  of 
the  Atomic  Energy  Commission; 
Robert  B.  Meyner,  former  Gov¬ 
ernor  of  New  Jersey;  James  P, 
Mitchell,  former  Secretary  of 


The  Bureau  of  Advertising, 
ANPA,  will  unveil  on  Monday 
the  findings  of  a  new  study 
which  shows  that  the  advertis¬ 
er’s  message  in  newspapers 
reaches  a  far  higher  propor¬ 
tion  of  readers  than  has  gen¬ 
erally  been  realized. 

“It  will  provide  a  new  basis 
for  comparing  newspapers  with 
the  competitive  media,”  Bureau 
president  Charles  T.  Lipscomb 
Jr.  told  E&P. 

The  details  of  the  report  were 
being  saved  for  a  premiere  audi¬ 
ence  of  1,400  members  of  the 
advertising  fraternity  at  a 
breakfast  in  the  Waldorf-As¬ 
toria  ballroom  Sept.  28.  (See 
additional  story,  page  64). 

Mr.  Lipscomb  said  he  will 
tell  the  assemblage  of  media 
decision-makers  that  the  process 
of  newspaper  reading  is  a  high¬ 
ly  selective  one  in  which  pros¬ 
pects  are  attracted  almost 
“magnetical’v”  to  the  ads. 


tion  of  America;  Dr.  Douglas 
M.  Knight,  president  of  Duke 
University;  Dr.  Detlov  Bronk, 
president  of  Rockefeller  Insti¬ 
tute;  Dr.  Vernon  X.  Miller,  dean 
of  Catholic  University  Law 
School;  and  Dr.  Eugene  Ro.stow, 
dean  of  Yale  University  Law 
School. 

Also  Harry  Ashmore,  chair¬ 
man  of  the  executive  committee, 
Center  for  the  Study  of  Demo¬ 
cratic  Institutions  and  editor-in- 
chief  of  the  Encyclopedia  Bri- 
tanica;  Barry  Bingham,  editor 
and  publisher  of  the  Louisville 
(Ky.)  Courier- Joumal-Louisville 
Times,  and  Ralph  McGill,  pub¬ 
lisher  of  the  Atlanta  Constitu¬ 
tion. 

• 

Memorial  Award 

Cleveland 

A  Robert  J.  Drake  Memorial 
Award,  $100  from  the  Milk  Pro¬ 
ducers  Association  and  a  plaque 
from  the  Plain  Dealer,  has  b^n 
established  in  memory  of  the 
late  farm  writer  of  the  news¬ 
paper.  The  award  will  go  to 
someone  who  has  made  an  out¬ 
standing  contribution  to  Ohio 
agriculture  or  conservation. 


“This  kind  of  selectivity,”  he 
commented,  “simply  does  not 
occur  in  broadcasting  where 
prospects  and  non-prospects  are 
diffused  at  random  among  the 
listeners  or  viewers  of  any  par¬ 
ticular  commercial. 

“When  cost  comparisons 
among  media  incorporate  the 
dimension  of  prospect  status 
and  give  our  m^ium  full  credit 
for  its  ability  to  put  the  adver¬ 
tiser’s  message  within  the  read¬ 
er’s  range  of  vision,  we  think 
the  excellent  cost  efficiency  of 
the  daily  newspaper  will  be 
clearly  apparent.” 

The  study,  he  added,  estab¬ 
lished  that  advertising  commu¬ 
nication  is  “a  happening  or 
process”  rather  than  something 
that  can  be  measured. 

“It  will  help  advertisers,”  he 
said,  “to  free  themselves  from 
the  dominance  of  ‘boxcar  fig¬ 
ures,’  so  that  all  media  can  be 
better  evaluated.” 
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Advertising  Study 
Favors  Newspapers 


Assassination  Film 
At  UPI  Conference 


Washington 

'N.iiiical,  official  and  diplo- 
miitic  Washington  will  partici¬ 
pate  iO  the  program  of  the  1964 
UI’I  Editors  and  Publishers 
Cont'i  ronce  here  Oct.  6  and  7. 

More  than  400  delegates  and 
their  wives  from  UPI  news¬ 
papers  are  planning  to  attend 
the  conference  which  last  met  in 
the  capital  in  the  early  months 
of  the  late  President  Kennedy’s 
administration. 

Now,  three  years  later,  the 
conferees  will  attend  the  world 
premiere  of  a  two-hour  docu¬ 
mentary  film  on  the  assassina¬ 
tion  of  the  late  President. 

The  film,  “Four  Days  in  No¬ 
vember,”  will  be  shown  the  eve¬ 
ning  of  Oct.  6.  Some  1,700  per¬ 
sons,  including  President  John¬ 
son,  members  of  the  Cabinet, 
Congress  and  the  Diplomatic 
Corps  have  been  invited  to  the 
showing  at  the  RKO  Keith 
Theater. 

The  conference  program  in¬ 
cludes  addresses  by  Sen.  Barry 
Goldwater;  Sen.  Hubert  Hum¬ 
phrey  and  Police  Commissioner 
Michael  J.  Murphy  of  New  York 
City. 


Tea  at  Spanish  Embassy 


W.  Allen  Jr.,  Medford  (Ore.) 
Mail  Tribune,  (“Effective  F’ol- 
low-Up  On  Spot  tv  Coverage”) ; 
Jim  Fain,  Dayton  (Ohio)  Daily 
News,  (“Wire  Service  Dilemma: 
Freedom  To  Interpret”),  and 
L.  S.  Fanning,  Chicago  Daily 
News,  (“Breaking  Free  of  Yes¬ 
terday’s  Coverage  Practices”). 


The  Scene  Abroad 


On  Tuesday  afternoon,  the 
editors’  wives  will  be  guests  of 
the  Spanish  ambassador  and  his 
wife,  the  Marquis  and  Marquesa 
de  Merry  del  Val,  at  tea  in  the 
redecorated  embassy. 

Sigma  Delta  Chi  will  sponsor 
a  “dutch  treat”  breakfast 
Wednesday  for  members  attend¬ 
ing  the  UPI  conference. 

That  afternoon,  ladies  attend¬ 
ing  the  conference  will  be  guests 
at  a  White  House  tea. 

Earl  J.  Johnson,  editor  of 
UPI,  will  introduce  the  initial 
working  session  Tuesday  morn¬ 
ing  on  the  general  theme,  “World 
Horizons  of  UPI.” 


The  Wednesday  morning 
theme  will  be  “Continents  In 
Crisis,”  with  Harry  Burnham, 
St.  Paul  (Minn.)  Dispatch,  as 
chairman.  Panelists  include: 
Miles  H.  Wolff,  Greensboro 
(N.  C.)  News,  (“Latin  Ameri¬ 
ca”)  ;  John  Strohmeyer,  Bethle¬ 
hem  (Pa.)  Globe-Times  (“Afri¬ 
ca”)  ;  Otto  Zausmer,  Boston 
Globe,  (“Europe  and  the  Medi¬ 
terranean  Scene”)  and  Burton 
A.  Chardak,  Philadelphia  Bulle¬ 
tin,  (“Southeast  Asia”). 

■The  fourth  session  Wednes¬ 
day  afternoon  will  examine  the 
subject,  “Massive  Reporting:  Is 
It  Really  Necessary?”  Robert 
G.  Shand,  New  York  News,  will 
serve  as  chairman.  Panelists  will 
include:  Arthur  R.  Bertelson, 
St.  Louis  Post-Dispatch,  (“The 
Case  For  Covering  Widely”) ; 
John  C.  Quinn,  Providence  (R.I.) 
Journal  and  Bulletin,  (“A  Dis¬ 
senter’s  Viewpoint”) ;  Eugene 
Patterson,  Atlanta  (Ga.)  Con¬ 
stitution,  (“Intelligent  Pool¬ 
ing”),  and  Alfred  Friendly, 
Washington  Post,  (“What  The 
Future  Holds”). 

The  conference  will  close  with 
a  dinner  Wednesday  in  the 
Statler  Hilton’s  Ballroom. 


Color  Promotion 
Salute  Offered 


This  panel  will  include:  H. 
Roger  Tatarian,  executive  editor 
of  UPI  (“Experiment:  Election 
Pool”) ;  Rhea  T.  Eskew,  general 
manager  for  communications, 
(“Electronics  and  Us”),  and 
Frank  Tremaine,  vicepresident, 
UPI  Newspictures  (“Around 
The  World  With  Newspic¬ 
tures.”). 

The  second  working  session 
Tuesday  afternoon  will  be  keyed 
to  “Times  For  Change,”  with 
Thomas  L.  Boardman,  editor, 
Indianapolis  (Ind.)  Times  as 
chairman.  Panelists  include : 
John  Colburn,  Wichita  (Kans.) 
Eagle  and  Beacon,  (“Tomor¬ 
row’s  Reader  Is  Here”)  ;  Eric 


$80,000  Given  AP  Is  Rushing 

To  J-Schools  Book  Containing 


Phoenix,  Ariz. 

A  full  color  page  tribute  to 
newspaperboys  is  offered  again 
this  year  by  ICMA  in  coopera¬ 
tion  with  the  Phoenix  Arizona 
Republic  and  Gazette  and  Sta-Hi 
Color  Service. 


The  colorful  salute  is  for  use 
on  Newspaperboy  Day,  Oct.  17, 
announces  Edgar  W.  Johnson, 
circulation  director,  Phoenix 
Newspapers,  and  chairman, 
ICMA  Newspaperboy  Commit¬ 
tee. 


A  $50,000  gift  from  Knight 
Newspapers  to  the  Half-Century 
Fund  of  the  Columbia  Univer¬ 
sity  Graduate  School  of  Jour¬ 
nalism  was  announced  recently 
by  Elliott  V.  Bell,  editor  of 
Business  Week,  chairman  of  the 
Fund  Committee. 

It  was  the  initial  contribution 
from  a  newspaper  publisher  to 
the  Fund  which  hopes  to  raise 
$3,000,000  over  the  next  three 
years  to  strengthen  and  broaden 
the  program  at  the  School. 

George  P.  Garver,  president  of 
the  Independent  Natural  Gas 
Association  of  America,  an¬ 
nounced  in  New  York  a  grant  of 
$30,000  a  year  to  the  Univer¬ 
sity  of  Missouri  School  of  Jour¬ 
nalism  and  School  of  Business 
and  Public  Administration,  to  be 
used  in  the  establishment  of  a 
new  academic  program  linking 
business,  the  press  and  educa¬ 
tion  on  behalf  of  a  better  under¬ 
standing  of  the  American  eco¬ 
nomic  system. 

The  grant  provides  for  estab¬ 
lishment  of  a  professorship  in 
business  communications  at  the 
University  under  the  title  of 
Associate  Professor  of  Journal¬ 
ism  and  Business  Management. 

Terms  of  the  grant  also  in¬ 
clude  a  number  of  $1,000  cash 
awards  in  various  media  cate- 


Transfer  Approved 


A1  Paul  Lefton, 
Agency  Chief,  Dies 


“He  brings  the  world  to  your 
doorstep  daily”  is  the  slogan 
over  the  special  color  art  devel¬ 
oped  by  Orin  Pederson.  Copy 
points  out  that  more  than  a 
million  newspaperboys  comprise 
a  strong,  final  link  between  the 
nation’s  1754  dailies  and  their 
readers. 


Warren  Report 


The  Associated  Press  an¬ 
nounced  this  week  that  it  would 
print  a  hard  cover  edition  of  the 
official  summary  of  The  Warren 
Report  on  the  assassination  of 
President  Kennedy,  for  distribu¬ 
tion  by  member  newspapers  to 
their  readers. 

The  project  will  be  handled  in 
much  the  same  manner  as  was 
“The  Torch  Is  Passed.”  That 
narrative  of  the  assassination 
and  its  aftermath  has  sold  nearly 
4  million  copies  since  it  came 
out  last  January. 

The  Warren  Report  book  is 
being  rushed  to  press  as  soon  as 
the  text  becomes  available,  pre¬ 
sumably  this  weekend.  The 
printers  have  promised  books 
within  10  days  and  production 
of  150,000  within  the  first  week 
thereafter. 

The  book  will  be  an  illustrated 
volume  with  a  blue  and  gold 
cover.  Papers  may  order  the 
book  in  bulk  at  $1  a  copy  and 
offer  it  to  readers  at  $1.50. 
Papers  desiring  to  do  so,  can 
arrange  to  have  AP  fulfill  in¬ 
dividual  orders  of  their  readers, 
on  a  less  advantageous  financial 
arrangement. 


Sunday  Release 


Bend,  Ore. 

Transfer  of  radio  station 
KGRL  from  John  L.  McAlpine 
to  Juniper  Broadcasting  Inc., 
was  approved  Sept.  3  by  the 
Federal  Communications  Com¬ 
mission.  Stockholders  of  Juniper 
Broadcasting  include  Robert  W. 
Chandler,  publisher.  Bend  Bulle¬ 
tin,  and  his  wife,  Nancy;  Glenn 
Cushman,  business  manager  of 
the  Bulletin;  Bradley  D.  Fan- 
cher.  Bend  attorney,  and  his 
wife,  Dagmar;  Gary  L.  Capps, 
manager  of  the  station,  and  his 
wife,  Shari. 


Philadelphia 

A1  Paul  Lefton,  president  and 
founder  of  A1  Paul  Lefton  Inc., 
advertising  agency,  died  at  his 
home  at  Bethayres,  recently.  He 
was  66. 

Following  service  as  a  lieu¬ 
tenant  of  infantry  in  World 
War  I,  he  entered  the  merchan¬ 
dising  field  and  later  headed  the 
Philadelphia  office  of  William  A. 
Rankin  Co.,  advertising  agency. 

In  1926,  he  founded  A1  Paul 
Lefton  Co. 


The  full  report  of  296,000 
words  was  to  be  made  available 
to  news  media  at  8  a.m.  (EST) 
Friday.  The  summary  runs  ap¬ 
proximately  10,000  words. 

On  Monday  morning  copies 
of  the  report  will  go  on  sale  at 
the  government  printing  office. 
These  will  contain  864  pages, 
of  which  706  will  be  text  and 
the  balance  illustrations  (more 
than  150  charts  and  pictures). 
Hard-bound  copies  will  be 
priced  at  $3.25  and  paper-back 
copies  at  $2.50. 

Although  wire  services  will 
begin  moving  copy  on  the  story 
and  text  of  the  summary  as 
early  as  possible,  all  material 
is  embargoed  for  publication 
until  5:30  p.m.  EST  Sunday. 

Radio  and  television  stations 
were  preparing  to  begin  War¬ 
ren  report  programs  a  half- 
hour  or  more  before  the  official 
release  time,  saving  the  report 
for  the  5:30  EST  deadline. 

On  the  west  coast,  with  three 
hours  advantage,  some  morn¬ 
ing  newspapers  planned  to  is¬ 
sue  Monday  morning  editions 
late  Sunday  afternoon. 

Bantam  Books  will  bring  out 
a  paperback  at  $1  within  two 
days  after  release  of  the  report. 
It  will  contain  background  and 
feature  material  from  the  New 
York  Times  staff. 
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Romney  Asks 
How  to  End 
News  Strike 

Detroit’s  74-day-old  news¬ 
paper  strike  took  a  new  turn 
this  week  as  Governor  George 
Romney  appointed  a  three-man 
commission  to  recommend  pro¬ 
cedures  to  be  followed  which 
would  bring  about  a  conclusion 
of  the  walkout. 

Members  of  the  commission 
met  with  the  negotiating  group 
of  the  Detroit  Free  Press  and 
the  Detroit  News,  locals  of  the 
pressmen’s  and  paper  and  plate 
handlers’  unions,  and  federal 
mediators  on  Tuesday  and 
Wednesday  and  were  to  resume 
sessions  Thursday. 

Governor  Romney  said  he  will 
select  the  best  of  the  recommen¬ 
dations  and  ask  the  parties  in¬ 
volved  to  take  action  on  them. 
Members  of  the  commission  are: 

Prof.  Russell  Smith,  Univer¬ 
sity  of  Michigan  Law  school: 

Dr.  Clarence  Hilberry,  Wayne 
State  University,  Detroit; 

Bishop  Richard  D.  S.  Emerich, 
(.f  the  Michigan  Episcopal  Dio¬ 
cese. 

The  commission  is  not  con¬ 
cerned  with  issues  in  the  dispute 
but  only  with  what  moves  it 
considers  best  for  ending  the 
strike  which  has  closed  the  news¬ 
papers  since  July  13. 

Last  Sunday  pressmen  re¬ 
portedly  voted  204  to  2  to  reject 
a  new  contract  offer  made  by  the 
publishers. 

Pressmen  also  rejected  a  pro¬ 
posal  by  the  Detroit  Newspaper 
Guild  to  settle  the  strike  through 
binding  arbitration.  The  re¬ 
ported  vote  was  204  to  0.  The 
union  said  both  votes  were  by 
secret  ballot. 

Plate  and  paper  handlers 
voted  94  to  1  to  reject  a  pro¬ 
cedure  proposed  by  Governor 
Romney.  It  was  not  disclosed 
what  the  suggested  procedure 
was. 

Meanwhile,  Lee  Hills,  Free 
Press  publisher,  said  in  a  mes¬ 
sage  to  employes  that  public  in¬ 
terest  demands  that  leaders  of 
the  unions  should  “recognize 
their  responsibility  to  accept 
fair  and  reasonable  offers.” 

Mr.  Hills  said: 

“Federal  and  state  mediators, 
the  Governor,  Mayor  Cavanaugh 
and  another  union  (the  Guild) 
all  proposed  or  supported  pro¬ 
posals  aimed  at  a  fair  and  fast 
settlement.” 

Mr.  Hills  said  the  newspapers 
accepted  the  guild’s  suggestion 
that  the  dispute  go  to  an  arbi¬ 
trator. 

“The  strike  leaders  have  re¬ 


jected  every  offer  of  settlement 
of  the  strike,”  Mr.  Hills  de¬ 
clared.  “They  have  rejected  our 
offers  for  generous  contract  im¬ 
provements.  They  have  refused 
the  Governor’s  request  for  the 
secret  ballot  election.  They  have 
so  far  rejected  arbitration. 

“The  public  interest  and  the 
interest  of  4,100  newspaper  em¬ 
ployes  demand  that  the  strike 
leaders  recognize  their  respon¬ 
sibility  to  accept  fair  and  reason¬ 
able  offers.” 

Mr.  Hills  said  further  that  the 
publi.shers  “did  everything  with¬ 
in  i-eason  to  avoid  this  strike.” 


Milwaukee  Advertising 
Lab  Starts  December  1 


Vindicator  Runs 
One-Page  Paper 

Youngstown,  Ohio 

Although  down  to  a  one-page 
paper,  the  Youngstown  Vindica¬ 
tor,  struck  since  Aug.  18  by  the 
Youngstown  Newspaper  (Juild, 
continues  to  print. 

The  guild’s  Steel  Valley  News 
appeared  Sept.  23  with  a  32-page 
paper. 

The  Vindicator  said  it  is  print¬ 
ing  approximately  150  copies 
daily,  with  local,  national  and 
international  news  on  page  one. 
The  other  side  of  the  page  is 
comics. 

The  guild  paper  is  running 
about  50  percent  ads.  Generally 
it  consists  of  16  pages  but  when 
more  are  needed  they  must  go  to 
32.  The  result,  with  the  larger 
paper,  is  much  mat  material, 
crossword  puzzles,  comic  strips 
and  local  news  that  has  been  set 
and  withheld  from  small  edi¬ 
tions. 

The  guild.  Vindicator  and 
federal  mediators  had  talks 
scheduled  for  last  Wednesday 
but  there  were  no  signs  of  prog¬ 
ress.  This  negotiation  meeting 
was  the  first  in  a  week. 

The  Vindicator,  meanwhile, 
continued  to  press  for  a  court 
iniunction  limiting  picketing, 
which  had  been  held  to  13 
through  an  informal  agreement 
between  attorneys  and  the  court. 

Management  contended  the 
agreement  was  violated  Sept.  13 
when,  it  said,  pickets  roughed 
up  people  seeking  to  buy  news¬ 
papers  over  the  counter  and 
snatched  issues  from  them  if  it 
was  considered  they  were  taking 
away  too  many. 

The  dispute  concerns  a  con¬ 
tract  for  42  newly  organized 
outside  circulation  employes.  A 
management  spokesman  said  the 
guild,  which  has  jurisdiction 
over  the  circulation  employes, 
has  refused  to  allow  them  to 
work  where  the  Vindicator  has 
directed. 


The  Milwaukee  Advertising 
Laboratory  has  announced  a 
startup  date  of  Dec.  1. 

Robert  K.  Drew,  business 
manager  of  the  Journal  Com¬ 
pany,  said  sufficient  support  has 
been  received  from  advertisers 
and  agencies — as  evidenced  by 
contracts  for  product  categories 
— to  launch  the  initial  3-year 
progi'am. 

“With  eight  full  months  of 
preliminary  test  procedures  and 
reporting  now  behind  us,  we 
feel  fully  confident  of  the  lab’s 
performance  and  more  con¬ 
vinced  than  ever  of  the  need  for 
it  within  the  advertising  indus¬ 
try,”  Mr.  Drew  said. 

A  television  commercial 
“muter”  that  will  be  signalled 
by  all  four  Milwaukee  stations 
is  the  key  to  the  lab’s  advertis¬ 
ing  control  system.  This  will 
be  combined  with  the  Milwaukee 
Journal's  “matched  markets” 
arrangement  and  both  linked  to 
a  controlled  consumer  purchase 
panel  diary. 

Advertising  research  security 
prohibits  disclosure  of  subscrib¬ 
ers’  names  but  they  represent 


Mid'Anierica  Publishing 
Buys  N.  Dakota  Daily 

Shenandoah,  la. 

Mid-America  Publishing  Cor¬ 
poration  of  this  city  has  pur¬ 
chased  the  Valley  City  and 
Barnes  County  Times-Record 
from  Edward  C.  Cochrane, 
owner  since  1962,  David  E. 
Archie,  president,  has  an¬ 
nounced.  MAPC  now  owns  five 


newspapers. 

Mr.  Archie  said  Dwight  Cow- 
den  is  remaining  as  editor  of  the 
Times-Record,  and  Robert 
Downs  as  advertising  manager. 
C.  Vandestreek,  business  man¬ 
ager,  has  been  promoted  to  gen¬ 
eral  manager. 


Series  Exposes  Evils 
Of  Magistrate  Board 

Philadelphia 

Pennsylvania’s  Attorney  Gen¬ 
eral  Walter  E.  Alessandroni  has 
called  for  legislation  to  abolish 
the  Philadelphia  Board  of 
Magistrates  in  light  of  dis¬ 
closures  made  by  the  Philadel¬ 
phia  Inquirer. 

The  series,  by  Harry  J.  Kara- 
fin  and  Joseph  C.  Goulden,  ex¬ 
posed  tie-ups  between  magis¬ 
trates  and  collection  agencies, 
discharges  of  self-admitted  law¬ 
breakers,  and  the  need  for  the 
re-arrest  of  200  offenders. 


“blue  chip”  accounts,  accc -ding 
to  Charles  K.  Clarke,  adv.^rtis- 
ing  manager  of  the  Jo  imal 
Company,  and  coordinator  of 
lab  activities. 

The  budget  of  the  project  ex¬ 
ceeds  $1,000,000. 

The  lab  will  provide  a  meas¬ 
ure  of  product  sales  for  house¬ 
holds  which  have  been  exposed 
to  advertising  in  different  ways, 
according  to  tests  desired  by 
sponsors. 

Combined  with  This  Week 
magazine,  a  full  participant, 
and  the  Journal’s  own  Sunday 
supplements  to  provide  a  vehicle 
for  magazine  testing,  the  proj¬ 
ect  will  have  almost  completely 
controlled  field  conditions  with 
a  virtually  unlimited  number  of 
print  and  broadcast  media  vari¬ 
ations  and  combinations. 

Coded  information  from  the 
panel  diaries  will  be  processed 
by  computers  and  reported  to 
lab  participants  on  a  monthly 
basis  under  complete  security 
control. 

G.  Maxwell  Ule,  formerly 
with  Kenyon  and  Eckhardt,  is 
technical  consultant. 


New  York  Post  Uses 
Stock  Tape  System 

Starting  this  week,  outside 
tape  is  being  used  by  the  New 
York  Post  to  set  both  the  New 
York  Stock  Exchange  and  the 
American  Stock  Exchange 
tables. 

The  tabloid  is  the  first  eve¬ 
ning  paper  in  New  York  to  use 
this  method.  Its  use  by  the  New 
York  Times  and  the  New  York 
Tribune  is  a  matter  for  arbitra¬ 
tion,  to  determine  what  share 
of  savings,  if  any,  should  go 
to  the  typographical  union. 
Samuel  Kagel,  San  Francisco 
attorney  and  professor,  has  been 
named  arbitrator.  Hearings 
have  been  scheduled  for  Nov. 
16-18. 

The  Post  will  follow  the  same 
procedure  of  study  by  a  joint 
committee,  Sidney  Orenstein, 
lawyer  in  charge  of  industrial 
relations,  said. 

Byron  Greenberg,  business 
manager  of  the  Post,  said  the 
system  provides  complete  tables 
of  both  exchanges  by  4:10  P.M. 
when  the  Wall  Street  edition 
goes  to  press.  Previously,  only 
the  “Big  Board”  final  quota¬ 
tions  have  been  carried  in  this 
edition. 

Several  highspeed  linecasting 
machines  have  been  purchased 
by  the  Post,  Mr.  Greenberg 
said. 
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2 -Man  Composing 
IJmt  Is  in  View 

itv  (verahl  B.  Ilealev 


Kansas  City  the  proofreader  reads  only  400 
S  is  under  way  at  the  lines  per  hour,  and  the  ring 
Amei .  : Ill  Newspaper  Publishers  operator  can  correct  40  errors 
Ass(h  dion  Research  Institute  per  hour. 

in  Easton,  Pa.,  on  the  develop-  “To  balance  and  use  efficiently 
ment  of  self-contained  compos-  the  capacity  of  each  of  these 
ing  iiiiils  that  promise  economy  persons  is  virtually  impossible 
and  flexibility  within  the  news-  under  existing  composing  sys- 
paper  industry,  Donald  D.  terns.  At  any  given  hour,  the 
Dissly,  ANPA’s  research  direc-  capacity  of  one  or  more  of  these 
tor,  told  the  fourth  annual  Mid-  people  is  not  being  effectively 
America  Newspaper  Mechanical  used. 

Conference  here  Sept.  18. 

In  the  case  of  small  news-  (Opacity  Limited 

pajiers,  Mr.  Dissly  said,  a  com-  “Further,  in  most  tape  sys- 
hination  of  two  men,  using  terns,  there  is  no  practical  and 
proper  equipment,  could  produce  economic  way  to  keyboard  and 
from  .>00  to  600  typeset  lines  cast  all  heads,  type  sizes  and 
l>er  hour  in  the  form  of  fully  cor-  faces,  and  line  lengths  used  in  a 
rected  and  assembled  stories  in-  single  story.  Even  though  a  gen- 
I'luding  all  needed  heads,  type  eral  purpose  computer  can  be 
faces  and  sizes,  of  all  line  programmed  to  process  these 
lengths  required,  ready  for  page  variations  the  linecasting  ma- 
assembly.  chine  is  limited  as  to  its  output 

This  sy.stem  would  fit  the  peak  capacity.” 
typesetting  requirements  of  Two  men  and  two  machines 
many  small  newspapers,  par-  converting  copy  into  proofread 
ticularly  if  ad  type  could  also  be  corrected  and  assembled  lines  of 
set  by  this  unit.  type  ready  to  be  put  into  page 

form  can  accomplish  this  at  a 
r«r  Large  Papers  or  six  hundred  lines 

For  a  large  newspaper  with  a  Per  hour,  Mr.  Dissly  said,  and 
first  edition  requirement  for  there  is  no  need  for  proofrooms, 
3,000  lines  per  hour,  six  such  ring  machines  and  machine  mon¬ 
units  could  set  corrected  and  itors.  In  addition,  the  type  dump 
assembled  type  slugs  without  and  correction  bank  problems 
separate  proofreading,  correc-  are  reduced  to  a  minimum, 
tion  or  machine  monitoring.  On  Finally,  page  makeup  is  simp- 
days  of  the  week  when  a  smaller  dfied  by  the  elimination  of  cor- 
number  of  pages  are  produced  on  rections  in  the  form.  The  corn- 
first  edition,  only  three,  four  or  POsing  unit  is  not  only  setting 
five  of  the  six  units  would  have  corrected  type  but  is  also  im- 
to  be  manned.  The  system  has  proving  the  performance  of  the 
Imilt  in  backup  and  flexibility.  traditional  function  of  proof- 
This  self-contained  typesetting  ‘■“’•^‘‘‘^tion  and  as- 

and  assembly  unit  “is  just  one  , 

example  of  how  research  of  basic  the  speaker  con- 

systems  can  simplify  production  almost 

and  increase  productivity-not  as  simple  and  basic  as  having  a 
just  speed  up  isolated  func-  man  set  and  assemble  a  complete 
tions,”  Mr.  Dissly  remarked.  case  with  an- 


Prototype  of  new  Wood  machine  which  casts  printing  press  plates  from 
liquid  plastic. 


Plastic  Press  Plate 
Process  Developed 


Akerson  Scorns 
Boston  ‘Monopoly’ 


Boston 

George  E.  Akerson,  publisher 
of  the  Herald  and  Traveler, 
said  in  a  statement  to  readers 
Sept.  18  that  the  newspapers  in¬ 
tend  to  fight  for  their  rightful 
place  in  the  competitive  struc¬ 
ture  in  Boston. 

“These  newspapers,”  he  stated, 
“are  growing  and  improving. 
They  are  not  for  sale  to  the 
Globe  or  the  Record  American, 
or  anyone  else.” 

Publication  of  the  statement, 
he  explained,  was  prompted  by 
testimony  in  Suffolk  Superior 
Court  the  previous  day  that  sale 
of  the  Herald  Traveler  (morn- 
ing-evening-Sunday)  to  the  Bos¬ 
ton  Globe  (morning-evening- 
Sunday)  had  been  discussed  at 
several  conferences  during  1963. 

Seek  Stockholder  List 

After  a  day-long  hearing. 
Judge  Edmund  R.  Dewing  took 
the  case  under  advisement.  He 
was  asked  to  rule  that  the  Her¬ 
ald  Traveler  Corporation’s  man¬ 
agement  must  permit  two  share¬ 
holders — Joseph  F.  Rosenfield 
and  John  Ruan,  both  of  Des 
Moines — to  inspect  the  list  of 
stockholders. 

Mr.  Rosenfield,  chairman  of 
the  board  of  Younker  Brothers 
department  store  in  Des  Moines, 
holds  about  16,000  shares.  He 
and  his  associates  represent 
about  175,000  shares. 

Gains  made  by  the  Globe  were 
disturbing  to  his  group,  Mr. 
Rosenfield  testified.  He  quoted 
the  late  Robert  B.  Choate,  then 
publisher,  as  telling  them  at  his 
home  last  October  that  he  was 
“worried  about  the  way  the 
Globe  was  stepping  ahead  of  the 
Herald  Traveler,  something 
which  he  and  his  associates  were 
unable  to  stop.” 

Mr.  Choate,  according  to  Mr. 
Rosenfield,  had  called  the  meet¬ 
ing  with  Mr.  Rosenfield ;  Mr. 
Ruan,  a  Des  Moines  trucking 
firm  owner,  and  George  Lyons, 
a  Minneapolis  stock  broker,  to 
sound  them  out  on  “disposition 
of  the  paper  if  necessary.” 

Earlier,  Mr.  Rosenfield  testi¬ 
fied,  he  and  his  associates  had 
heard  about  meetings  at  which 
acquisition  of  the  HT  by  the 
Globe  was  discussed.  At  these 
meetings,  he  said,  were  Thomas 
M.  Joyce,  Boston  attorney  acting 
for  the  HT,  and  Neil  Leonard 
and  Jack  Hayes,  Boston  at¬ 
torneys  for  the  Globe.  Mr. 
Leonard  was  also  a  director  of 
the  Globe  company. 

Mr.  Rosenfield  denied  that  his 
group  wanted  to  gain  control  of 


the  HT  to  sell  out  to  the  Globe 
or  someone  else.  He  said  Robert 
Carney,  chairman  of  the  Foote, 
Cone  &  Belding  advertising 
agency,  had  arranged  a  meeting 
in  New  York  last  January  with 
Messrs.  Hayes  and  Leonard.  The 
stockholder’s  group,  he  said, 
wanted  to  find  out  what  had 
happened  to  the  negotiations  for 
sale  of  the  HT  newspapers. 

HT  attorney  John  Hall  called 
Messrs.  Leonard  and  Hayes  as 
witnesses.  They  related  that  Mr. 
Joyce  had  contacted  them  during 
the  summer  and  early  fall  of 
1963  to  discuss  the  Globe’s 
acquisition  of  the  Herald 
Traveler. 

Mr.  Hall  later  examined  Mr. 
Joyce  and  asked:  “Who  took  the 
initiative  in  setting  up  the 
meetings?” 

“The  first  meeting,  I  did,” 
Mr.  Joyce  replied,  according  to 
the  Boston  Globe  report  of  the 
hearing. 

Subsequently,  Mr.  Joyce  said, 
it  was  usually  Mr.  Hayes  who 
called  .seeking  information  on 
HT  asset  values.  Mr.  Joyce  said 
he  had  counselled  Mr.  Choate 
that  such  figures  could  not  be 
given  to  a  competitor  without  a 
vote  by  the  HT  directors.  No 
purchase  price  was  ever  men¬ 
tioned  in  discussions  with  the 
Globe  representatives,  Mr.  Joyce 
testified. 

Advised  Qioale 

Mr.  Joyce  said  he  advised  Mr. 
Choate  against  proceeding 
further  with  the  discussions. 

The  Boston  Herald  reported 
that  the  hearing  brought  out 
these  details: 

“Purchase  and  liquidation  of 
the  Herald  and  Traveler  was 
first  proposed  by  Hayes  in  May 
of  1963  to  the  then  publisher  of 
the  Herald  and  Traveler,  Robert 
B.  Choate. 

“Boston  attorney,  Thomas  M. 
Joyce,  was  authorized  by  Choate 
to  hear  the  Globe  proposal.  After 
a  meeting  with  Leonard  and 
Hayes,  Joyce  advised  Choate 
against  proceeding  further.” 

(A  transcript  of  the  testimony 
was  unavailable  to  E&P  this 
week.) 

After  the  New  York  meeting 
early  this  year,  it  was  brought 
out,  Mr.  Rosenfield  and  some  of 
his  associates  sought  places  on 
the  Herald  Traveler  board.  They 
were  defeated  by  large  margins 
in  votes  at  the  annual  share¬ 
holders’  meeting. 

Mr.  Rosenfield  testified  that 
his  group  did  not  have  “the 
same  rapport”  with  the  new 


management  as  they  had  with 
Mr.  Choate. 

Mr.  Akerson,  a  longtime  asso¬ 
ciate  of  Mr.  Choate’s,  had  been 
moved  up  to  president  and  pub¬ 
lisher. 

Aker  son’s  Account 

According  to  Mr.  Akerson, 
Mr.  Choate  informed  the  board 
in  September  or  October  of  last 
year  that  the  Globe  had  made 
some  sort  of  overture  to  buy  and 
liquidate  the  Herald  Traveler. 
By  that  time,  Mr.  Akerson  said, 
Mr.  Choate  had  directed  his 
counsel,  Mr.  Joyce,  not  to  con¬ 
tinue  the  meeting  with  the 
Globe  representatives. 

The  only  comment  by  W. 
Davis  Taylor,  publisher  of  the 
Globe,  on  the  court  proceedings 
was  this: 

“The  Boston  Globe  has  oper¬ 
ated  successfully  in  New  Eng¬ 
land  for  92  years  and,  accord¬ 
ingly,  has  never  been  interested 
in  putting  any  other  newspaper 
out  of  business. 

“The  suit  .  .  .  arose  out  of  an 
internal  conflict  among  stock¬ 
holders  of  the  Herald  Traveler 
Corporation,  and  is  no  concern 
of  the  Globe.” 

‘A  War  Cry’ 

Mr.  Akerson’s  statement  be¬ 
gan: 

“This  is  not  a  whine — it  is  a 
war  cry.” 

He  asserted  that  the  court 
testimony  had  revealed  “the 
Boston  Globe  scheme  to  create 
conditions  leading  to  a  monopoly 
of  the  press  and  elimination  of 
jobs  for  thousands  of  people.” 

“Since  the  spring  of  1963,” 
he  stated,  “the  Globe  has  been 
attempting  to  buy  and  liquidate 
our  newspaper  properties. 

“During  the  past  several 
months  we  have  been  mystified 
by  repeated  allegations  that 
Globe  salesmen  and  representa¬ 
tives  have  been  informing  adver¬ 
tisers  and  others  that  the  Herald 
Traveler  is  going  out  of  busi¬ 
ness. 

“The  testimony  in  yesterday’s 
case  brings  this  ugly  business 
to  a  head  by  spreading  much  of 
it  on  the  public  record. 

“It  is  just  as  well.  It  is  time 
our  readers  and  the  whole  com¬ 
munity  knew  it. 

“The  drive  for  a  monopoly 
press  is  deplorable.  But  it  be¬ 
comes  despicable  when  we  ob¬ 
serve  the  forces  which  vilified 
Robert  B.  Choate  until  his  death 
last  year  now  portraying  them¬ 
selves  as  his  confidants  and  at¬ 
tempting  to  justify  their  acts 
with  a  voice  from  the  grave. 
Obviously  Mr.  Choate  cannot 
deny  the  words  they  have  put 
into  his  mouth. 

“Let  us  set  the  record 
straight  from  this  moment  on; 
these  newspapers  are  growing 


and  improving.  They  are  not  for 
sale  to  the  Globe  or  the  Record 
American,  or  anyone  else. 

“We  accept  the  challenge  of 
the  Globe  and  we  will  fight  for 
our  rightful  place  in  the  com¬ 
petitive  structure  in  Boston.  We 
will  prevail  because  we  are  right, 
because  our  survival  is  in  the 
public  interest,  because  of  our 
didicated  workers,  and  became 
we  w’ill  fight  hard  but  fair. 

“We  will  not  stoop  to  the  level 
of  those  who  proclaim  their 
ethics  on  their  billboards  and  in 
their  television  commercials  and 
then  seek  to  employ  gutter  tac¬ 
tics  in  the  back  alleys  of  business 
and  finance. 

“We  shall  compete  as  we  al¬ 
ways  have  on  a  basis  of  edito¬ 
rial  excellence  and  business  in¬ 
itiative  and  enterprise.  I  am 
confident  of  the  outcome.” 


‘Star  Reporter^ 
Move  to  Curb 
Critics  Urged 

San  Diego,  Calif. 

Moves  to  counteract  public 
criticism  of  the  press  were 
urged  here  by  Herbert  G.  Klein, 
editor  of  the  San  Diego  Union. 

Maybe  a  return  to  the  star 
reporter  system  so  the  public 
has  more  respect  for  the  news¬ 
man  should  be  adopted,  he  sug¬ 
gested.  Television  has  done  a 
better  job  in  this  area,  he  de¬ 
clared. 

A  promotional  build  up  of 
newspaper  personalities  seems 
required  to  meet  this  political 
year’s  situation  in  which  the 
public  is  highly  critical  of  the 
press,  he  said  in  citing  opinion 
polls. 

“We  have  become  the  public's 
whipping  boy,”  he  added  in  a 
message  to  the  Western  Work¬ 
shop,  National  Newspaper  Pro¬ 
motion  Association. 

The  goal  should  be  to  sell  in¬ 
dividuals  on  newspapers  so  the 
public  does  not  think  the  report¬ 
ers  are  not  trying,  are  under¬ 
selling  one  candidate  or  another, 
and  are  to  be  mistrusted,  Mr. 
Klein  added. 


Changes  at  Sta*Hi 

The  retirement  of  0.  T. 
Cochran,  vicepresident,  market¬ 
ing,  Sta-Hi  Corporation,  hns 
been  announced  by  Vernon  R 
Spitaleri,  president.  Mr.  Coch¬ 
ran,  who  was  associated  with 
Sta-Ho  Corporation  for  many 
years,  has  retired  for  reasons  of 
health.  The  appointment  of  Jack 
F.  McComb  as  advertising  and 
sales  promotion  manager  has 
also  been  announced. 
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Y  &R  ‘Hypnotizing’  GF 
Coupons  by  Spot  Color 


Suggestion  and  persuasion, 
words  constantly  used  by  adver¬ 
tising  practitioners,  were  car¬ 
ried  into  the  realm  of  hypnosis 
in  a  .spot  color  advertisement 
placed  by  Young  &  Rubicam 
Inc.,  for  General  Foods. 

The  product  involved  was 
Awake,  a  frozen  concentrate  for 
an  orange  flavored  breakfast 
drink.  The  2100-line  ROP  news¬ 
paper  ad  won  the  EDITOR  & 
Publisher  1964  Award  for 
creative  use  of  spot  color. 
Samuel  Cooperstein  was  the  art 
director  responsible  for  the  ad, 
the  copy  for  which  was  written 
by  Gil  Ziff,  both  on  the  agency’s 
staff.  It  carried  a  10c  redemp¬ 
tion  coupon. 

6%  Response 

Whether  or  not  readers  were 
actually  hypnotized,  as  the  copy 
stated,  may  never  be  determined 
as  a  fact,  but  the  fact  is  that 
the  ad  pulled  one  of  the  highest 
newspaper  coupon  responses 
Birdseye  ever  received.  The  re¬ 
sponse  ranged  as  high  as  6% 
in  some  areas,  trade  sources 
said,  in  comparison  to  a  gener¬ 
ally  accepted  2%  average. 
Editor  &  Publisher  was  told. 

Mr.  Cooperstein  disclaimed 
any  scientific  basis  for  the  de¬ 
sign  of  the  advertisement.  It 
placed  the  coupon  in  the  center 
of  a  rectangle  of  wavering  or¬ 
ange  lines,  which  Mr.  Cooper¬ 
stein  described  with  the  French 
word  moire.  “Moire”  is  de¬ 
scribed  as  “a  clouded  or  frosted 
appearance  on  textile  fabrics  or 
on  metallic  surfaces.” 

How  it  was  done  by  Scott 
Processes  of  New  York  was  by 
printing  a  series  of  black  hori¬ 
zontal  lines  over  which  slightly 
oblique  orange  wavering  lines 
were  imposed. 

Above  this  dramatically  col¬ 
ored  rectangle  with  the  coupon 
in  its  center  was  the  headline: 
“PLEASE  STARE  AT  THIS 
COUPON  AND  COUNT  TO  10 
SLOWLY.”  Beneath  this  sug¬ 
gestion  and  the  coupon  in  its 
colorful  moire  background  came 
this  persuasive  copy  written  by 
Mr.  Ziff: 

“You  are  now  hypnotized. 
“You  will  cut  out  this  coupon 
and  take  it  to  your  grocer. 

He  will  gpve  you  ten  cents  off 
on  a  can  of  Awake. 

You  will  remember  that 
Awake  is  neither  an  orange 
drink  nor  frozen  orange  juice 
but  an  entirely  new  and  dif¬ 


ferent  breakfast  drink  that 
tastes  as  good  as  frozen  or¬ 
ange  juice. 

You  will  remember  that  one 
can  of  Awake  makes  as  much 
as  two  6  oz.  cans  of  frozen 
orange  concentrate. 

You  will  remember  that 
Awake  has  more  vitamin  C,B1 
and  A  than  orange  juice. 
Now,  at  the  coimt  of  ten. 
AWAKE.” 

Picture  of  Container 

A  picture  of  Awake’s  orange- 
colored  black-lettered  container 
completed  the  prize-winning  ad¬ 
vertisement. 

The  idea  of  the  art  design 
and  the  hypnosis  copy  grew  out 
of  a  conference  between  Mr. 
Ziff,  the  writer,  and  Mr.  Coop¬ 
erstein,  the  art  director.  Both 
have  no  special  knowledge  of 
hypnosis. 

Hypnosis  literature  gives 
credibility  to  the  whole  concep¬ 
tion,  however.  About  30  years 
ago  a  group  of  young  men  un¬ 
der  the  leadership  of  Clark  L. 
Hull  at  the  University  of  Wis¬ 
consin  began  a  systematic  in¬ 
vestigation  of  hypnosis  with 
controlled  experiments.  They 
found  that  practically  everyone 
is  suggestible  to  some  extent — 
“suggestible”  in  this  sense 
meaning  not  gullible  but  re¬ 
sponsive  to  the  hypnotic  type 
of  suggestion. 

Hypnosis  Concept 

Theodore  X.  Barber,  writing 
in  Scientific  American  in  April 
1957,  stated: 

“Hypnosis  increases  this  nor¬ 
mal  suggestibility,  but  not  as 
much  as  is  usually  supposed.  If 
a  subject  is  very  suggestible 
during  hypnosis,  the  odds  are 
pretty  good  that  he  will  also  be 
found  to  be  very  suggestible 
when  awake.” 

Mr.  Barber  in  this  article  also 
wrote: 

“Hypnosis  has  been  known 
for  thousands  of  years,  but  sci¬ 
entific  attempts  to  understand 
it  have  begun  only  within  the 
last  century.  In  the  19th  cen¬ 
tury,  students  of  the  phenom¬ 
enon,  principally  James  Braid 
in  England  and  Hyppolyte 
Bemheim  and  A.A.  Liebault  in 
France,  found  that  the  tricks 
and  hocus-pocus  of  the  stage 
hypnotist — such  as  the  piercing 
eye,  the  hand-waving  and  the 
commanding  manner — were  not 
at  all  necessary  to  induce  a 
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trance.  Basically  all  that  is 
needed  is  to  repeat  a  certain 
relaxing  patter  over  and  over.” 

It  could  be  stated  that  the 
moire  design  of  Mr.  Cooperstein 
is  as  good  as  possible  a  repro¬ 
duction  in  print  of  repeating 
“a  certain  relaxing  pattern  over 
and  over.” 

Neither  Mr.  Cooperstein  nor 
Mr.  Ziff  are  students  of  hyp¬ 
nosis,  however.  Both  are  native 
New  Yorkers.  Mr.  Cooperstein, 
28,  a  graduate  of  Pratt  Insti¬ 
tute,  has  been  with  Y&R  four 
years;  Mr.  Ziff  for  nearly  two 
years.  Mr.  Ziff  was  graduated 
from  Michigan  State  in  1960.  At 
college  he  was  a  reporter  and 
wrote  movie  reviews  for  State 
News.  At  the  agency  he  has 
written  copy  for  the  Peace 


Corps  and  for  Gulf  Oil’s  trade 
paper  campaigns,  among  other 
accounts.  Someday,  he  hopes  to 
write  fiction,  although  he  said 
he  thoroughly  enjoys  what  he 
is  doing  now — writing  prize¬ 
winning  advertising  copy. 

Also — both  say  they  like  to 
drink  Awake. 

The  advertisement  is  still  be¬ 
ing  run  in  newspapers  in  dif¬ 
ferent  sections  of  the  country. 

Incidentally,  the  writer  of 
this  story  saw  the  ad  in  the 
New  York  Daily  News,  actually 
counted  10,  tore  out  the  coupon, 
and  arriving  at  Grand  Central 
Station  from  his  suburban  home 
went  to  the  nearest  grocery 
store  on  Third  Ave.,  New  York, 
to  buy  Awake. 

It  was  sold  out. 


Fluorescent  Color 
Inks  Are  Improved 
In  Advertising  Use 

Improvement  in  the  quality  of 
printing  with  fluorescent  inks 
for  various  advertisers  was  re¬ 
ported  this  week  by  the  ANPA 
Research  Institute. 

Very  satisfactory  production 
runs  using  a  single  fluorescent 
color  and  black  have  been  made 
at  several  newspapers,  the  In¬ 
stitute  reported. 

In  particular,  the  report 
covered  press  runs  at  the  Cleve¬ 
land  Press  in  which  new  pig¬ 
ments  developed  by  Switzer 
Brothers  Ink  Company  of  Cleve¬ 
land  were  utilized. 

Eliminates  Press  Problems 

According  to  Elmer  Fuller, 
production  co-ordinator  of  the 
Cleveland  Press,  a  member  of 
the  ANPA/RI  Mechanical  Com¬ 
mittee,  the  Switzer  company  has 
devised  new  pigment  processing 
procedures  that  have  eliminated 
major  complaints  due  to  fill-in 
on  plates  and  buildup  on  press 
rollers. 

Fluorescent  inks  have  been 
used  to  give  dramatic  impact  to 
advertising.  They  are  available 
in  various  shades  of  red  and 
yellow  and  cost  approximately 
$2  a  pound.  The  mileage  per 
pound,  Mr.  Fuller  said,  is  about 
equal  to  that  obtained  with  con¬ 
ventional  ROP  inks. 

The  highest  newspaper  adver- 


Aug.  Linage 
Figures  Soar 
To  Records 

tising  linage  on  record  in  the  52 
Cities  measurements  of  Media 
Records  was  posted  in  August. 

Four  categories — display,  clas¬ 
sified,  retail  and  department 
store  —  went  ahead  of  any 
August  figures  ever  reported 
previously. 

3%  Increase 

Total  advertising  for  the 
measured  group  ran  to  237,993,- 
000,  a  3%  gain  over  linage  in 
August,  1963.  This  followed  a 
6.6%  increase  in  July  linage. 
For  eight  months  this  year,  total 
linage  was  up  5.4%. 

There  were  five  Sundays  in 
August,  which  helped  to  ac¬ 
count  for  a  large  volume  of 
advertising.  Display  scored  a 
plus  of  2%,  Retail  was  up  2.8%, 
and  classified  was  ahead  of  last 
year  by  4.9.%  The  really  big 
gain  was  in  Department  Store 
schedules  in  newspapers  —  up 
7.1%  from  a  year  ago. 

General  was  the  only  category 
falling  below  1963  figures  for 
August,  with  a  dip  of  6.4%. 
Nevertheless,  for  the  year  to 
date,  it  was  ahead  by  2.4%. 

Automotive  and  Financial 
both  showed  gains. 

The  detailed  linage  report  will 
be  published  in  next  week’s  issue 
of  E&P. 
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Texas  Papers  Prove 
Ads  Can  Sell  Beer 

Those  dynamic  forces  of  ere-  gained  from  the  fact  that  Texas 


ativity,  cooperation,  ROP  color 
and  a  quality  product  have  com¬ 
bined  to  produce  a  sales  boom 
for  a  Texas  brewery  that  is 
certain  to  cause  an  advertising 
ferment  in  one  of  the  largest 
and  most  competitive  beer  mar¬ 
kets  in  the  nation. 

The  process  began  in  late  1963 
when  the  Lone  Star  Brewing 
Company  of  San  Antonio  and  its 
advertising  agency,  Glenn  Ad¬ 
vertising  Inc.,  began  the  complex 
job  of  planning  what  was  per¬ 
haps  the  most  vital  campaign  in 
the  24  years  of  selling  Lone  Star 
beer. 

Some  idea  of  the  importance 
of  Lone  Star’s  advertising  is 


is  not  only  a  tremendous  beer 
market — its  sales  of  5,099,000 
barrels  in  ’63  was  the  7th  high¬ 
est  in  the  U.S. — but  it  is  one  of 
the  most  highly  competitive  beer 
markets  anywhere.  With  51 
brands  now  available  to  con¬ 
sumers,  by  1965  there  will  be 
eight  major  breweries  located  in 
the  state:  Pearl,  Lone  Star,  Fal- 
staff  (2),  Hamm’s,  Carlings, 
Schlitz  and  Budweiser. 

In  this  “chips-down”  situation. 
Lone  Star,  ranked  second  in 
sales  for  years,  was  faced  with 
a  choice  of  advertising  media 
which  must  not  fail. 

Aware  of  these  factors,  the 
{Continued  on  page  128) 


Displaying  one  of  the  full-color  newspaper  ads  which  helped  Lone  Star 
Brewing  Co.  of  Texas  score  a  sales  increase  are:  left  to  right — Floyd  0. 
Schneider,  Lone  Star;  Ward  Wilcox,  Glenn  Advertising,  Dallas;  John 
R.  Pitt,  Lone  Star;  and  Chuck  Cooper,  Glenn  Advertising. 


SpectaColor  Surge 
Duplicating  Hi-Fi 


SpectaColor’s  upsurge  this 
year  in  popularity  among  ad¬ 
vertisers  is  duplicating  the  rapid 
growth  experienced  by  Hi-Fi, 
the  continuous  design  preprint 
color  in  newspapers.  Specta¬ 
Color  gives  page  position  maga¬ 
zine  qtiality  reproduction  of 
four-color  art. 

With  only  a  short  list  of  news¬ 
papers  available,  more  than  50 
national  advertisers  will  invest 
about  $2,000,000  in  SpectaColor 
this  year,  according  to  Bruce 
Logan,  president  of  Preprint 
Corporation,  New  York. 

This  year’s  Hi-Fi  volume  will 
be  nearly  double  that  of  1963, 
when  372,000,000  impressions 
were  published.  The  investment 
amounts  to  about  $9,000,000,  Mr. 
l.>ogan  estimated. 

As  of  this  week,  SpectaColor, 
inaugurated  in  1962  with  full 
runs  by  the  New  York  News, 
is  available  in  51  newspapers. 
All  but  a  few  newspapers  will 
handle  Hi-Fi.  Schedules  listing 
as  many  as  500  newspapers  have 
been  used. 

“We  expect  in  another  six 
months  20  to  30  more  newspa¬ 
pers  will  be  equipped  to  handle 
SpectaColor,”  Mr.  Logan  said. 

L'King  Buih  Methods 

Mr.  Logan  commented  that  an 
interesting  trend  is  the  use  of 
both  Hi-Fi  and  SpectaColor  for 
the  same  campaign.  Only  a 
variation  in  the  artwork  is  re¬ 
quired. 

Coca  -  Cola  <  McCann  -  Erick- 
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son),  for  instance,  has  bought 
95,000,000  impressions,  the  big¬ 
gest  national  program  so  far. 
The.se  ads  are  being  published 
over  four  weeks  in  17  Specta¬ 
Color  and  35  Hi-Fi  newspapers 
at  an  estimated  cost  of  $1,500,- 
000  for  space  and  production. 
Three  i)rinters  were  required  to 
produce  the  preprint  rolls  — 
Marathon  Division  of  American 
Can  Co.,  Nashua  Printing  Co., 
and  Crown-Zellerbach. 

The  newspaper  allocation  for 
the  program  almost  equals  the 
$1,884,000  given  as  Coca-Cola’s 
approximate  total  expenditure 
in  newspapers  in  1963.  During 
that  year  $15,200,000  was  in¬ 
vested  in  spot  tv'  and  $6,800,000 
in  network  tv. 

Another  large  user  of  both 
Hi-Fi  and  SpectaColor  is  Royal 
Crown  Cola  for  Diet-Rite  Cola. 
This  year  they  have  bought  88,- 
000,000  impressions  through 
D’Arcy  Advertising  Company. 
The  estimated  expenditure  was 
$1,300,000. 

Vi'est  Coast  Slow 

Despite  the  fact  there  is  a 
printer  on  the  Pacific  Coast 
equipped  to  produce  preprint 
rolls,  no  West  Coast  newspapers 
have  yet  equipped  their  presses 
with  registering  devices  for 
SpectaColor. 

There  are  now  11  printing 
houses  equipped  with  re-wind¬ 
ers  to  turn  out  the  preprint 
rolls.  Others  besides  the  three 
mentioned  above  are  Triangle 


Publications,  Philadelphia;  Pol¬ 
lock  Paper  Co.,  Middletown,  O.; 
Specialty  Paper  Co.  Dayton,  O.; 
Standard  Gravure,  Louisville, 
Ky.;  and  Carton  &  Container 
Division  of  General  Foods,  Bat¬ 
tle  Creek,  Mich. 

Of  the  different  equipment  in¬ 
stallations  for  SpectaColor,  28 
papers  use  Hurletron’s  Inser- 
trol;  eight  have  Crosfield’s  In¬ 
setter;  and  two  use  Fincor,  from 
Miehle-Goss-Dexter. 

While  it  is  technically  possi¬ 
ble  to  use  the  entire  list  of  pa¬ 
pers  simultaneously,  such  an  ad¬ 
vertising  schedule  is  unlikely, 
Mr.  Logan  explained,  since  the 
newspapers  offer  different  avail¬ 
abilities.  The  New  York  News, 
for  instance,  accepts  Specta¬ 
Color  only  for  Friday. 

Mr.  Logan  said  advertiser  and 
agency  interest  in  preprint  color 
is  steadily  increasing.  He  called 
attention  to  the  experience  of 
Wunda  Weave  Inc.,  Greenville, 
S.  C.,  which  is  using  a  coopera¬ 
tive  arrangement  with  Chem- 
strand  and  retailers.  Since  be¬ 
ginning  this  program  in  the 
Spring  of  1963  this  one  company 
has  ordered  101,000,000  impres¬ 
sions.  Some  500  newspapers 
have  been  used. 

Two  “firsts”  in  SpectaColor 
advertising  were  recorded  Sept. 
15-16  when  Better  Homes  & 
Gardens  magazine  and  Manu¬ 
facturers  Hanover  Trust  placed 
ads  in  the  New  York  World 
Telegram  &  Sun  and  the  New 
York  Herald  Tribune. 

It  was  the  first  time  a  maga¬ 
zine  has  used  SpectaColor  to 
promote  sales  and  the  first  time 
a  bank  has  used  preprint  color 
to  sell  a  service.  The  Lincoln 
National  Bank  in  Kentucky 
used  SpectaColor  in  Louisville 
recently  to  commemorate  its 
100th  anniversary. 


Papers  to  Seek 
Better  Plates 
From  Agencies 

Newspaper  production  execu¬ 
tives  are  hopeful  that  somethin; 
can  be  done  to  improve  the  qual¬ 
ity  of  plastic  plates  which  they 
receive  from  advertisers  and 
agencies. 

To  this  end  the  ANPA  Re¬ 
search  Institute  Production 
Management  Conunittee  has  ap¬ 
pointed  a  sub-committee  of  thr« 
members  to  confer  with  mem¬ 
bers  of  the  American  Associa¬ 
tion  of  Advertising  Agencies  and 
others  interested  in  the  prob¬ 
lem. 

On  this  special  committee  are 
Elmer  Fuller,  Cleveland  Press; 
Harold  R.  Hoots,  Lindsay- 
Schaub  Newspapers;  and  Ed¬ 
ward  Roth,  Oakland  (Calif.) 
Tribune. 

Plastics  investigated 

Their  assignment  is  “to  in¬ 
vestigate  the  quality  of  the  plas¬ 
tic  plates  being  supplied  to  the 
advertising  departments  of  the 
nation’s  newspapers  and  to  im¬ 
prove  it  wherever  possible.” 

An  agreement  was  reached 
with  agencies  some  time  ago  on 
supplying  plastic  plates  with  » 
height  of  .105  inches,  but  with 
a  tolerance  of  plus  or  minus  onfr 
thousandth  (.001). 

The  committee  will  requeet 
that  newspapers  check  all  plas¬ 
tic  plates  when  received  and 
notify  the  agencies  when  the 
plates  are  not  made  to  the 
recommended  specifications. 
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good’  on  anyone  of  them!” 

Mr.  Pritchard  surmises  the 
reason  in  back  of  the  overall 


i 


Tucker  Wayne,  Y&R  First 


In  Creativity 

A  full-page,  full-color  ad  prepared  by  Tucker 
Wa>Tie  &  Company  for  the  Southern  Bell  Tele¬ 
phone  &  Telegfraph  Company,  and  a  one-color  and 
black  full-page  advertisement  by  Young  &  Rubi- 
cam  for  the  Birds-E^'e  division  of  General  Foods 
were  chosen  as  the  top  entries  in  Editor  &  Pub¬ 
lisher’s  8th  annual  Color  Awards  competition 
for  use  and  implementation  of  color  by  an  agency 
in  general  advertising  during  1963-64. 

Young  &  Rubicam  which  has  pioneered  the  use 
of  color  in  newspapers  won  the  spot  color  cre¬ 
ativity  award  for  the  second  consecutive  year. 
Last  September  the  panel  of  judges  awarded  Y&R 
the  top  prize  for  a  General  Foods  Gainesburger 
ad.  Y&R  has  also  captured  the  full-color  creativity 
prize  two  times  in  1960  and  1961. 

For  Tucker  Wayne  of  Atlanta,  Ga.,  this  is  the 
first  time  in  the  history  of  the  competition  that 
they  have  won  the  laurels.  The  panel  of  six 
judges  representing  the  art  departments  of  New 
York’s  leading  advertising  agencies  screened  over 
more  than  350  entries  submitted  by  some  55  agen¬ 
cies  before  deciding  on  the  winner. 


Competition 


The  judges  making  up  the  panel  were: 

William  Taubin  DOYLE  DANE  BERNBACH 
INC. 

Andrew  Schmitt  YOUNG  &  RUBICAM  INC. 

Philip  J.  Eitzen  N.  W.  AYER  &  SON  INC. 

Robert  S.  Smith  OGILVY,  BENSON  &  MATH¬ 
ER  INC. 

Bert  Littmann  UNIGRAPHIC  INC. 

Lester  Rondell  GREY  ADVERTISING  INC. 

Robert  U.  Brown,  publisher  and  editor  of  E&P 
will  present  major  awards  to  the  agency  and  the 
advertiser  at  a  luncheon  in  the  Biltmore  Hotel, 
New  York  on  Tuesday,  Sept.  29.  Minature  awards 
will  go  to  the  advertising  manager  of  the  product, 
the  art  director  and  the  copy  chief  for  the  agency. 

Brcslin  to  Speak 

Jimmy  Breslin  who  became  a  full-time  colum¬ 
nist  for  the  Ne%v  York  Herald  Tribune  last  May, 
shortly  after  his  book  about  the  N.  Y.  Mets  base¬ 
ball  team  was  serialized  by  the  newspaper,  will 
be  the  guest  speaker  at  the  luncheon  fete. 


Telephone  Ad  Sells 
‘Continuing  Value’ 


The  usual  measuring  stick  of 
“Will  it  sell?”  rarely,  if  ever, 
applies  in  judging  telephone 
company  advertising.  For  every 
telephone  company  ad  must  not 
only  sell  and  re-sell  its  service 
to  customers,  but  it  must  also 
convey  the  impression  of  con¬ 
tinuing  value  and  a  progressiv’e 
company. 

An  ad  such  as  this  “83  Year- 
old  Baby”  portrays  the  Southern 
Bell  Telephone  &  Telegraph 
Company  as  a  warm  and  human 
organization  with  an  under¬ 
standing  of  the  customers  it 
serves,  the  job  it  has  to  do  and 
the  times  in  which  it  is  oper¬ 
ating. 

This  particular  ad  conveys  a 
rather  unique  and  all-encom¬ 
passing  message  to  Southern 
Bell  subscribers  in  Florida.  It 
tells  how  long  the  company  has 
been  serving  Florida.  It  sells 
new  equipment  such  as  the  Prin¬ 
cess  phone,  the  Home  Interphone, 
the  Call  Director.  It  tells  of  the 
progress  made  in  the  past  and 
the  promise  of  more  to  come  in 
the  future.  And  it  reminds  the 
public  of  all  the  “convenience 
and  pleasure”  the  telephone 
brings  for  so  little  cost.  Yet, 
with  all  this,  it  is  an  attractive 
ad  which  gets  its  message  across 


clearly,  concisely  and  interest¬ 
ingly. 

While  much  of  Southern  Bell’s 
newspaper  advertising  is  black 
and  white,  it  has  been  running 
an  extensive  full  color  schedule. 
This  ad  is  a  part  of  a  series 
which  has  been  in  Florida  news¬ 
papers  for  over  three  years. 
John  P.  Evans,  operations  assist¬ 
ant  vicepresident,  is  responsible 
for  Southern  Bell  advertising  in 
Florida.  He  feels  strongly  that 
color  is  required  if  the  company 
is  going  to  convey  its  story  with 
sufficient  impact  to  make  an 
impression  on  the  public.  Mr. 
Evans  says  with  conviction  that 
color  newspaper  advertising  pro¬ 
vides  an  element  of  prestige  that 
promotes  a  progressive  and 
modern  image  for  the  company. 

Southern  Bell  is  the  second 
largest  associated  company  in 
the  Bell  System.  Its  area  covers 
Alabama,  Florida,  Georgia,  Ken¬ 
tucky,  Louisiana,  Mississippi, 
North  Carolina,  South  Carolina 
and  Tennessee.  Its  general  offices 
are  located  in  Atlanta  where 
Public  Relations  Assistant  Vice- 
president  William  L.  Guyton  is 
responsible  for  advertising  for 
the  entire  company. 

Tucker  Wayne  &  Company  of 
Atlanta  has  served  as  the  South¬ 


ern  Bell  advertising  agency  for 
the  past  twenty-three  years.  The 
agency  was  initially  appointed 
during  World  War  II.  Its  first 
assignment  was  a  radio  cam¬ 
paign  urging  minimum  use  of 
the  phone.  The  relationship  has 
grown  to  the  point  where  South¬ 
ern  Bell  is  now  the  agency’s 
largest  account,  billing  close  to 
$3  million  annually.  Tucker 
Wayne  &  Company,  itself,  has 
grown  to  national  stature.  In 
the  past  year,  since  the  purchase 
of  the  agency  by  Matthew  Con¬ 
nor,  president,  and  Robert  E. 
Schaefer,  executive  vicepresi¬ 
dent,  from  the  estate  of  the  late 
Tucker  Wayne,  the  agency  has 
become  the  largest  advertising 
firm  headquartered  south  of 
Philadelphia. 

The  “83  Year-old  Baby”  ad 
layout  was  designed  by  Frank 
T.  Johnson,  senior  art  director 
at  Tucker  Wayne  &  Company. 
Mr.  Johnson  came  to  the  agency 
from  New  York  in  1946.  A 
native  New  Yorker,  he  had  pre¬ 
viously  been  with  Ruthrauff  & 
Ryan  and  Roberts  &  Reimers 
agencies  in  that  city,  and  had 
studied  at  the  Art  Students 
League. 

Copy  chief  at  Tucker  Wajme 
&  Company  is  Richard  K.  Short, 
who  joined  the  agency  in 
1963.  Mr.  Short  was  formerly 
with  Young  &  Rubicam,  Dancer- 
Fitzgerald-Sample,  and  Morse 
International  agencies  in  New 
York.  Before  entering  adver¬ 
tising  he  had  been  with  the  St. 
Louis  (Mo.)  Post  Dispatch. 


NAEA  Plans 
Folder  with 
Color  Ads 

Preliminary  discussions  have 
liroduced  a  format  through 
which  the  ROP  color  committee 
of  the  Newspaper  Advertising 
Executives  Association  hopes  to 
induce  a  large  number  of  news¬ 
papers  to  participate  in  an  ROP 
color  competition  during  the  fall 
months. 

The  final  touch  to  the  contest 
will  come  in  New  Orleans  next 
January  at  NAEA’s  meeting  in 
New  Orleans.  Also,  the  ads  with 
their  result  stories  will  be  Ixiund 
in  a  folder  for  limited  distribu¬ 
tion  to  members  of  NAEA  for 
their  use. 

Hetailers’  Copy 

The  program  arranged  by  the 
NAEA,  the  Milwaukee  Journal 
ROP  Color  Service  and  the 
American  Association  of  News¬ 
paper  Representatives  calls  for 
asking  newspapers  to  submit  to 
the  committee  outstanding  retail 
color  ads  from  the  standpoint  of 
reproduction,  creativity  and  re¬ 
sults.  The  following  classifira- 
tions  are  included:  Department 
store,  men  and  women’s  wear, 
foods,  appliances,  automotive  ■ 
and  miscellaneous. 

A  judging  committee  will  se¬ 
lect  one  winner  in  each  categorj' 
plus  nine  honorable  mentions. 
From  this  group  an  overall  win¬ 
ner  will  be  selected. 

The  manager  of  the  winning 
store,  or  someone  chosen  as  a 
speaker,  and  the  newspaper 
salesman  or  advertising  man¬ 
ager  of  the  newspaper  publish¬ 
ing  the  winning  ad  will  be 
invited  to  address  the  conven¬ 
tion. 


.\l.«o  in  General  Field 

Newspapers  will  also  be  asked 
to  submit  outstanding  color  ads 
in  the  General  Advertising  field. 
From  this  group  a  winner  will 
be  selected  and  the  advertising 
manager  and  a  representative  of 
the  account’s  advertising  agency 
will  be  on  the  program. 

The  winning  ads  and  honor¬ 
able  mentions  along  with  result 
.stories  will  be  exhibited  in  the 
convention  hotel  the  day  of  the 
color  program.  In  addition,  there 
will  be  a  visual  presentation  of 
many  of  the  exhibited  ads,  with 
short  result  stories. 

Directing  the  program  are 
John  B.  Lake,  ad  director,  St 
Petersburg  (Fla.)  Times  and  In’- 
dependent,  and  James  H.  Armis- 
tead,  ad  director,  Nashville 
(Tenn.)  Newspapers. 
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Color  ad 
judges  play 
a  studious 


XI 


J 


1  *  « 


’4g?- 


ON  THE  CARPET — Four  of  the  reproduction  judges  ponder  their  choice.  Shown  (left  to  right)  Errol  Lyon, 
Young  &  Rubicam;  Steve  Lipson,  Norman  Craig  &  Kummel;  Dave  Glasson,  William  Esty  Co.;  and  Frank 

Anthon,  J.  Walter  Thompson. 


COMPARING  FINE  POINTS — Comparing  fine  points  of  two  ROP  color 
entries  are  (left  to  right):  Steve  Lipson,  Norman,  Craig  &  Kummel; 
Frank  Anthon,  J,  Walter  Thompson;  and  Ed  Provost,  McCann-Mars- 
chalk.  The  three  men  were  judges  in  the  reproduction  competition. 


% 


ll  I  I 
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CHIPS  ARE  DOWN — Andrew  Schmitt  of  Young  &  Rubicam  shows 
his  fellow  judges  how  its  done.  Looking  on  are  (left  to  right):  Robert 
Smith,  Ogiivy  Benson  &  Mather;  Lester  Rondell,  Grey  Advertising; 
Philip  J.  Eitxen,  N.  W.  Ayer  &  Son;  Mr.  Schmitt;  William  Taubin, 
Doyle  Dane  Bernbach;  and  Bort  Littman,  Unigraphic  Inc. 
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3  Department  Stores  Win 
E&P  Retail  Creative  Awards 


Special  Steps 
Taken  to  Plac*i 
Prize  Color  A«1 


139  Newspapers  Enter  775  Ads; 
Rich’s  Given  Special  Award 


Neiman-Marcus,  Eaton’s  and 
Steinfeld’s,  three  big  depart¬ 
ment  stores  in  Dallas,  Montreal 
and  Tucson,  were  awarded  the 
top  prizes  in  each  of  the  three 
circulation  categories  in  Editor 
&  Publisher’s  annual  competi¬ 
tion  for  retail  color  creativity. 

Rich’s  in  Atlanta,  Ga.  nar¬ 
rowly  missed  beating  out  Nei¬ 
man-Marcus  in  the  over-250,000 
circulation  group.  The  judges 
were  so  impressed  with  the  qual¬ 
ity  of  the  Atlanta  Journal  en¬ 
tries  that  E&P  is  presenting 
Rich’s  with  a  certificate  of 
merit  for  “their,  continuing, 
creative  use  of  newspaper  color.” 

In  the  over-250,000  class,  said 
by  the  judges  to  be  the  “tough¬ 
est  to  decide,”  Neiman-Marcus 
caught  the  judges’  fancy  with 
an  ad  submitted  by  the  Dallas 
Morning  News  showing  six  dif¬ 
ferent  handdrawn  close-ups  of 
a  woman’s  face  to  adv'ertise  a 
line  of  cosmetics.  The  judges 
liked  the  treatment  given  the 
Matisse-like  drawings.  Andrew 
Schmitt  of  Young  &  Rubicam 
art  department  said  most  “art 
directors  would  have  settled  for 
black  lines  rather  than  getting 
full  impact  with  color.” 

A  Fresh  Use 

William  Taubin  of  Doyle  Dane 
Bernbach,  who  up  to  this  point 
was  not  overly  impressed  with 
the  entries  in  the  other  two  cir¬ 
culation  classes,  declared  that 
this  particular  ad  was  a  “good 
example  of  fresh  use  of  color.” 

Mr.  Taubin  had  one  other 
real  favorite  ad  in  the  retail 
field  but  was  not  able  to  get 
enough  support  to  make  it  a 
winner.  The  ad  was  by  Florida 
Gas  utility  and  submitted  by  the 
Daytona  Beach  (Fla.)  News- 
Journal  in  the  under-100,000 
circulation  group.  It  showed  an 
ignited  fiame  of  gas  against  a 
blue  background.  Mr.  Taubin 
said  this  was  an  example  of 
“legitimate  use  of  color  and  not 
color  just  to  attract  attention 
as  so  many  of  the  retail  ads.” 

In  the  100,000  to  260,000-cir¬ 
culation  class,  Eaton’s  depart¬ 
ment  store  won  top  honors  with 
a  watercolor  sketch  of  a  room 
setting.  Beneath  the  illustra¬ 
tion,  the  cost  of  each  item  shown 
in  the  ad  was  listed.  Added  up, 
the  figure  comes  to  $5,656.85. 


The  Montreal  Star  submitted 
the  winning  entry. 

Steinfeld’s  department  store 
in  Tucson,  Arizona,  was  the 
winner  in  the  under-100,000 
group  of  newspapers  with  a 
creation  for  Jockey  brand  of 
sport  shirts  for  men.  While  the 
judges  said  the  quality  of  en¬ 
tries  was  not  as  good  as  those 
in  the  other  circulation  classes, 
they  liked  the  “logical  use  of 
color”  and  said  it  was  “taste¬ 
fully  done.”  For  the  Tucson 
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Prlzewinning  ad  placed  by  Eaton's  of  Montreal. 


An  action  picture  that  showed 
Star  and  Citizen  this  was  their  jjve  coffee  jiots  pouring  coffee 
.second  prize  in  this  year’s  com-  into  a  single  cup  won  an  award 
petition.  for  the  use  of  spot  color  in  the 

After  the  judging  was  com-  color  ad  competition  for 

pleted,  Lester  Rondell  of  Grey  the  Cedar  Rapids  (la.)  Gazette. 
Advertising  made  perhaps  the  Butter-Nut  coffee  used  a  one- 
one  .statement  which  sums  up  page,  two  color  ad  to  get  across 
the  story  of  this  year’s  competi-  the  message  “Five  Great  Coi¬ 
tion  in  both  the  reproduction  fees  Rolled  Into  One”  when 
and  creative  field.  Butter-Nut  changed  to  an  en- 

He  said:  tirely  new  blend  consisting  of 

“Newspapers  have  improved  five  distinct  varieties  of  coffee. 
tremendou.sly  in  reproduction.  work  for  the  page  was 

Creativeness  is  bad,  generally  especially  prepared  by  Tatham- 
speaking,  in  the  retail  class,  but  inc.,  of  Chicago,  using 

technically  way  ahead,  and  this  paints  that  matched  the  ink 
has  in  the  past  l)een  the  biggest  pigments  to  l)e  u.sed  on  the 
worry  for  the  creative  people.”  piess.  This  allowed  for  excellent 

process  separations  giving  true 
values  to  both  colors. 

The  original  engravings  were 
used  as  a  pattern  for  the  Bista 
direct-cast  mats  so  the  least 
possible  removal  in  depth  and 
register  was  achieved. 

The  jiroofs  and  progressives 
which  were  furnished  as  a  guide 
to  national  advertising  mana¬ 
gers  and  mechanical  superin¬ 
tendents  were  pulled  from  plastic 
plates  once  removed  from  the 
originals  to  more  closely  ap¬ 
proximate  the  removal  expected 
in  the  press  plates. 

To  achieve  the  ultimate  in 
product  and  package  reproduc¬ 
tion,  the  agency  used  a  special 
ink  as  the  second  color.  It  was 
made  in  formula  of  five  parts 
proofing  bright  red  and  two 
parts  cross-mix  yellow.  It  was 
of  utmost  importance  to  the  re¬ 
production  that  this  color  was 
matched  exactly. 

To  insure  maximum  repro¬ 
duction,  each  national  ad  man¬ 
ager  and  mechanical  superin¬ 
tendent  was  covered  by  letter 
outlining  the  preparation  steps 
taken  and  the  follow-through 
necessary’  on  their  part  to  ob¬ 
tain  the  top  production. 

• 

Ads  and  Letters 
Fete  Anniversary 

Albany,  Calif. 
Thirty  meant  festivity  at  the 
Albany  Times  when  congratula¬ 
tory  ads,  letters  and  resolutions 
feted  the  weekly’s  30th  anniver- 
iM  c»!w  tun  lx  Mf  M*  »isi  wt»  sary.  Hopes  for  many  more 
years  as  publisher  and  thanks 
itm-MtiNiMMiownhnMtixnM  for  Community  service  and  com- 
m  iitt twtin  m»i|t  If  tux-t  »»"  munity  news  coverage  were  ex- 

vssn  saaDarrMiNiot  citiMiatM  pressed  to  Ha  Mae  Wilson,  who 
.smaiM7W:ia«*tMM  wiitmnM  founded  the  Times.  The  tributes 
included  a  resolution  and  an 
“Orchids  to  you,  Ha  Mae”  ad 
f  Montreal.  from  the  city  council. 
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Ni  xaat  at  tM  ItlW  tiaa  lai  taUcaa  lat  IM  «asl  MX 
aMwai  lamiliita  at  naMManiMii  xahaalit  loiuiaa  at  IM  tn 
am  7i»  llaait  am  •  UTWS  Si  CalMim  tltaal  tMatPi  la  tM 
m Haai lalMi ata* aaata -  aaaalM aiaaal iot« Itaiati laiaBi* 
am  tanaM  lai  Sawi  tin  taattti  «jM|t  net  aaeatta  tta« 
atMi  IlSM.  Mim  1»  M.  kaatitaui  data  am  tM  CaiiaalaMi 
IttM  tat  hnSaaM  SSIS.  Saaatan  Salt  INi.Ot  Catlaa  laM 
nate  CUa  inn.  tab  IUIN:  laa*  IMN  im  laaia  2»M 
nebtn  ail)  tact 


Award-Winning  ROP  Color  Ads 


In  ISW)  when  Horidinns  picked  up  n  phone  for  the  first  time,  they  talked -and  that's  all. 
But  look  what  happens  today.  You  can  mind  the  bahy  (Home  Interphonei,  talk  hands  free 
iSpeakerphonei.  and  i-onduct  committee  meetinRS  (Cull  Directorl.  Not  only  that,  all  Florida 
phones  are  now  lOOX  dial.  In  spite  of  all  the  thinRS  phones  do  today,  it’s  only  the  heRinninR. 
More  and  letter  services  are  l)einR  developed  right  now 

to  make  your  telephone  an  even  greater  marvel  of  Southern  Bell 

convenience  and  pleasure,  at  the  lowest  [sMisible  cost.  witkitie  FJiM 


TOPS  IN  FULL  COLOR  CREATIVITY:  This  Southern  Bell  Telephone 
4  Telegraph  advertisement  for  the  "Princess"  telephone  won  first 
honors  for  creative  use  of  full-color  in  the  EDITOR  &  PUBLISHER 
81h  annual  Color  Awards  Competition.  The  ad  was  created  and 
placed  by  Tucker  Wayne  &  Company,  Atlanta,  Sa.  (Frank  T.  John¬ 
son,  art  director;  Richard  K.  Short,  copy  chief;  William  L.  Guyton, 
Southern  Bell  director  of  advertising.) 
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For  creafive  use  of  preprint: 

Agency: 

Doyle,  Dane,  Bernbach  Inc. 
Advertiser: 

H.  J.  Heinz  Co. 

Newspaper: 

New  York  News 


For  creative  use  of  color 

FULL  COLOR: 

Advertiser: 

Southern  Bell 
Agency: 

Tucker  Wayne  &  Co. 

SPOT  COLOR: 

Advertiser; 

General  Foods  Corp. 

Agency: 

Young  &  Rubicam  Inc. 

For  outstanding  reproduction 
A/ewspopers  Over  250,000  Circulation 
FULL  COLOR: 

Newspaper: 

Buffalo  Evening  News 
Advertiser: 

Ford  Motor  Co. 

Agency: 

J.  Walter  Thompson  Co. 

SPOT  COLOR: 

Newspaper: 

Buffalo  Evening  News 
Advertiser: 

National  Dairy  Products  Corp. 
Agency: 

N.  W,  Ayer  &  Son 

Newspaper: 

Chicago  Daily  News 
Advertiser: 

General  Mills 
Agency: 

Dancer,  Fittgerald,  Sample 

Newspapert  100,000-250,000  Circulation 
FULL  COLOR: 

Newspaper: 

Indianapolis  Star 
Advertiser: 

Klarer  of  Kentucky 
Agency: 

Fessel,  Siegfriedt  &  Moeller 

SPOT  COLOR: 

Newspaper: 

Nashville  Tennessean 
Advertiser: 

National  Distillers 
Agency: 

Fletcher  Richards  Co.,  Inc. 

Newspapers  Under  100,000  Circulation 
FULL  COLOR: 

Newspaper: 

Tucson  Star  and  Citizen 
Advertiser: 

General  Motors  Corp. 

Agency: 

Campbell-Ewald  Co. 

SPOT  COLOR: 

Newspaper: 

Cedar  Rapids  Gazette 
Advertiser: 

Butter-Nut  Foods  Co. 

Agency: 

Tatham  Laird  Inc. 

For  creative  use  of  retail  color 

Newspapers  Over  250,000  Circulation: 
Advertiser:  Neiman-Marcus 
Newspaper:  Dallas  Morning  News 
Newspapers  100,000-250,000  Circ.: 
Advertiser:  Eaton's 
Newspaper:  Montreal  Star 
Newspapers  Under  100,000  Circ.: 
Advertiser:  Steinfeld's 
Newspaper:  Tucson  Star  and  Citizen 
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o/iors 


r  (ids 


This  Ford  Thunderblrd  advertisement 


prepared  by  J.  Walter  Thompson 


Company  won  top  honors  for  full-color 


reproduction  for  the  Buffalo  Evening  News 


Hii'lliiiiiilfihiiil  lor  IS  (iniiiii^  Fiiiliiii! 
till  ililinrnt.. .  sn  iH’iiittiliillif  ilHIciriit 


in  the  classification  for  newspapers  with 


over-250, 000  circulation.  The  full 


ran  in  the  Evening  News  on  September 


.S'r  thf  Hiinuit'iimd  Fofi/  Di'iitai-  FtiiLm! 


This  Klarer  of  Kentucky  advertisement 
prepared  by  Fessel,  Slegfriedt  &  Moeller 


walked  away  with  the  honors  for  best 


full-color  reproduction  In  the  100,000  to 


Enjoy  the 

Kentucky  tradition 
of  gracious  living 
and  hospitality 
right  here  in 
Indiana 

S^rv't-  KenuiiH*  Kt^lucky  'I'md'r  I'hm'd 
Siiuthtfm  Sur  <  anoMl  Ham!  ^  Trad'r  Trim'd  f<ir 
l*«n,  perfni  sltni*!  ^  Klavur^pnitertMi  in  Um>  ne« 
MiraCiuard  Sai«Hy  Kim  can! ^  Fully* 
in  natural  juim,  mady  tn^AerN**! 


250,000-cIrculaticn  class.  The  full 


appeared  In  the  Indianapolis  Star  on 


December  18,  1963 
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reproduction  In  the  under- 1 00,000 


In  the  over-250,000 


circulation  group,  this 
Neiman-Marcus  cosmetii 
advertisement  submitted 
the  Dallas  Morning  New 
was  named  first  prize 
winner  for  retail  ads.  Bob 
Humbles,  the  store  s 
designer-artist,  created 
Matisse-lilte  drawings  thai 


caui 


It  conies 


Steinfeld's  department  store 


advertisement  for  Jockey,  submitted  by 


the  Tucson  (Arizona)  Star  and  Citizen 


took  top  prize  for  retail  creativity  in  the 


under- 1 00,000  circulation  classification  In 


E&P  Color  Contest.  The  ad  was 


in  the  Star  and  Citizen  on  February  I  I 
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HEGKERBOARD 


The  first  truly  new  form  of  flour 
in  four  thousand  years... 
now  brought  to  you  by  Gold  Medal 


pcHirs  freeK . — like  salt: 

mixes  instantly.. . „lump  pf)d)t 

clean  handling. . . no  dust  ‘ 

vvondertul  baking . . without  changing  recipes 

costs  more . does  more 

so  perfect  to  use  you  have  to  remind  yourself 
Its  really  flour  .GokLMetfe!  Wondra! 


The  \A/orlcl  agrees  on  Gitbey  s,  please! 


GILBEY’S 

the  hest  ivtme  In 

GIN  VODKA 


Ayer  agency  ad  in  Buffalo  Evening  News — tied  for 
best  spot  color  in  over  250,000  class. 


Dancer,  Fitzgerald,  Sample  Wondra  Flour  ad 
in  the  Chicago  Daily  News — tied  with  Sealtest 
ad  in  over  250,000  spot  color  group. 


Fletcher  Richards  ad  for  Gilbey's  in  the  Nashville 
Tennessean  was  picked  as  the  best  in  the  100,000 
to  250,000  spot  color  class. 


Please  stare  at  this  coupon 
and  count  to  ten  slowly. 


Vou  ve  now  h)rpnolacd. 

Yw  will  cut  out  this  coupon  And  take 
it  to  your  grocer. 

He  will  give  you  ten  cents  off  on  a  cu 
ol  Awake. 

Vou  will  remember  that  Awake  is 
neither  an  orange  drink  nor  (roeen 
orange  |uice  but  an  entirely  new  and 
different  breakfast  drink  that  tastes 
as  good  as  fronn  orange 
Vbu  will  remember  that  one  can  of 
Awake  makes  as  much  as  two  6  oz. 
cam  of  frozen  orange  concentrate. 
You  will  reroerober  that  Awake  has 
mofe  vitamin  CB|  and  A 
than 


The  General  Foods, 
Birds  Eye  Division, 
advertisement  for  Awake  was 
selected  by  the  judges  as  the 
top  example  of  creative  use  of 
spot  co/or  in  newspaper 
advertising.  The  ad  was 
created  by  Young  &  Rubicam 
Inc.  (art  director 
Sam  Cooperstein  and  copy 
chief,  Gil  Ziff.) 


orange  )uice. 

Now,  at  the  count  of  ten. 

Awake. 


Tatham-Laird  ad  for  Butter  Nut  Coffee  won  the 
reproduction  honors  in  the  under  100,000  circulation 
class  for  the  Cedar  Rapids  Gazette. 
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3.  Plate  has  been  bevelled  and  punched  on  marks  originally  photo-printed 
on  Resisto-rapid  positive  on  easel  of  enlarger.  With  corresponding 
register  pins  in  base,  accurate  mounting  and  register  between  all 
plates  in  a  set  is  provided. 
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4.  Hot-molded  stereotype  mats  are  trimmed  to  register  on  Sta-Hi  Masts' 
Trimmer. 
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Buffalo  Evening  News  Attends  to  Details 


I.  Nickel-plating  of  color  plate  to  prevent  wear  and  break-down  of  fine 
dots  during  long  press  run.  Using  Nickelous  Fluoborate  bath  with 
mechanical  handling  equipment  can  process  24  plates  per  hour 


2.  Pockets  in  underside  of  plate  are  milled  in  register  with  printing  itnaqs 
on  special  Wood  milling  machine. 


Attention  to  many  small  de-  room  to  paper  handling — that  tion  all  along  the  line.  In  the  composing  room,  care- 

tails  and  the  willing  cooperation  their  greatest  skill  was  neces-  “Ralph  B.  Tufts,  our  produc-  ful  makeup,  quality  type  and 
of  all  mechanical  departments  sary  to  produce  quality  color  tion  manager,  can  take  a  lot  of  materials  are  a  prime  requisite 
the  ineredients  for  consist-  would  meet  standards  set  by  credit  for  the  awards  we  are  so  for  good  color  work.  When  an  ad 

.  H  f  f  n  lal  tv  ROP  News.  pleased  about.  Ralph’s  the  man  combines  multiple  colors  with 

en  pro  uc  ion  o  q  *  „  ^  ,  “We  are  working  with  presses  who  pays  attention  to  the  details,  fine  register,  the  form  is  made 

color  printing  at  t  e  uff  arranged  to  pro\ide  quality  among  other  things.’’  up  to  hot  mold  size.  This  requirei 

(N.  Y.)  Evening  News,  winner  printing  but  it  is  still  a  fact  that  n  j  r  •  working  to  odd  measures  but  it 

of  two  E&P  Color  Awards.  good  people  make  good  color  and  Good  Equipment  pays  off  in  improved  register. 

“When  we  started  running  failure  of  each  technician  to  .\t  the  News  there  is  no  Solid  stereotype  base  is  pro¬ 
spot  and  full  process  color  six  follow  the  highest  standards  of  unusual  process  for  handling  vided  for  cuts,  flat  casts  and 
years  ago,”  explains  James  H.  workmanship  can  spoil  a  good  ROP  color  which  would  set  it  plastics,  for  better  quality  molds. 
Righter,  publisher  of  the  News,  job.  In  other  words,  no  single  apart  from  other  papers;  but  Wherever  possible  cuts  are  pin- 
“we  tried  to  impress  on  the  department  can  make  a  superior  careful  controls  and  good  equip-  mounted  in  register  as  shown  in 
supervisors  and  employes  in  each  job  out  of  one  which  has  not  ment  are  combined  in  an  effort  Photo  No.  3. 
department  —  from  composing  received  the  most  careful  atten-  to  produce  the  best  results.  (Continued  on  page  100) 
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Chevy  Likes  ROP’s 
Higher  Readership 
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Higher  readership  ratings, 
coupled  with  rapid  advances  in 
technical  know-how  are  the  prin¬ 
cipal  reasons  Chevrolet  carries 
what  is  probably  the  heaviest  of 
all  national  schedules  in  news¬ 
paper  ROP  color  advertising. 

“Chevrolet’s  experience  is  that 
newspaper  ROP  color  adver¬ 
tising  rates  very  high  in  both 
reader  attention  and  retention,” 
says  William  R.  Stacy,  the  auto 
company’s  advertising  manager. 
“With  the  great  strides  made  in 
newspaper  ROP  color  reproduc¬ 
tion  in  recent  years,  newspaper 
advertising  offers  an  advantage 
in  its  area  once  the  nearly  exclu¬ 
sive  realm  of  magazines. 

“Newspaper  ROP  color — espe¬ 
cially  at  new  model  announce¬ 
ment  time — takes  on  added  im¬ 
portance  since  we  regard  the 
newspaper  as  the  most  local, 
retail  and  urgent  of  the  media 
we  use.  Consequently,  we  feel 
that  it  is  most  effective  in  reach¬ 
ing  the  prospect  at  that  point  in 
his  buying  cycle  when  he  is 
about  ready  to  trade  for  a  new 
car. 

“The  fine  color  printing  and 
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colorful  illustrations  now  pos¬ 
sible  with  newspaper  ROP  color 
help  create  strong  and  favorable 
product  impressions  both  with 
the  readers  in  the  market  for  a 
new  car  now  and  those  who  will 
buy  in  the  future.  This  is  one 
reason  our  plans  call  for  a  con¬ 
tinuing  heavy  schedule  in  this 
medium.” 

Chevrolet’s  first  large  scale 
release  of  newspaper  ROP  color 
advertising  came  in  the  fall  of 
1961  in  50  metropolitan  papers 
to  announce  the  1962  model  cars. 
Chevrolet  had  used  newspaper 
color  advertising  before  this  but 
on  a  spot  basis,  such  as  large 
auto  shows  and  similar  events. 

Early  studies  made  by  the 
media  department  of  Campbell- 
Ewald  Company,  Chevrolet  ad¬ 
vertising  agency,  showed  that 
newspaper  color  ads — measuring 
cost  and  readership  —  were  a 
sound  advertising  investment. 
The  research  indicated  that 
newspaper  color  ads  increased 
readership  by  as  much  as  two- 
thirds  with  an  increase  in  cost 
of  little  more  than  a  third. 

Increase  in  Four-Color 

Papers  on  the  four-color 
schedule  have  been  increased  to 
as  high  as  160  with  a  readership 
rating  even  above  the  early 
averages.  Similar  results  were 
noted  in  the  two-color  ads  where 
the  schedule  covers  as  many  as 
200  newspapers.  With  even  less 
increase  in  costs,  readership 
ratings  have  on  occasions 
equalled  those  for  four-color  ads. 
From  1961  to  the  end  of  1963, 
Chevrolet  newspaper  ROP  color 
linage  had  increased  twenty  fold. 

An  interesting  factor,  accord¬ 
ing  to  media  reports,  has  been 
the  unusually  high  interest 
shown  by  women  in  the  color 


ads  as  compared  to  black  and 
white  ads. 

A  key  contributing  factor  to 
the  success  of  the  Chevrolet 
newspaper  ROP  color  adver¬ 
tising,  both  in  reader  interest 
and  in  newsprint  reproduction, 
is  the  art  technique  developed 
for  them. 

The  technique  was  perfected 
under  the  supervision  of  James 
Hastings,  vicepresident  and  cre¬ 
ative  director  of  Campbell- 
Ewald.  He  describes  the  pro¬ 
cedure  basically  as  “that  used 
by  Rembrandt  in  making  etch¬ 
ings.” 

The  technique  involves  a  com¬ 
bination  of  precise  line  draw¬ 
ings,  rendered  or  shaded,  not  by 
half-tone  but  by  individual  lines, 
sometimes  parallel  and  some¬ 
times  intersecting  each  other. 
Actually,  the  first  “Rembrandt- 
style”  ad  appeared  in  1953  in 
black  and  white  but  the  tech¬ 
nique  was  found  to  be  ideal  for 
newspaper  ROP  color  reproduc¬ 
tion.  The  method  also  has  proved 
most  effective  in  the  composition 
problem  of  displaying  the  five 
different  kinds  of  Chevrolet  cars 


in  one  ad. 

Of  equal  importance  is  the 
practice  followed  by  Chevrolet  in 
making  certain  that  newspaper 
reproductions  of  the  art  come 
out  as  designed. 

First  step  in  this  direction 
was  taken  early  in  the  ROP 
color  project  when  a  letter  was 
sent  to  newspaper  production 
and  mechanical  superintendents 
by  E.  A.  Trombley,  the  agency’s 
vicepresident  in  charge  of  pro¬ 
duction.  The  letter  asked  what 
types  of  mats  and  materials 
were  preferred  for  best  results. 

As  a  result  of  the  replies  and 
other  experience,  Mr.  ’Trombley 
says  that  Chevrolet  supplies  the 
pre-makeready,  no-pawk  or  con¬ 
ventional  direct  cast  mats  for 
full  color  printing  and  the  uni¬ 
versally  accepted  plastic  plates 
for  the  two-color  fractional  page 
ads. 

Instead  of  engravers’  enameled 
proofs,  Chevrolet  also  supplies 
pressmen  with  proofs  actually 
pulled  from  newspaper  presses. 
This  helps  them  set  their  inks 
and  match  proofs  much  more 
effectively  than  with  other  types 
of  proofs. 

• 

Financial  PR  Panel 
Set  for  PRSA  Meet 

Bert  C.  Goss,  president.  Hill  & 
Knowlton  Inc.,  New  York,  will 
chairman  a  panel  on  financial 
public  relations  that  will  high¬ 
light  the  17th  annual  conference 
of  the  Public  Relations  Society 
of  America  in  Montreal  on  Not. 
9-10. 

Other  panelists  will  be: 
Walter  Werner,  Securities  i 
Exchange  Commission,  Wash¬ 
ington,  D.  C.;  Ruddick  C 
Lawrence,  New  York  Stock  Ei- 
changre;  ’T.  E.  Mullaney,  Nw 
York  Times;  and  John  A.  Ford, 
Chrysler  Corp. 


A  PAPER  DOESN'T  HAVE  TO 
BE  BIG  TO  BE  GREAT.  .  .  . 

Take  this  kid  Jinx  Hinkle  who  went  out  with  his  dad  to 
remove  some  equipment  from  a  mine.  Nobody  told  him  he 
wasn’t  supposed  to  skin  a  cat  on  that  cable.  But  he  did,  and 
his  dad  pushed  him  off  the  13,000  volt  line  with  a  2x4,  and 
kept  him  alive  until  the  doctor  got  there  and  they  got  him  to 
the  hospital  and  sawed  his  useless  arms  off  at  the  shoulders. 
Jim  Comstock  decided  to  do  something  for  the  game  kid. 
He  made  him  out  a  check  for  $5,000  and  told  the  readers 
of  his  News  Leader  and  W.  Va.  Hillbilly  if  they  could  see 
their  two  hands  to  put  a  buck  in  and  make  the  check  out. 
They  did.  And  that's  but  one  of  the  services  Jim  Comstock’s 
Hillbilly  and  News  Leader,  both  published  at  Richwood, 
W.  Va.,  do  in  Appalachia. 


Advertisement 
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There  are  12  cities  in  the  nation  proudly  named  Springfield.  But 
only  one  is  a  state  capital  and  the  economic  capital  of  an  eleven* 
county  market:  SPRINGFIELD,  ILLINOIS.  Spring¬ 
field’s  stable  and  prosperous  economy  is  solidly 
based  upon  agriculture,  diversified  industry,  govern¬ 
ment  payrolls  and  a  rapidly  grovcing  tourist  and  con¬ 
vention  business.  During  the  first  half  of  this  year, 
most  local  economic  factors— employment,  consumer 
spending,  bank  debits,  electric  power  consumption 
and  new  residential  construction— continued  to  show 
strength.  Increases  were  steady  and  spread  widely 
throughout  the  economy.’* 

’Copley  Newspapers  Economic  Research  Department 


Two  historic  newspapers— the  Illinois  State  Journal  and  Illinois 
State  Register— provide  strong  coverage  of  the  market:  100% 
in  Sangamon  County  (Springfield)  and  60%  in  the 
entire  trading  area.  Both  newspapers  are  ideal  ve¬ 
hicles  for  test  campaigns  in  a  market  that’s  made 
to  order  for  testing— prosperous,  diversified,  stable. 
Effective  merchandising  cooperation  and  ROP  color 
available  to  advertisers.  Represented  nationally  by 
Nelson  Roberts  &  Associates,  Inc. 


JUitwie  State  Htfuntai  ILLINOIS  STATE  REGISTER 


•THE  RING  OF  TRUTH’ 


^  Coj^  Meuispapts 


</ 1  ►' 


15  Hometown  Daily  Newspapers  covering  Springfield,  Illinois  — Northern  Illinois— San  Diego,  California  — and  Greater  Los  Angeles.  Served  by  the  Copley  News 
Service  with  a  Washington  Bureau  and  bureaus  in  other  major  centers  of  the  world.  REPRESENTED  NATIONALLY  BY  NELSON  ROBERTS  &  ASSOCIATES,  INC 


196« 


OUR  HEAD’S  WAY  UP 
HERE  SINCE  WE  WON 
THE  EDITOR  &  PUBLISHER 
AWARD 

FOR  SPOT  COLOR 


The  Editor  &  Publisher  Award  for  spot  color  reproduction  in 
the  250,000  and  over  circulation  category  is  the  kind  we  really 
like  to  win.  To  be  so  highly  judged  by  people  we  respect  so 
highly  is  a  signal  honor.  We’re  proud  as  punch. 


And  wait  until  you  see  what  we  do 
with  SPECTACOLOR..  .  the  4-color  process 
that  provides  magazine-like  reproduction. 

It’s  exclusive  in  Chicago  in  the 


Chicago 

Chicago 


Sun-Times 
Daily  News 


Copyright  1964.  Field  Enterprises,  Inc. 


®ijr(6raiti>iaiaiui  Womaii’s  FeatiiTCS  Ad  Agency 


Sally  Iiliiryruiintt 

FLASHES! 

^3  Million  Swift 
Plant  Started 

I 

^3  Million  Sewage 
Disposal  Started 

^3  Million  Airport 
Development 

GROWING 


Emerge  Matisse-like 


Dallas 

The  Neiman-Marcus  ad  which 
ran  in  the  Dallas  Morning  News 
March  23,  1964,  and  won  a  first 
place  award  in  E&P’s  8th  an¬ 
nual  ROP  color  advertising  con¬ 
test  was  the  work  of  Bob 
Humbles,  designer-artist  of  the 
store’s  staff. 

Mrs.  Jane  Roggers,  Neiman- 
Marcus  director  of  advertising, 
gave  Mr.  Humbles  the  problem 
of  promoting  in  full  color  the 
new  makeup  scheme  for  eyes 
and  lips. 

With  no  suggestions  or  re¬ 
strictions,  Mr.  Humbles  was 
given  free  rein  to  create  at  will. 
Working  closely  with  the  copy 
writer,  Mary  Ferris,  Mr. 
Humbles  decided  to  come  close  in 
on  the  eyes  and  lips  of  a 
woman’s  face. 

In  his  opinion,  an  art-like 
impression  would  be  more  ap¬ 
propriate  than  factual  realism 
and  thus  emerged  the  idea  of  a 
Matisse-like  drawing. 


rejected,  some  using  the  actual 
lipstick  as  material.  The  final 
effort  was  accomplished  by  using 
ordinary  crayons. 

Copy  was  written  to  fit  the 
art  step  by  step. 

The  ad  welcomed  the  arrival 
of  spring  and  the  appearance  of 
facial  color  consultants  at 
Neiman-Marcus. 

The  full  color  finished  art 
work  was  camera  separated  by 
Wilson  Engraving  Company. 
Standard  process  inks  were  used. 
• 

Schaub  to  Ad  Manager 
Of  Sunday  Magazine 

Denver 

Lewis  W.  Schaub  of  the  Den¬ 
ver  Post  retail  advertising  staff 
has  been  promoted  to  advertising 
sales  manager  for  the  Sunday 
Post’s  Empire  Magazine,  Palmer 
Hoj't,  editor  and  publisher  an¬ 
nounced. 

Mr.  Schaub  has  been  on  the 


Spot  Checks 
ROP  Color 

Cmc.vGo 

When  an  ROP  color  ad  runs  in 
Chicago  newspapers  Tom  Mc- 
Breen,  production  director  for 
J.  Walter  Thompson  advertising 
agency,  distributes  a  memo  to 
everyone  on  the  staff  from  the 
head  man  to  the  copy  runner. 

The  memo  asks  that  each 
staffer  buy  the  paper  the  ad  runs 
in,  note  where  it  was  purchased 
and,  particularly,  what  edition 
was  purchased. 

Response  to  this  spot  survey, 
Mr.  McBreen  said,  has  numer¬ 
ously  brought  in  excess  of  200 
tear  sheets,  giving  the  agency 
staff  an  opportunity  to  check 
uniformity  of  color.  The  adver¬ 
tising  director  of  the  client  gets 
the  tears,  enabling  him  to  con¬ 
tact  color  coordinators  at  the 
various  papers,  discuss  the  ad, 
and  work  out  ideas  for  upcoming 
runs. 

Mr.  McBreen  said  that  .some 


With  the  aid  of  Albert  Marcil,  retail  staff  more  than  eight  agency  personnel  provide  addi- 


The  best  place  to  sell 
“national  advertisers’ 
on  your  newspaper... 


Editions  Published:  Eastern.  Midwest,  Southwest,  Pacific  Coast 
Distributed  everyi\here  every  business  day. 


fash-  years,  and  is  part-time  member  tional  comment  about  ads,  espe- 
ieved  of  the  University  of  Denver  cially  people  who  are  directly 
many  faculty,  serving  as  marketing  connected  with  accounts  adver- 
were  instructor.  tising  in  color  or  contemplating 

going  to  color. 

The  tear  sheets  also  provide 
agency  jteople  with  examples  to 

teshow  clients  with  newspaper 

color  in  mind. 

.4n  O.scar  Mayer  wiener  ad 
(“I  wish  I  was  an  Oscar  Mayer 
wiener  so  everyone  would  be  in 
'  love  with  me”)  has  run  in  the 
j  Chicago  Tribune  three  times 
and,  Mr.  McBreen  said,  the 
I  Thompson  agency  has  benefited 
by  the  comments  of  its  staff  on 
how  the  color  quality  struck 

Ithem. 

'  Staffers  seem  to  welcome  the 
chance  to  “expert”  and  the  re¬ 
sultant  tendency  on  the  part  of 
new’spapers  has  been  to  reach 
for  improvement. 


GRAND 

ISLAND 


RDOTY 

AURKET 


Full  or  Spot  Color 
Any  Weekday 
Except  Wednesday 

(Food  day,  color  capacity 
prasantly  limited) 


‘City  of  Tomorrow' 

In  Fresno  Bee  Tab 

Fresno,  Calif. 
A  panoramic  view  of  the  fa¬ 
cilities  of  a  growing  city  and 
its  future  potential  is  condensed 
in  a  96-page  supplement  issued 
by  the  Fresno  Bee.  Titled  “Fres¬ 
no,  City  of  Tomorrow,”  the  tab¬ 
loid,  illustrated  in  color,  is  the 
largest  single  issue  produced  by 
the  42-year-old  McClatchy  daily. 

The  issue  climaxes  several 
years  of  editorial  prodding  and 
continuing  stories  detailing  one 
of  the  country’s  most  elaborate 
and  imaginative  urban  redevel¬ 
opment  programs. 
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FH  IN  THE  NATION 

Among  6-Day  Papers 

IN  LOCAL  COLOR 


99.4%  City  Coverage 
66.2%  7>County  Trade  Area 


...is  the  national  newspaper 
they  look  to  every  business 
day  for  business  information. 


A  STAUFFER  PUBLICATION 

NELSON  ROWERTS  &  ASSOCIATES 
NoNoboI  RepresentoNva 


32 


SAN  JOSE 
MERCURY 
\  NEWS 


RIPRESENTEO  NREIONRILT  BT 
Sawyer-Ferguson-Walker  Company 


TOTAL  ADVERTISING  LINAGE-7  MONTHS,  1964 

NEWSPAPER  NATIONAI-  RANK 

SAN  JOSE  NEWS,  6  days  evening . 2ncl 

SAN  JOSE  MERCURY,  e  days  morning . Sttl 

SAN  JOSE  MERCURY  &  NEWS,  7  days . lOth 


COLORFUL  CALIFORNIA  is  even  more  color¬ 
ful  in  Metro  San  Jose  (Santa  Clara  County). 
Here  you'll  find  more  color  linage  than  any¬ 
where  in  Northern  California  and  here  you'll 
find  history  making  increases  in  total  adver¬ 
tising  linage. 

There  are  plenty  of  reasons  for  the  San  Jose 
newspapers  to  rank  among  the  nation's 
leaders  in  total  linage.  Alert  advertisers  have 
spotted  Metro  San  Jose  as  one  of  the  coun¬ 
try's  fastest  growing  communities  with  the 
largest  spendaJsle  income  in  Northern  Cali¬ 
fornia  .  .  .  AND  they  know  that  ONLY  the  San 
Jose  Mercury  and  News  effectively  sells  in 
Metro  San  Jose. 

*  ‘Source,  Media  Records,  Inc. 


Careful  Han  dling  W ins 
ROP  Color  Award 


Indianapolis,  Ind. 

Careful  handlinf?  of  ROP 
color  by  the  Indianapolis  Star 
won  the  paper  the  E&P  adver¬ 
tising  award  for  color  reproduc¬ 
tion  in  newspapers  from  100,000 
to  260,000. 

The  prize-winning  ad  was 
prepared  for  the  advertiser, 
Klarer  of  Kentucky,  and  was 
created  by  the  Louisville  ad 
agency,  Fessel,  Siegfried  & 
Moeller. 

The  carefully-controlled  con¬ 
ditions  under  which  the  ad  was 
produced  —  the  usual  treatment 
given  all  three  color  and  black 
ads  —  resulted  in  an  unusually 
fine  reproduction  of  a  difficult 
subject,  according  to  Golden 
Faris,  the  Star’s  production 
manager. 

The  colorful,  appetite-whet¬ 
ting  ad  featured  a  reproduction 
of  a  color  photo  of  a  “Southern 
Star”  ham.  Glaze  on  the  ham 
and  the  surrounding  orange  and 
cherry  garnish  had  an  amazing¬ 
ly  realistic  look.  Hanging  on  a 
wood  paneled  wall  in  the  back- 
grround  were  an  old-fashioned 
musket  and  powder  horn. 


Below  the  half-page  photo 
was  a  smaller  photo  of  an  ante¬ 
bellum  plantation  house,  com¬ 
plete  with  a  Southern  belle  in 
hoop  skirt.  Heading  on  the  ad 
invited  readers  to  “Enjoy  the 
Kentucky  tradition  of  gracious 
living  and  hospitality  right  here 
in  Indiana.” 

Donald  Levy,  the  agency’s 
production  manager  reported 
that  the  ad  ran  in  newspapers 
in  eight  states,  adding: 

“We  feel  that  the  Indianapo¬ 
lis  Star  did  the  best  job  of  re¬ 
producing  the  color.  In  my  13 
years  in  this  business,  I  have 
never  seen  ROP  color  repro¬ 
duced  any  better.” 

Mr.  Levy  cited  several  tech¬ 
niques  which  the  agency  em¬ 
ployed  in  the  preparation  of  the 
ad.  The  photography  was  shot 
for  contrast  to  eliminate  the 
.subtle  tones  which  are  difficult 
to  reproduce  in  a  newspaper. 
After  the  ad  was  prepared,  a 
representative  of  the  engrav¬ 
ing  company,  Laurence  Engrav¬ 
ing  of  Chicago,  flew  to  Louis¬ 
ville  to  discuss  the  engraving 
process  so  that  the  best  possi¬ 


ble  results  would  be  achieved. 

John  B.  Innis,  general  fore¬ 
man  of  the  Star’s  stereotype  de¬ 
partment,  reported  that  after 
plates  were  cast  from  the  mats, 
they  were  nickel-plated  before 
going  to  the  press  room,  and 
the  ad  was  handled  with  the 
same  care  given  to  all  color  ads. 


PR  Manager  Named 
At  Wall  St.  Journal 

Albert  H.  Giroux  Jr.  has 
joined  the  Wall  Street  Journal’s 
New  York  advertising  promo¬ 
tion  department  and  will  act  as 
public  information  manager. 
This  is  a  new  position  and  title 
for  the  business  daily. 

Mr.  Giroux  was  most  recently 
associate  editor  of  Adveritsing 
Mews  and  of  Annual  Directory, 
both  publications  of  the  Adver¬ 
tising  Club  of  Greater  Boston. 


Rod  MacDonald,  vicepresident 
of  media  for  Guild,  Bascom  & 
Bonfigle  Inc.,  Los  Angeles,  an¬ 
nounces  a  fully  staffed  media  de¬ 
partment  in  the  Los  Angeles 
office  will  be  headed  by  Brendan 
J.  Baldwin,  new  media  director 
and  formerly  with  Kenyon  & 
Eckhardt  in  New  York  and  De¬ 
troit.  The  appointment  followed 
GB&B’s  acquisition  of  the  Van 
Camp  Sea  Food  account. 


N.Y.  Post  AppointH 
Leeds  to  Ad  Post 

Major  changes  in  the  national 
advertising  department  of  the 
New  York  Post  effective  Sept.  28 
were  announced  by  Daniel  L 
Lionel,  advertising  manager. 

Julian  S.  Leeds  has  bee.'i  ap¬ 
pointed  national  adver’ising 
manager  and  Robert  W.  Keinj 
has  been  named  to  the  newly 
created  position  of  national  ad¬ 
vertising  sales  manager.  Samuel 
D.  Kelson  has  resigned  as  na¬ 
tional  advertising  manager  and 
will  be  retained  by  the  Post  as 
a  consultant  on  national  adver¬ 
tising. 

The  hotel  and  resort  adver¬ 
tising  department  has  l)een 
made  an  autonomous  division 
with  William  H.  Sonnenschein 
as  director.  Mr.  Sonnenschein 
has  been  in  charge  of  this 
department  under  the  super¬ 
vision  of  the  national  adver¬ 
tising  manager. 

Mr.  Leeds,  the  new  national 
advertising  manager,  is  a  long¬ 
time  staff  member  of  the  New 
York  Post  and  has  been  assist¬ 
ant  national  manager  for  the 
past  six  years. 

Robert  W.  Keim  comes  to  the 
New  York  Post  from  the  Katz 
Agency,  newspaper  representa¬ 
tives,  where  he  supervised  na¬ 
tional  sales  for  newspapers. 


we>e  framing  this  one ! 


THt  RUMRILL  COMPANY  inc. 


«FW  YORK  •  ROCHtSrCR  •  RUFFAIO  •  UTICA 


We’re  very  proud  of 
this  piece  of  paper.  In  fact,  we  plan  to 
frame  and  hang  it  on  the  office  wall.  We’re 
proud  of  the  fact  they  say  the  register  was 
"perfect,”  that  the  color  matched  the 
proof,  that  the  pin-point  dots  held.  We’re 
prouder  still  of  the  team  behind  the 
"perfect”  .  .  .  the  Transcript-Telegram 
team.  Working  together  they  created  a 
finished  product  that  earned  this  high 
praise  from  this  well  respected  agency 
for  the  DuPont  Company. 


Lr.  VilllM  Dwight 
Rditor  and  Publisher 
I70LY0KE  TRANSCRlPr-TELECRAH 
liolyekc»  ^ts•s•chuseets 


Dccausc  advertisers  and  their  agencies  have  a  tendency 
to  cenplsln  about  newspaper  reproduction,  it  Is  a  pleasure  c« 
cOBeiwt  the  TRAKSCRlFT-TKLECrA.M  on  Che  Ou  Pont  Turf  Feed  ad 
which  you  ran  on  yiarch  19* 


-  The  register  was  perfect. 

*  The  green  pin-point  docs  were  held  la  the  half*tene« 


!  newspaper  Industry  needs 


^olgokf  ‘%an0fri|it. 

Represented  by  The  Julius  Mathews  Special  Agency 


THE  RUMRILL  COMRAT^f, 
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AVAILABLE  NOW  IN  THE 


Fort  Worth  Star-Telegram 

Covering  the  Fort  Worth  “Half"  of  the  Nation’s  12th  Market 
Largest  Combined  Daily  Circulation  in  Texas 


Write  Ralph  D.  Ray,  National  Advertising  Manager,  for  full  details  on  SPECTACOLOR 


(OVER  50,000  PRESS-RUN) 

B/WIC  B/W2C 


PLUS  LINAGE  CHARGE 
NO  MINIMUM  SIZE 


for  wise  buying  decisions  that  ICrickson  Inc.  pointed  out  that  are  close  to  900  newspapers  that 
will  help  clients  spend  the  right  the  AN  PA  t^olor  Ink  Book  es-  can  offer  this  service, 
amount  of  money  for  the  right  tahlishes  a  standard  accepted  by  Improvement  in  new.-j)aper 
kind  of  advertising.  the  client,  the  ad  agencies,  the  equipment,  plus  an  accumulation 

“A  most  significant  contrihu-  newsijajiers,  and  the  ink  com-  of  experience  in  producing  color 
tion  in  this  area  has  been  the  panics.  The  agencies  have  be-  work  with  a  high  degrc'e  of 
ANPA/RI  ROP  Color  Ink  Book,  come  cognizant  of  the  good  fidelity  are  largely  responsible 
It  offers  a  disciplined  process  quality  that  is  available  to  ad-  for  the  growth  of  color  linage, 
of  relating  a  product  to  a  spc-  verti.sers.  The  ink  book  encour- 
cific  market.  The  market  in  this  ages  national  advertisers  to  use 
instance  is  the  consumer  who  ROP  color  and  the  book  has  be- 
eventually  pays  the  freight,  come  a  worthy  contribution  for 
Color  advertising  has  enabled  the  advertiser  and  the  agency, 
the  advertiser  to  reach  the  con-  he  .says. 

.sumer  with  a  greater  scope  than  .Anthony  C.  Raciti,  production 
the  same  ad  in  black  and  white,  administration  color  coordinator 

of  the  Chicago  Sun-Times  and 
Dailg  Netvs,  .said  that  prior  to 
the  issuance  of  the  second  vol¬ 
ume  of  the  .ANPA/RI  ROP 
Color  Ink  Book,  newspaper  pro¬ 
duction  people  could  not  meet 
the  agencies’  demands  for  color 
advertisements  because  a  stand¬ 
ard  formula  for  mixing  the  re¬ 
quired  inks  did  not  exist.  Each 
newspaper  used  a  different  ink 
supplier  and  each  supplier  used 
his  own  formula  to  make  the 
required  colors. 

“The  different  colored  inks 
forced  publishers  to  stock  many 
different  brands  and  formulas 
with  which  to  furnish  color  ads 
for  their  advertisers,”  he  ex¬ 
plained.  “Each  day’s  mail 
brought  its  quota  of  complaints 
from  advertising  agencies  who 
were  dissatisfied  with  a  repro¬ 
duction  of  an  ad  because  of  the 
variance  in  color  and  the  dif¬ 
ference  between  the  color  sam¬ 
ple  given  to  the  agency  and  the 
color  produced  by  the  newspa¬ 
per. 

“With  the  publishing  of  Vol¬ 
ume  2  of  the  Color  Ink  Book, 
complaints  from  the  ad  agen¬ 
cies  have  dwindled  to  almost 
nothing  and  when  we  do  hear 
from  an  agency  it  is  to  com¬ 
pliment  us  on  our  good  repro¬ 
duction.” 

According  to  Mr.  Raciti,  the 
number  of  newspapers  in  this 
country  offering  ROP  Color  ad¬ 
vertising  is  increasing  .steadily. 

Ten  years  ago  approximately 
300  newspapers  offered  ROP 
color  advertising.  Today,  there 


Color  Guide 
Cuts  Down 
Complaints 


How  does  the  ANPA/RI  ROP 
Color  Ink  Book  help  the  adver¬ 
tiser? 

John  H.  McComb,  vicepresi¬ 
dent  and  director  of  print  pro¬ 
duction  for  Erw’in,  Wasey,  Ruth- 
rauff  &  Ryan  Advertising 

Agency  Inc.  of  Chicago,  says:  Greater  Inii.aet 

“The  ink  book  has  helped  tre-  Greater  inipa.i 

mendously.  It  is  a  precise  tool  “The  color  ink  book  offers 
with  which  the  ad  agency  can  the  advertiser  and  the  agency 
communicate  with  the  advertiser  a  greater  opportunity  to  meet 
and  the  newspaper  production  the  ever-increasing  demands  of 
people.  the  advertiser  for  greater  im- 

“At  Erwin,  Wasey,  Ruthrauff  jtact  in  consumer  advertising.  In 
&  Ryan  we  view  the  question  in  its  daily  use,  newspaper  adver- 
terms  of  accountability.  This  tising  is  called  upon  to  provide 
means  a  thorough  and  complete  a  cause  and  effect  of  expenditure 
accounting  to  the  client.  The  and  return.  The  expenditure  for 
advertising  budget  is  determined  color  advertising  is  greater,  but 
by  precise  objectives  in  terms  .so  is  the  return,  and  this  is 
of  their  contributions  to  mar-  where  the  client  feels  that  this 
keting  goals.  Color  advertising  ad  has  achieved  its  desired  re¬ 
in  newspapers  is  one  of  the  suits.” 

tactics  that  should  be  planned  Len  J.  Taylor  of  the  J.  Walter 
and  develeped  with  accuracy  and  Thomp.son  Company  considers 
realism  to  support  the  over-all  the  color  ink  guide  a  vital  link 
marketing  strategj'.  l)etw’een  the  production  depart- 

“An  ad  agency,  and  certainly  ment  of  an  ad  agency  and  the 
ours  is  no  exception,  looks  to  newspaper  production  people, 
specialists  to  provide  the  basis  James  Farrell  of  McCann- 


Fall  Fashion  Tab 
In  Post-Dispatch 


St.  Loui.s,  Mo. 

“The  fashion  mood  for  fall  is 
young,  dashing,  in  the  American 
spirit,”  observed  the  annual  Fall 
Fashion  section  published  Sun¬ 
day,  Sept.  13,  by  the  St.  Louis 
Post-Dispatch. 

“For  evening,  the  bare  back 
dress  swings  to  jazz,  the  velvet 
suit  goes  to  the  theater;  the 
elegant  coat  and  dress  costume 
makes  an  entrance  at  formal 
parties.  At  home,  clothes  are 
exotic  in  vivid  Moroccan  colors." 

The  rotogravure  fashion  tab¬ 
loid  featured  44  pages  in  black- 
and-white  and  color,  and  was 
distributed  to  more  than  575,000 
families.  Pictured  and  described 
w'ere  women’s  suits,  coats, 
dresses,  gowns,  hats,  shoes  and 
other  accessories  for  daytime 
and  evening  wear,  all  available 
in  St.  Louis  area  stores. 


127  National 
253 Retail 


Carefully  Reproduced 
By  A  Color  Crew  Who  Take  Personal 
Pride  In  Their  Work! 


*641.200  LINES  OF  COLOR 
UP  TO  THE  END  OF  AUG  1964 

THE  MORNING  CALL 
EVENING  CHRONICLE 
SUNDAY  CALL-CHRONICLE 

k  Allentown,  Pa.  ; 


H  Virtually  all  media  are  used 
to  promote  A-G  Foods,  from 
newspapers  to  television  spots, 
but  newspapers  and  premiums, 
tying  in  together,  have  been  the 
big  plus  factor  in  promotions. 

of  Baltimore  does  the  copy  and 
art  work.  Most  of  A-G’s  ads  ap¬ 
pears  on  Thursday. 
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Represented  Nationally  By  Story,  Brooks  and  Finley,  Inc. 


SpedtaCola^ 

now  Ruailable  in 
The  Free  Press— 
DETROIT’S  REUISPRPER 
Color  Headquarters! 


SpectaColor.  Brilliant  rotogravure  and 
offset  color  reproduction  technique 
will  add  new  vitality  to  Detroit  and 
Michigan  advertising.  Perfect  register. 
Your  newspaper  color  advertising  will 
match  the  most  expensive  magazine 
color  ads.  Freedom  of  layout.  Ad 
visuals  never  before  possible.  Specta¬ 
Color.  First  in  Detroit  and  naturally  it’s 
from  newspaper  color  headquarters! 
For  information,  specifications  and 
samples  of  SpectaColor,  wire,  phone 
or  write:  Elving  Anderson,  Advertising 
Director,  Detroit  Free  Press. 


6  the  DETROir  FREE ‘PRESI 

I  . . 

^  Ipage .  cSJvlSSo 

I  6  pages .  ■  ■  ■  *0.00  jg  qq 

II  13  pages . .  5  qq 

^  26  pages .  .  '^•00  4.75 

I  ;;;;;;;;;  ^.eo 

g  02  pages .  '’•30  3  qq 

1’  V  ■  ^  °  3. 75 


Wit  Pjebnrtt  0m 

Now  7th  lariost  morning  newspaper  in  America...and growing! 
Daily,  513,410;  Sunday,  577,480 
Represented  by  Story,  Brooks  and  Finley 


A  single  keystroke 
fills  a  line  with  justi¬ 
fied  leaders,  auto 
matically  You  save 
time!  Operator  cal¬ 
culations  eliminated 


phototypesetting 


THE  NO.  1  MARKET  Color  Gains 

NORTH  OF  BOSTON 


phasis  on  HOP  color.  The  Colum¬ 
bian  has  averaged  850  colors  per 
year  for  the  past  five  years. 

Food  ads  represented  48  per¬ 
cent  of  the  total  paid  color  ^pace 
with  drugs  running  20  percent. 
Appliance  and  furniture  ads  ac¬ 
counted  for  15  percent,  automo¬ 
tive  for  five  percent  and  clothing 
two  percent. 

-4  great  variety  of  miscellane¬ 
ous  ads  make  up  the  remaining 
10  percent.  These  included  poli¬ 
tical,  real  estate,  banks  and 
savings  and  loan  associations, 
drapery  shops,  hardware,  build¬ 
ing  materials,  soft  drinks,  res¬ 
taurants  and  even  service  sta¬ 
tions. 

One  of  the  most  spectacular 
series  was  a  full-page,  13-week 
promotion  for  Pay’N-Takit 
supermarkets.  This  was  strictly 
institutional  three-color  copy 
conceived  by  Delbert  Jackson, 
Columbian  ad  manager. 

Ad  Cliief’s  Forecast 

Based  on  current  sales  and 
production,  Mr.  Jackson  esti¬ 
mated  that  the  end  of  1964 
would  see  a  total  of  1400  colors 
used  in  some  2,400,000  lines  of 
display  and  classified  adver¬ 
tising. 

“This  should  place  us  among 
the  top  five  in  the  nation  and 
very  close  to  first  place,”  he 
declared. 

The  Columbian’s  circulation 
reaches  95  percent  of  all  homes 
within  the  city  limits  and  82 
percent  of  all  homes  in  Clark 
County,  with  a  total  population 
of  slightly  over  100,000,  the 
newspaper’s  studies  show. 


Vancouver,  Wash. 

-4t  the  current  pace  the 
Vancouver  Columbian  will  pub¬ 
lish  at  least  2,400,000  lines  of 
color  advertising  this  year  and 
surpass  its  own  previous  record 
1^  1  by  at  least  660,000  lines. 

Bt  Thus  far  this  year  32  percent 
of  total  paid  space  has  contained 
at  least  one  color,  adds  Don 
jV  Campbell,  copublisher,  and  the 
pF  president  of  the  Allied  Daily 
^  '  Newspapers  of  Washington. 

Continuance  of  this  heavy 
^  j  color  trend  would  make  the 
Columbian  one  of  the  nation’s 
2.  top  five  dailies  in  total  color 
— —  lines,  it  is  believed  here. 

Throupli  August  the  evening 
Columbian,  published  Monday 
through  Friday  and  with  a  cir- 
culation  of  slightly  more  than 
'V  26,000,  had  produced  970  differ- 

\ent  colors  in  821  ads  for  70 
different  accounts,  the  records 
\  show. 

Wide  Range 

These  ads  ranged  in  size  from 
--  a  Pay’N-Takit  market  16-page 
■  anniversary  supplement  to  a 
^  series  of  75-line  weekly  color 
s  '  ads.  The  newspaper  has  aver¬ 
aged  121  colors  per  month.  Only 
12  of  174  editions  failed  to  carry 
a  paid  color  ad. 

Last  year  the  Columbian’s 
total  color  linage  was  1,737,284. 
Of  this,  1,668,954  was  local  and 
78,330  national.  The  1963  tally 
ranked  it  among  the  top  25 
dailies  in  the  national  regardless 
of  size,  Mr,  Campbell  noted. 


No  matter  how  you  say  it,  full  color 
does  an  effective  job  for  you  in 
Portland,  Maine — the  No.  1  market 
north  of  Boston. 


Skilled  craftsmen  and  up-to-date 
equipment  assure  you  of  color  full 
reproduction  that  makes  a  strong 
visual  impact  when  you  use  full 
color  In  the  colorful  Portland  news¬ 
papers. 


Cunningham  &  Walsh  Inc.’s 
San  Francisco  office  has  been 
named  to  handle  American 
Building  Maintenance  Company, 
the  world’s  largest  janitorial 
contractors.  Richard  Meltzer 
Advertising  was  the  former 
agency. 


||||li||l|||l|||j■|H  H  The  Dairy  Division  of  the 
Southland  Corporation,  Dallas, 
■jiyifl  Texas,  has  appointed  D’Arcy 

Advertising  Co.,  New  York  as 
T  ■  'k  ^  ■  1  ■  ■  its  agency  effective  January  !• 
Aylin  Advertising  Agency,  the 
former  agency,  will  continue  to 
represent  Cabell’s  Dairy  of 
Texas,  a  Southland  division. 
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Represented  by  The  Julius  Mathews  Special  Agency,  Ine. 
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ICE  CREAM 
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for  iko  Ford  Motor  Co. 

For  Soobort  Food* 

The  Buffalo  Evening  News  swept  top  honors  in  both  cate¬ 
gories  of  the  1963/64  Editor  &  Publisher  color  awards 
competition  for  advertisements  appearing  in  newspapers 
with  circulations  of  more  than  250,000.  The  NEWS  was 
awarded  a  "first”  for  an  outstanding  full-color  reproduction, 
and  shared  top  honors  with  Chicago  Daily  News  for  an  out¬ 
standing  reproduction  in  the  E&P  spot  color  classifications. 

We  are  justifiably  proud  of  this  recognition  of  NEWS 
color  quality. 

We  say  thanks  also,  to  the  talented  teams  that  created 
these  award-winning  ads.  Such  dramatic  and  successful 
utilization  of  color  paves  the  way  for  outstanding  repro¬ 
duction  .  .  .  reproduction  that  reflects  product  quality  and 


increases  the  value  of  color  in  newspaper  advertising  today. 

This  creative  use  of  color  insures  success.  The  Ford 
and  Sealtest  color  applications,  combined  with  the  impaa 
of  NEWS  timeliness  and  depth  of  coverage,  played  a  major 
role  in  the  highly-successful  introduction  of  the  1964  Ford 
Thunderbird  and  Sealtest  Checkerboard  ice  cream  in  Western 
New  York.  We  are  equally  proud  of  the  part  NEWS  color 
played  in  their  success. 

In  Buffalo  MEWSpowar  la  SALESpowar 

BUFFALO  EVENING  NEWS 


Represented  Nationally  by  Kelly-Smith  Co. 


Bakery  Co.  Uses  Color 
To  Invade  Test  Market 


ROP  color  has  been  a  major 
factor  in  the  successful  invasion 
by  Detroit’s  Awrey  Bakeries, 
Inc.,  of  test  markets  in  Fort 
Wayne  and  South  Bend,  Ind., 
and  the  “roll-out”  markets  of 
Cincinnati,  Columbus,  Dayton 
and  Toledo,  0.,  Indianapolis,  and 
Louisville  and  Lexington,  Ky. 

Awrey  for  50  years  was  a 
Detroit-only  marketer.  Late  in 
1963  the  company  decided  to 
move  into  “foreign”  markets  by 
freezing  its  normally  fresh  prod¬ 
ucts.  When  this  was  accomp¬ 
lished  Awrey  hired  Edward  H. 
Weiss  and  Company,  Chicago. 

One  of  the  advertising 
agency’s  first  decisions  was  to 
use  color  in  newspaper  adver¬ 


tising.  As  Neil  Salemi,  Weiss 
account  executive  for  Awrey 
said: 

“When  you’re  selling  a  prod¬ 
uct  like  Awrey’s  you’re  .selling 
appetite  —  and  color  is  what 
makes  the  taste  buds  work.” 

In  February  this  year  a  nine- 
week  test  was  initiated  in  Fort 
Wayne  and  South  Bend.  All 
advertising  was  in  newspapers, 
the  majority  full  page  four 
color,  supplemented  by  1,300  line 
black  and  white  ads. 

To  build  immediate  interest, 
a  consumer  promotion — the  offer 
of  a  coupon  worth  80  cents  on  a 
pound  of  the  customer’s  favorite 
coffee — was  a  feature  of  each 
opening  ad.  The  customer  had  to 


send  in  three  labels  from  Awrey 
coffee  cake  to  get  his  coupon, 
and  the  offer  was  good  for  60 
days. 

The  response  was  a  return 
equal  to  about  2  ^  percent  of  the 
available  merchandise  in  the 
market,  which  both  Awrey  and 
Weiss  considered  a  great  suc¬ 
cess. 

Immediate  result  was  accept¬ 
ance  of  Awrey’s  products  by  all 
but  one  of  the  grocery  chains 
operating  in  the  two  cities,  thus 
establishing  a  firm  foothold  for 
the  merchandise. 

Awrey  has  continued  to  use 
color  in  the  two  test  markets,  as 
well  as  in  newspapers  in  Ohio, 
Indiana  and  Kentucky,  using  the 
same  consumer  promotion.  Since 
they  are  adjacent  to  the  Fort 
Wayne  and  South  Bend  markets 
these  papers  are  described  by 
the  agency  as  being  “roll-out” 
markets. 


more  readers... 


COLOR  in  Winston-Salem 


You’re  using  color  to  arrest  attention,  get  more 
response.  You  want  good,  clean  reproduction 
from  your  printing  material.  You  want  thorough, 
complete  coverage  of  your  markets. 


1963  ROP 

COLOR  LINEAGE 

TOP  TEN 

among  cities  in 

the  Southeast 

Miami  . 

.4,413,984 

Nashville . 

.4,351.789 

Richmond  . 

.2,898,952 

Winston-Salem 

2,647,289 

Atlanta  . 

.2,560,102 

St.  Petersburg  . . 

.2,326,146 

Norfolk  . 

.2,313,077 

Charlotte  . 

.2,241,680 

Jacksonville  .... 

.1,944,203 

Memphis . 

.  1,927,374 

Source:  Editor  & 

Publisher  Color 

Issue,  March,  1964 

You  get  it  with  the  Winston-Salem  Journal  and 
Sentinel.  It’s  the  only  newspaper  that  covers 
Winston-Salem  and  Northwest  North  Carolina,  a 
large,  lively  and  growing  chunk  of  the  South’s  No. 
1  state.  As  for  color  “know-how,”  ask  the  adver¬ 
tisers  who  made  us  fourth  in  ROP  color  lineage 
for  1963  among  cities  in  the  entire  Southeast. 

You  can't  cover 
North  Carolina  without  the 

WINSTON-SALEM 

JOURNAL  *"•  SENTINEL 

Morning  Sunday  Evening 


Nationally  Represented  by  Kelly-Smith  Company 


Last  month  (August)  cum- 
paigns  similar  to  the  I  irt 
Wayne  and  South  Bend  t<  ots 
were  begun  in  Louisville  nd 
Lexington,  and  in  Grand  Rajuds 
and  Muskegon,  Mich.  In  Lo:.is- 
ville  Spectacolor  is  being  u.  ed. 
Color  is  not  available  in  Gr;ind 
Rapids  and  Muskegon. 

With  its  new  markets  growing 
stronger,  Awrey  expects  to  ex¬ 
pand  into  six  to  10  additional 
midwest  markets  by  early  l';)65. 
• 

All  Media  (^ampai^i 
For  East  Ohio  Gas 

Cleveland,  Ohio 

The  East  Ohio  Gas  Company 
opened  a  $350,000,  12-week,  fall 
camiiaign  aimed  at  a  10%  in¬ 
crease  in  .sales  of  ranges,  dryers, 
and  incinerators. 

Twenty-three  range  manufac¬ 
turers,  sixteen  dryer  and  six  in¬ 
cinerator  makers  will  carry'  the 
ball  in  the  most  intensive  effort 
ever  made  by  the  company.  The 
campaign  theme  is  “Guaranteed 
Satisfaction  with  Gas.” 

An  all-media  advertising  cam¬ 
paign  will  blanket  the  2,500 
square  mile  market  area  seived 
by  the  company.  D’Arcy  Adver¬ 
tising  Company,  which  handles 
the  East  Ohio  account,  estimated 
that  the  campaign  will  total  320 
million  impressions. 

East  Ohio  called  the  advertis¬ 
ing  and  merchandising  campaign 
“the  most  comprehensive  and 
appealing  ever  developed  for  the 
appliance  sales  market.” 

Ads  will  appear  in  practically 
every  daily  and  many  weeklies 
in  northeast  Ohio  on  a  regular 
schedule.  Ninety  percent  of  the 
traffic  in  every  major  population 
center  will  be  exposed  to  outdoor 
boards. 

Broadcast  support  will  feature 
live  and  recorded  spots  on  radio 
stations  in  Cleveland,  Akron, 
Youngstown,  Warren,  Canton, 
Wooster,  Painesville,  Dover,  and 
Ashtabula.  Over  1,000  spots  are 
scheduled  for  saturation  in 
Cleveland,  Akron,  and  Youngs¬ 
town.  Major  exposure  will  be  on 
the  11:00  p.m.  Tom  Field  and 
the  New’s  Show,  sponsored  by 
East  Ohio  on  WEWS-tv,  Cleve¬ 
land. 

«  «  « 

Campbell  -  Evvald  Company, 
Detroit,  has  been  conducting  a 
research  program  through 
Northwood  Institute  in  Midland, 
Michigan,  uvhere  students  tape 
interviews  with  consumers  about 
a  selected  ad.  The  tapes  are  used 
by  the  copywriter  to  reinforce 
their  judgment,  to  help  decide 
on  points  they  may  not  be  sure 
of,  and  to  achieve  objectivity. 
Ads  in  all  media  are  being 
tested.  H.  Del  Everett  of  C-E’s 
research  department  and  Wil¬ 
liam  G.  Harkey,  director  of 
Northwood  Research  Center  are 
directors  of  the  project. 
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"Nearly  total 
reach  for  a  single 


An  exciting  result  for  the  Del  Monte 
ad  reproduced  here! 

That  The  Milwaukee  Journal  was  the 
medium  for  this  record-making, 
95%-women-noted  score  is  not 
surprising.  Especially  not  to 
advertisers  accustomed  to  reaching 
Greater  Milwaukee  consumers  at  the 
lowest  cost  per  thousand  of  any 
newspaper-delivered  color,  anywhere. 
As  Starch’s  Stone  summarizes, 

‘T  know  of  no  other  medium  capable 
of  delivering  so  close  to  total  coverage 
at  a  single  point  in  time  other  than 
a  newspaper  like  The  Milwaukee 
Journal  that  is  read  by  so  close  to 
100%  of  all  women  in  its  market.” 


This  Del  Monte  ad  appeared  in  The  Milwaukee  Journal  on  January  21, 1964  ^  ^ 


''"jit  COCKTA"’ 


JellRon^ 


mm 


OUR 


Hi 


Hi 


You’ll  find  good-looking  good  cooking  comes 
easy— and  thrifty,  too— with  Del  Monte 
Foods.  Whether  you  use  them  in  recipes  or 
just  “as  is”,  flavor  and  quality  are  always 
there  when  you  open  any  food  that  wears 
the  famous  Del  Monte  label.  You  know 
you’ll  get  your  money’s  worth  every  time 
—  no  guessing,  no  disappointments.  And 
isn’t  that  what  real  value  means?  Make 
your  food  pennies  buy  more  eating  pleas¬ 
ure  for  your  family.  Start  shopping  the 
Del  Monte  way  at  your  market  today. 


11 


TVee-ripe  DEL  MONTE  PEACHES  brighten  any  mealtime  with  glowing  color,  orchard  navor^and  they’re  juicy-tender  always,  iry  them  hot  for  breakfast  with  grilled  ham,  crispy  waffles. 


'‘^Ach 


aelJUontf 


QUALITY  f*  .. 


Look  for  the  DEL  MONTE  *BRAND  on  over  145  differ¬ 
ent  vegetables,  fruits,  juices,  juice  drinks,  catsup  and  other 
tomato  products,  dried  fruits,  seafoods,  and  more  besides! 


( 


i 


It’s  a  market  of  responsive  women,  in  nearly  400,000 
households  everyday.  More  than  half-a-million  on 
Sundays.  Women  spending  over  $8-million  a  week 
on  food  alone. 

Women  buying  armchairs.  Antihistamines.  Apples. 
Talked  into  it  by  the  convincing  Milwaukee  Journal. 

Good  color  combined  with  strong  coverage  and 
intensive  readership  make  an  unbeatable  selling 


combination.  Journal  reader  studies  made  over  a 
score  of  years  have  consistently  confirmed  what  ad¬ 
vertisers  have  learned  from  experience.  As  “Amer¬ 
ica’s  ROP  color  newspaper  ”*  The  Journal  backs 
action  with  years  of  accumulated  experience.  And 
it  delivers  near  saturation  of  crisp,  dynamic  ROP 
color  at  the  lowest  cost-per-thousand  of  any  news¬ 
paper-produced  color,  anywhere. 


THE  MILWAUKEE  JOURNAL 


Wisconsin's  Total  Selling  Medium 

MEMBER  OF  MILLION  MARKET  NEWSPAPERS,  INC. 


FLORIDA  REP.:  THE  LEONARD  CO. 


CHICAGO 


LOS  ANGELES 


SAN  FRANCISCO 


NEW  YORK 


DETROIT 


Voted  "ROP  Color  Newspaper  of  the 
Year"  for  three  cotisecutive  years 
by  University  of  Missouri  School  of 
Journalism,  National  Press  Photog¬ 
raphers  Assn.,  Encylopaedia  Britan- 
nica  and  World  Book  Encyclopedia. 


Copley  Sets 
Down  Rules 
Of  Publisher 


homes  or  on  street  corners,  peo-  IT-smlnaf 

pie  who  in  turn  read  the  ad-  VJrrOUp  HiValUateS 
vertisements  that  help  him  pay  lyr  I 

the  salaries  necessary  to  go  on  ii0WSpap0r  W 00K. 
with  the  newsgathering  and  the 

news-printing.  A  solid  and  sober  evaluation 

“It  sounds  simple  but  there  of  National  Newspaper  Week 
is  hardly  a  more  demanding  job  will  be  undertaken  this  fall  by 
‘be-  in  the  whole  country  than  being  a  special  committee  appointed 
—  _  lot  a  newspaper  publisher,  whether  by  G.  Richard  Dew,  general 
Ilynner  Martin,  honored  by  of  honest  people  who  have  a  lot  the  newspaper  be  in  San  Pedro  manager  of  Pennsylvania  News- 
hi?.  community  for  35  years  of  of  honest  differences  of  opinion  or  in  a  larger  or  small  city  —  in  paper  Publishers  Association 
sen'ice  as  publisher  of  the  San  about  what  a  city  needs.  He  fact,  it  is  likely  to  be  a  tougher  and  president  of  Newspaper  As- 
Pcdro  News-Pilot,  was  some-  must  try  to  help  all  these  people  job  in  San  Pedro  than  in  New  sociation  Managers,  Inc.,  the  or- 
wliai  flabbergasted  at  plaques,  to  get  going  in  approximately  York,"  Mr.  Copley  said.  ganization  which  founded  the 

scrolls  and  other  mementoes  at  the  same  direction  —  the  direc-  In  addition  to  guiding  his  de-  promotion  some  two  decades 
the  capacity  dinner,  topped  by  a  tion  of  real  and  permanent  partment  heads  and  supervising  ago. 

two- week  vacation  trip  to  Ha-  progress.”  the  varied  departments,  a  pub-  Stanford  Smith,  general  man- 

waii  from  his  boss,  James  S.  ]Mr.  Copley  said  “you  may  be  lisher  “most  of  all  must  be  a  ager  of  American  Newspaper 
Copley.  surprised  that  I  mention  such  good  citizen  of  his  community.  Publishers  Association,  is  chair- 

Hut  looking  ahead  to  more  an  ignoble  thing  but  a  news-  determine  that  it  will  be  even  man  of  the  National  Newspaper 
ycar.s  in  his  position  (it  wasn’t  paper  that  cannot  make  a  profit  better  in  the  future  than  in  the  Week  Evaluation  Committee.  Its 
a  retirement  party).  Mr.  Martin  is  going  to  have  a  loss,  and  a  past,”  Mr.  Copley  concluded.  members  are  Theodore  A.  Ser- 
also  appreciated  the  sage  advice  newspaper  that  has  a  loss  is  •  rill,  executive  vicepresident  of 

given  by  Mr.  Copley  in  the  main  bound  to  skimp  on  machinery,  the  National  Editorial  Associa- 

speech  in  his  e.xplanation  of  the  or  on  brains  or  on  editorial  tion;  Ben  Blackstock,  secretary- 

.A.BC’s  of  newspaper  publishing  coverage.”  So  it  is  the  job  of  PllOENix,  Ariz.  manager  of  the  Oklahoma  Press 

and  the  real  value  of  a  dedicated  the  publisher  to  keep  solvent  The  Phoenix  Gazette  has  re-  Association;  and  W.  Melvin 
publisher  in  the  life  of  a  city.  and  keep  modern.  ceived  the  National  Safety  Coun-  Street,  general  manager  of  the 

Mr.  Copley  said  all  Copley  Citing  Mr.  Martin  as  typical  cil’s  Public  Interest  Award  for  New  York  State  Publishers  As- 
publishers  are  as  autonomous  of  the  good  publishers  of  the  exceptional  service  to  safety.  The  sociation. 

and  .self-reliant  “as  we  can  keep  country,  Mr.  Copley  said  such  a  award  was  presented  to  the  The  committee  will  meet  in 

them”  and  that  their  only  in-  publisher  goes  about  making  a  newspaper  for  its  contributions  Washington  following  the  1964 
struction  is  his  own  dad’s  policy:  profit  by  giving  a  service,  which  to  safety,  especially  in  the  area  NNW,  which  takes  place  Oct. 
“A  square  deal  for  all;  with  no  no  one  can  match.  He  makes  it  of  traffic  safety,  through  the  11-17,  to  review  the  effective- 
enemies  to  punish,  nor  entan-  by  being  a  newspaperman,  gath-  publication  of  editorials  and  ness  of  the  promotion  and  sug- 
gling  friendships  to  reward.”  ering  news,  seeing  that  it  is  de-  feature  stories  aimed  at  edu-  gest  ideas  for  improvement  in 
Commenting  that  a  publisher  livered  to  people  waiting  at  eating  the  public.  future  years. 


SpectaColor , . .  R.O.P.  . . .  full  color . . . 

Hi-fi . . .  spot  —  you  name  it,  Rockford  Morning  Star  and 
Register-Republic  can  handle  it  for  you.  And, 
Remarkable  Rockford  newspaper  readers  will  respond. 
They  do  regularly.  Ask  for  the  facts. 


ROCKFORD  MORNING  STAR. 

%i>rfcf0r2i  ISegtsf^r-ISfpublir 

ROCKFORD,  ILLINOIS 


for  SpectaColor  call  Preprint  Corporation 
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Knowland 
Denies  Bias 
On  Tribnne 

Oakland,  Calif. 

Charjfes  the  Oakland  Tribune 
discriminated  a^inst  Ne^oes 
in  its  hiring:  policies  were  re¬ 
jected  by  William  F.  Knowland, 
editor  and  assistant  publisher 
following:  a  protest  march  here. 

Agrreement  to  an  Ad  Hoc 
group’s  proposed  “contract” 
would  be  illeg:al,  the  former  U.S. 
Senator  stated.  He  has  been  in 
meetings  with  the  group  since 
May. 

A  Tribune  count  showed  120 
persons  grathered  at  the  after¬ 
noon  paper’s  plant  from  7  to 
8:30  p.m.  Sept.  4.  Teenagers 
swelled  the  crowd  to  200  during 
a  march  through  downtown 
streets,  it  was  estimated. 

“Knowland  Must  Go”  slogans 
were  included  in  the  signs  dis¬ 
played  by  the  demonstrators. 
The  group  contended  in  leaflets 
that  discrimination  was  proven 
by  the  fact  that  less  than  two 
per  cent  of  Tribune  employes 
are  Negro  in  a  community  which 
has  a  22.8  percent  Negro  popu¬ 
lation. 


Periodic  picketing  continues. 

A  second  Friday  night  dem¬ 
onstration  was  held  Sept.  11. 
Repeated  Friday  night  picket¬ 
ing  moves  are  anticipated  in  the 
committee’s  bid  for  an  agree¬ 
ment  by  Dec.  15. 

The  Ad  Hoc  Committee  staged 
two  massive  sit-in  demonstra¬ 
tions  in  San  Francisco  earlier 
this  year.  These  were  against 
a  downtown  hotel  and  an  auto 
.sales  company. 

The  Tribune  was  selected  for 
the  demonstrations  l)ecause  the 
committee  listed  the  four  San 
Francisco-Oakland  metropolitan 
dailies  in  alphabetical  order  and 
then  .started  from  the  rev’erse 
end  of  the  list,  according  to  a 
meml)er’s  response  to  a  Tribune 
reporter’s  question. 

The  picketing  threat  devel¬ 
oped  from  Tribune  refusal  to 
comply  to  a  demand  for  15  to 
20%  minority  racial  employ¬ 
ment.  The  mov’e  would  be  policed 
by  monthly  reports  and  by  plant 
inspection  trips,  the  paper 
-Stated. 

Held  Illegal 

Such  action  would  be  illegal, 
Mr.  Knowland  replied.  'The 
Tribune’s  stand  is  a  matter  of 
principle  “and  on  this  we  intend 
to  stand  regardless  of  the  time, 
cost  or  effort,”  he  stated  in  a 
front  page  editorial. 


Mr.  Knowland’s  stand  and  the 
Tribune’s  record  of  equal  op¬ 
portunity  employment  failed  to 
stop  the  demonstrations.  But 
since  the  end  of  1963  all  news¬ 
paper  job  openings  other  than 
those  available  only  through  un¬ 
ion  hiring  halls  have  been  pub¬ 
lished  in  the  newspaper. 

Under  this  program  no  de¬ 
partmental  manager  may  hire 
any  person  until  the  job  has 
been  advertised  to  the  public. 

A  second  job  opportunity  step 
was  taken  by  Ed  Landergren, 
labor  relations  manager,  when 
he  established  personal  contact 
with  the  Urban  League  Skills 
Bank  and  provided  that  organi¬ 
zation  with  job  openings  in  ad¬ 
vance  for  publication.  ULSB  is 
a  regional  organization  devel¬ 
oped  to  provide  jobs  for  mi¬ 
nority  groups. 

.\ddrd  Offers 

Recently  Mr.  Landergren’s 
office  has  offered  similar  advance 
notice  to  the  California  State 
Employment  Service  and  to  an 
adult  minority  training  organi¬ 
zation. 

These  moves  to  make  job  open¬ 
ings  known  on  an  equal  basis 
for  all  have  resulted  in  a  heavy 
response  from  both  minority  and 
majority  groups.  All  seem 
pleased  by  the  opportunity,  he 
added. 


In  hiring  the  Tribune  exj  cots 
the  successful  applicant  to  c  et 
the  job  qualifications  and  thi  se 
are  described  in  every  ad.  '  iie 
Tribune  has  never  had  a  labor 
charge  filed  against  it  by  any¬ 
body,  Mr.  Landergren  advi  jd. 
• 

Sweeps  Winners 
In  Replate  Edition 

Manchester,  N.  II. 

Publication  of  all  1,328  names 
of  the  lucky  ticket  holders  in  :he 
final  drawings  for  the  New 
Hampshire  Sweepstakes  race  at 
Rockingham  Park  in  Salem  re¬ 
quired  a  big  inside  replating  job 
in  the  morning  edition  of  the 
Manchester  Union  Lender,  Sept. 
10,  two  days  before  the  $125,- 
OOO-added  race  on  which  the 
nation’s  only  legalized  lottery 
is  based  was  run. 

Pages  22  and  23  of  the  edi¬ 
tion  were  completely  filled  with 
the  names  and  page  23  was  half- 
filled. 

Since  the  Union  Leader  is  tak¬ 
ing  no  chances  of  violating  what 
is  believed  to  be  the  present 
federal  regulations,  the  news- 
l)aper  omitted  the  drawing  lists 
in  copies  sent  through  the  mails 
or  sold  at  newsstands  outside 
the  state  of  New  Hampshire, 
as  it  had  done  when  the  previ¬ 
ous  .sweepstakes  drawings  had 
been  held. 


The  Shreveport  Times  and  Shreveport  Journal  make  it  possible  for  you  to 
colorfully  blanket  the  Ark-La-Tex  market  with  eye  appealing,  sales  gener¬ 
ating  ROP  color.  From  our  new  multi-million  dollar  newspaper  plant  , 
equipped  with  an  8  unit  Goss  Mark  I  Press  with  five  Color  Half  Decks,  L 
the  latest  model  Goss  Plate  Perfector  and  a  Color  Register  Tension  M 
Miller,  you  are  assured  of  the  finest  color  reproduction.  Include  M 
Shreveport,  the  nation’s  ninety-second  ranked  Metropolitan  Area 
Market,**  in  your  next  color  schedule! 


SRDS  August,  1964. 


134.496  Morninc  90.249 

114,297  Eveninc  44.247 

ABC  Audit  Report — Mar.  31,  1964 
I  Check  with  the  Branham  man 


ROP  COLOR  AT  WORK  FOR  YOU  . . . 
IN  THE  SHREVEPORT  ARK-LA-TEX 


in  Upstate  New  York 


•gfinocra' 


ocHtsnR 

AJFfALO 

SYRACUSE 


serving  the 
Bodies  ter, 
Buffalo, 


Syracuse 


viewing 

audience 


Another  Bonus  with  the  COLORFUL 


SUNDAY  B ma f rat  mid (Cliniuirlf 


Rrpmenied  by  (iannelt  Advarliiinf  Sato*  Inc  .  Ntw  York. 

Philadelphia.  Chicafo.  Boaton.  Syracuse.  Oalrolt. 

We»t  ('oaii  Repreaanlative  Nelaon  RobarU  and  Aaaociataa 


Member  of  the  Pulitzer  Prize  Winning  Gannett  Group 

Rochester,  N.Y. 

Home  of  the  SKILLionaire 


Can’t  Please 
Politicians, 
Steele  Says 

Vergennes,  Vt. 

“Political  campaif^ns,  espe¬ 
cially  hot  ones,  always  bring  a 
tidal  wave  of  complaints  against 
newspaper  coverage,”  asserted 
Richard  C.  Steele,  publisher  of 
the  Worcester  (Mass.)  Telegram 
and  Gazette. 

Mr.  Steele  gave  the  keynote 
address  at  a  meeting  of  the  New 
England  Association  of  Circu¬ 
lation  Managers  at  Basin 
Harlwr  Club  here. 

Resent  Criticism 

“This  is  understandable  for 
filings  of  partisanship  are  run¬ 
ning  high,”  continued  Mr.  Steele. 
“When  a  man  is  emotionally 
committed  to  a  cause  or  a  public 
figure,  an  objective  story  about 
that  cause  or  public  figure  will 
often  seem  like  an  attack. 

“An  objective  story  will  often 
sound  unfriendly,  while  any 
criticism,  no  matter  how  well 
justified,  will  not.  Most  people 
resent  any  criticism,  no  matter 
how  well  justified. 

Space  Problem 

“A  special  source  of  misunder¬ 
standing  has  to  do  with  space 
in  a  political  campaign.  Only  a 
tiny  fraction  of  most  political 
speeches  can  be  reported  ver¬ 
batim.  The  rest  must  be  para¬ 
phrased. 

“It  is  almost  inevitable  that 
differences  will  arise  here  as  to 
the  most  important  points  in  a 
speech.  Rare  is  the  political  as¬ 
pirant  who  agrees  100  percent 
with  the  reporter  on  what  is  the 
most  important  thing  to  quote 
in  any  particular  speech,  and 
rarer  still  is  the  candidate  who 
thinks  that  any  two-paragraph 
summary  of  a  speech  puts  the 
emphasis  in  exactly  the  right 
place.” 


Btirlington  (Vt.)  Free  Press, 
.stressed  that  newspapers  com¬ 
pete  freely  with  one  another 
and  that  anyone  can  start  a 
newspaper  and  does  not  have  to 
be  licensed  by  the  federal  gov¬ 
ernment. 

In  First  Place 

“Newspapers  are  still  in  first 
place  among  all  measured  media 
in  total  volume  of  advertising 
by  a  wide  margin,”  said  Mr. 
McClure.  “Not  only  do  news¬ 
papers  sell  more  goods  for  more 
advertisers  than  any  other 
Inedia,  but  newspapers  get  more 
dollars  of  advertising  than  all 
the  radio  stations,  all  the  tele¬ 
vision  stations,  and  all  the 
magazines  combined.” 


State  Dept.  Has 
New  Spokesmen 

Washington 

James  L.  Greenfield,  40,  a 
Harvard  graduate  who  has  been 
a  Washington  diplomatic  corre¬ 
spondent  and  a  news  correspond¬ 
ent  from  Asia  and  Europe  for  a 
news  magazine,  was  named  As¬ 
sistant  Secretary  of  State  for 
Public  Affairs  at  a  salary  of 
$27,000  a  year. 

He  had  served  as  deputy 
under  Robert  J.  Manning,  who 
resigned  to  re-enter  the  maga¬ 
zine  field. 

No  Secrecy 

“We  cannot  have  a  policy  in 
.secrecy,”  said  Mr.  Greenfield. 
“Any  policy  pursued  in  .secret  is 
doomed  to  utter  failure.  Further¬ 
more  a  policy  has  to  be  good. 
And  one  way  to  find  out  about 
that  is  to  expose  it  to  public 
view.” 

Mr.  Greenfield  appointed  Rob¬ 
ert  J.  McCloskey,  a  former 
newspaperman  in  Bethlehem, 
Pa.,  to  be  director  of  the  office 
of  news.  As  such,  Mr.  McCloskey 
will  hold  most  of  the  State  De¬ 
partment’s  daily  news  confer¬ 
ences. 


Humphrey  and  Benson 


Two  Named 
Humphrey 
Press  Aides 

Washington 

A  pair  of  ex-newsmen  will 
provide  the  one-two  punch  to  the 
press  operations  for  the  Demo¬ 
cratic  Vice  Presidential  nominee. 
Senator  Hubert  Humphrey 
(Minn.) 

Bob  Jensen,  a  former  Wash¬ 
ington  reporter  for  the  Buffalo 
(N.  Y.)  Evening  News,  will  be 
the  Senator’s  press  secretary, 
and  will  travel  with  him  during 
the  campaign.  Ted  Van  Dyk, 
formerly  a  reporter  for  the 
Seattle  (Wash.)  Times,  will  be 
the  press  and  information  co¬ 
ordinator  in  Washington. 

Mr.  Jensen  is  a  1958  graduate 
of  the  University  of  Minnesota 
and  first  met  Senator  Humphrey 
when  he  was  mayor  of  Minne¬ 
apolis.  He  was  a  reporter  and 
deskman  for  the  Rochester 
(N.  Y.)  Deinocrat  and  Chronicle 
and  later  for  the  Associated 
Press  in  Albany.  Mr.  Jensen 
was  assistant  night  city  editor 
for  the  Washington  (D.  C.) 
Post  from  1953  to  1957,  and 
joined  the  Buffalo  Evening 
News  Bureau  in  1957. 

Mr.  Van  Dyk  left  his  job  as 
press  and  information  coordina¬ 
tor  in  Washington  for  the  Euro¬ 
pean  Common  Market,  Coal  and 
Steel  Community  and  Atomic 
Energy  Commission  to  work  for 
Senator  Humphrey.  He  was 
graduated  from  the  University 
of  Washington  in  1955  and  at¬ 
tended  Columbia  University 
Graduate  School  of  Journalism. 
He  worked  for  United  Press  and 
for  the  Seattle  Times,  and  en¬ 
tered  the  public  relations  field 
with  the  Prudential  Insurance 
Company  in  New  Jersey  in  1958. 
Mr.  Van  Dyk  joined  a  small 
group  of  Senator  Humphrey’s 
friends  in  January  to  work  for 
the  Senator’s  nomination  for 
Vice  President.  He  joined  the 
Humphrey  staff  fulltime  in  July. 


J.  Warren  McClure,  publisher. 
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S»atfl9  Tim€$  photo  by  Josof  Scayloa 

SEATTLE  TIMES  readers  BOUGHT  Seattle  Times  readers  are  on 

the  move-doing  things.  Seeing 

1 11 II  nr  Til  r  iAIiA  ^^''^9®'^^y''^9^’^'^9S*-3Styear,66%ofthe 

f  ww  Ur  Int  w  f  yOww  w^lmW  new  car  buyers  in  the  Seattle  area  were 

reached  by  The  Seattle  Times,  according 

SOLD  IN  THE  SEAHLE  METRO  AREA  LAST  YEAR  LIomT  " 

Of  the  families  who  bought  small  appliances,  60%  read  The  Seattle  Times.  Other  totals*  f'lmiture  (61%), 
auto  tires  (61%),  men's  suits  (66%),  vacuum  cleaners  (61%),  and  refrigerators  (59%), 

Seven  out  of  ten  newspaper  readers  in  Seattle  read  The  Seattle  Times. 

You  can  sell  them  by  placing  your  "A"  schedules  consistently  in  The  Seattle  Times. 

Seattle  Simes 

Represented  by  Cresmer,  Woodwsrd,  O'Mera  &  Ormsbee,  Inc. 

New  York  •  Philadelphia  •  Atlanta  •  Chicago  •  Detroit  •  Minneapolis  •  San  Francisco  •  Los  Angeles 


L.A.  Times 
Disclosed 
Hoffa  Loans 

Los  Angeles 

Recent  conviction  of  Janies  R. 
Hoffa  and  six  associates  in  a 
multi-million-dollar  Teamsters’ 
pension  fund  fraud  scheme  was 
the  climax  to  a  relentless  and 
massive  investigation  conducted 
by  the  Los  Angeles  Times. 

The  Times  carried  30  copy¬ 
righted  articles  in  1962  and 
1963,  after  staff  writers  became 
aware  of  a  secret  federal  grand 
jur>'  investigation  under  way  in 
Los  Angeles  during  January, 
1962.  Soon  it  developed  the 
probe  was  nationwide. 

Travelled  All  Over 

Times  reporters  traveled  to 
Washington,  Miami,  Atlanta, 
Birmingham,  Las  Vegas,  Reno, 
San  Francisco  and  San  Diego, 
checking  out  leads.  The  story 
w'as  broken  May  10,  1962,  after 
a  stormy  interview  in  Los  An¬ 
geles  which  Hoffa  angrily  and 
abruptly  ended  as  he  was  ques¬ 
tioned  about  some  of  the  bene¬ 
ficiaries  of  the  loans. 

The  first  articles  revealed  in¬ 


vestments  by  the  Teamsters’ 
Central  States,  Southeast  and 
Southwest  Areas  Pension  Fund 
in  Las  Vegas  enterprises  con¬ 
trolled  by  partnerships  of 
gamblers.  They  included  the 
Fremont,  Dunes  and  Stardust 
gambling  hotels,  the  Stardust 
Golf  Club,  the  Sunrise  Hospital 
and  the  Nevada  Building.  Others 
not  involving  the  gambling  fra¬ 
ternity  were  the  Checker  Cab 
Company,  operated  by  ex-Teams- 
ter  official  Homer  L.  Woxberg, 
and  the  Paradise  Valiev  Country 
Club. 

Big  Inveslmenl 

Investments  by  the  pension 
fund  in  the  Nevada  gambling 
areas  eventually  reached  $22,- 
000,000,  the  'Times  revealed. 
Those  benefiting  from  the  loans 
included  such  figures  as  Morris 
(Moe)  Dalitz,  Allard  Roen,  and 
William  Israel  (Izzy  Lump- 
Lump)  Alderman.  These  loans 
were  not  linked  to  the  fraud 
conspiracy  on  which  Hoffa  and 
his  associates  eventually  were 
convicted. 

The  second  article  brought  in 
the  name  of  Benjamin  Dranow, 
Hoffa’s  “man  of  many  talents’’ 
and  the  chief  among  his  co¬ 
defendants.  The  seventh  article 
involved  a  third  defendant,  S. 
George  Burris,  regarding  $3,- 
500,000  borrowed  from  the  fund 
by  First  Berkeley  Corporation, 


headed  by  Burris,  for  purchase 
of  seven  Cornell  buildings  in  the 
downtown  Los  Angeles  garment 
industry  district  and  the  Beverly 
Wilshire  Health  Club. 

The  next  Times  disclosure  was 
a  $2,333,000  pension  fund  loan 
commitment  on  the  old  Whit¬ 
comb  Hotel  in  San  Francisco,  a 
deal  which  fell  through  after 
nearly  $300,000  in  fees  disap¬ 
peared  through  intermediaries. 
(This  deal  was  not  a  part  of  the 
fraud  prosecution.) 

The  name  of  Abe  Weinblatt,  a 
fourth  defendant,  came  out  on 
Aug.  1,  1962  in  a  Times  inter¬ 
view  with  Lou  Poller,  Miami 
banker,  who  was  indicted  the 
next  day  on  a  perjury  charge, 
later  dropped  when  he  cooper¬ 
ated  in  the  government’s  investi¬ 
gation.  The  indictment  was  the 
first  public  acknowledgement  by 
the  Justice  Department  that 
operation  of  the  pension  fund 
was  under  investigation,  three 
months  after  the  Times  started 
its  disclosures. 

The  stories  on  Aug.  26,  27  and 
28,  1962,  revealed  details  of  the 
$3,000,000  loans  on  Internation¬ 
al  Airport  Hotel  Systems,  Inc., 
hotels  in  Miami  and  Birming¬ 
ham,  which  were  to  become  a 
major  part  of  the  fraud  case. 

Other  DiscIoKUres 

Among  other  pension  fund 
loans  disclosed  in  the  Times 


.stories  were  those  on  Tv  Is 
Shor’s  New  York  restaui  .nt 
and  a  chain  of  motels  in  wh  .  h 
singer  Doris  Day  is  an  invesa  r, 
although  they  were  not  lint,  d 
to  the  fraud  scheme. 

On  Oct.  23,  1962,  the  ne.;.s- 
paper  disclosed  the  details  of 
one  of  the  major  loans  to  l)e- 
come  involved  in  the  fraud  pi  os- 
ecution,  the  $4,585,555  invest¬ 
ment  in  the  Fontainebleau 
Motor  Hotel  in  New  Orleans, 
revealing  the  name  of  Zachary 
A.  Strate  Jr.,  the  fifth  defend¬ 
ant.  This  story  also  revealed 
the  $4,300,000  loans  of  the 
soon-to-be  bankrupt  Everglavles 
Hotel  in  Miami  and  $2,800,000 
on  the  North  Miami  General 
Hospital,  together  with  the  role 
of  a  sixth  defendant,  Calvon 
Kovens. 

Next  came  the  disappearance 
of  Dranow,  who  jumped  bail  on 
other  charges  facing  him  in  late 
October,  1962.  At  the  time 
Dranow  was  recaptured  in 
Miami,  the  Times  revealeil  de¬ 
tails  of  a  $2,750,000  loan  on 
Reno’s  Riverside  gambling  hotel. 
The  hotel  later  went  bankrupt. 

The  last  defendant,  Samuel 
Hyman,  and  his  involvement  in 
loans  of  more  than  $2,000,000 
for  the  Key  West  Foundation, 
Inc.,  in  Florida,  were  revealed  in 
the  Times  on  Nov.  29,  1962,  in 
connection  with  his  appearance 
in  Dranow’s  bail-jumping  case. 
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A  minimum 
of 
3 

PLATES 
a  minute 

by  the  M-A-N  push-button  process 

The  fully-automatic  M-A-N  Caster/Finisher  was  designed 
to  meet  the  rigid  requirements  of  the  most  sophisticated 
newspaper  operation  ...  and  has  proven  its  capabilities  in 
actual  production.*  It  casts,  shaves,  cools,  dries  and  trims 
a  predetermined  number  of  plates  from  any  standard  news¬ 
paper  mat.  For  a  completely  modern  molding  and  casting 
operation  the  M  A-N  Caster/Finisher  should  be  comple¬ 
mented  by  the  fully-automatic  M-A-N  Multopress.  Both  are 
available  exclusively  through  R.  Hoe  & 

Co.,  Inc.,  910  E.  138th  St.,  N.  Y.  54,  N.  Y.  Wm  W  Ci 

M-A-N  CASTER/FINISHER 

'Units  now  in  operation  or  on  order  for  Louisville  Courier-Journal,  Orlando  Sentinel-Star,  Los  Angeles  Times,  The 
Oklahoman,  Portland  Oregonian,  Birmingham  Hews  and  La  Presse  (Montreal). 
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HAS  BEEN  CAPTURING 

READER  ATTENTION 

FOR  54  CONSECUTIVE  WEEKS 


in  Illinois'  other  prime  market 


As  the  list  of  SpectaColor  markets  grows,  remember  that  the 
Peoria  Journal  Star  has  been  running  SpectaColor  each  week 
for  more  than  a  year.  Peoria  Jaurnal  Star  people  are  among 
the  most  experienced  SpectaColor  experts  in  the  nation,  long 
ago  perfecting  the  techniques  that  many  athers  are  just  now 
beginning  to  explore.  It's  your  assurance  af  prime  SpectaCalor 
production— rotagravure  or  offset— by  the  prime  selling  medium 
in  "Illinois'  Other  Prime  Market." 

Pcona  Journal  Star 


National  Representatives: 

CRESMER,  WOODWARD,  O'AAARA  AND  ORMSBEE,  INC. 
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COLOR  is  a  growing  thing  in 
Lubbock,  Texas!  We’re  doubly 
proud— our  1962  color  linage  was 
an  all-time  high,  but  we  topped  it 
14%  in  '63  . . .  and  this  year’s 
more  colorful  than  ever! 


ROP  COLOR 
AVAILABLE 
ANY  ISSUE 

WEEKDAYS  &  SUNDAY! 


WAYNE  HENLY,  Adv.  Director 
LESTER  M.  HORNER,  Mgr.  Gen.  Adv. 


TEXAS  DAILY  PRESS  LEAGUE,  INC. 
Nitional  Rspresentativt 


Switzerland  an  *Old  Home  Town’ 
To  Casey  Herrick’s  Subscribers 


By  David  Resnick 


Geneva 

American  tourists  who  visit 
Switzerland  are  pleasantly  sur¬ 
prised  to  find  an  interesting 
English-language  newspaper,  the 
Weekly  Tribune  of  Geneva,  on 
the  newsstands  in  the  larger 
cities.  Few  of  them  are  aware, 
however,  of  the  success  story 
of  its  founder  and  publisher,  an 
American  advertising  woman 
from  New  York  City,  Mrs. 
Casey  I.  Herrick. 

Mrs.  Herrick  started  the  pa¬ 
per  in  December,  1958,  with  just 
$2,000  of  her  own  and  $3,000  of 
borrowed  capital.  It  began  to 
show  a  profit  after  its  first  year. 
Today,  with  a  staff  of  five  em¬ 
ployes  The  Weekly  Tribune  is 
flourishing. 

Mrs.  Herrick  is  the  daughter 
of  the  late  Stanley  M.  Isaacs,  a 
former  Borough  President  of 
Manhattan.  Her  husband,  Snow¬ 
den  T.  Herrick,  is  chief  of  the 
Public  Information  Division  in 
the  International  Labor  Organi¬ 
zation  of  the  United  Nations. 

To  Make  Her  Life  Easier 


In  a  special  issue,  celebrat- 
irg  the  fifth  anniversary  of  the 
paper,  Mrs.  Herrick  published 
an  article  entitled  “How  Not  to 
Start  a  Weekly  Paper  —  In 
One  Easy  Lesson.”  It  began; 
“Launching  an  English  -  lan¬ 
guage  newspaper  in  Switzerland 
wasn’t  much  more  difficult,  let’s 
say,  than  launching  a  rocket  to 
Mars.” 

The  Tribune’s  Fifth  Anni¬ 
versary  Issue  nevertheless  car¬ 
ried  extensive  advertising  from 
American  and  Swiss  firms,  as 
well  as  glowing  tributes  and 
congratulations  from  the  Amer¬ 
ican,  British,  Canadian  and  Aus¬ 
tralian  Ambassadors  in  Switz¬ 
erland. 

News  and  feature  stories 
reach  the  office  in  French,  Ger¬ 
man,  Italian  —  or  English  — 
from  “stringers”  throughout 
Switzerland.  The  paper  is 
printed  by  La  Tribune  du 
Geneve,  and  none  of  the  print¬ 
ers  know  English.  Careful  proof 
reading,  however,  keeps  errors 
to  a  minimum. 


In  New  York,  Casey  Herrick 
had  been  a  partner  and  execu¬ 
tive  vicepresident  of  the  A.  M. 
Sneider  Advertising  Agency; 
fashion  coordinator  of  the  Hir- 
shon-Garfield  Agency;  and  on 
the  staffs  of  the  newspapers 
P.M.  and  the  Herald  Tribune. 
Finding  herself  in  Switzerland 
because  of  her  husband’s  posi¬ 
tion  with  ILO,  she  learned  that 
Switzerland  has  50,000  English- 
speaking  permanent  residents,  in 
addition  to  a  transient  summer 
population  of  several  hundred 
thousands. 

“To  make  life  easier  for  peo¬ 
ple  like  me  with  an  insufficient 
knowledge  of  French,”  she  re¬ 
calls,  “I  decided  to  launch  an 
English-language  newspapei.” 


deliver  only  single-rate, 
entire-state  market  in  U.S. 

Single-Rate  Plan 

economical  for  national 
advertisers— all  rates  local 

hits  the 

$9,442*  buying  income  per  household 
For  information,  contact: 

NEWS-JOURNAL  PAPERS 


Wilmington,  Delaware 
or  Story,  Brooks  &  Finley,  Inc. 

\*0  SAUS  MANAGEMENT  Seney  . . 

_ 1  Beyiie  Pwwt  7/10/64 _ 


IVo  Place  for  Editorials 

Community  news  of  practical 
interest  to  the  family  is  featured 
in  the  Weekly  Tribune,  which 
has  a  small-town  air,  and  the 
important  news  of  the  rest  of 
the  world  is  compressed  to  less 
than  a  column  of  one-sentence 
items  headed  “World  News  in  a 
Flash.”  Each  issue  has  10  pages, 
but  special  issues  are  usually  20 
pages. 

Since  Geneva  is  an  interna¬ 
tional  center  for  diplomats  and 
non-governmental  organizations, 
and  the  residence  of  individuals 
with  a  wide  diversity  of  strong¬ 
ly-held  political  and  other  opin¬ 
ions,  the  paper  finds  it  advisable 
not  to  publish  editorials. 

Half  of  the  paper’s  revenue 
comes  from  advertising.  Air¬ 
lines,  banks,  and  local  stores 
have  been  the  leading  adver¬ 
tisers.  Mrs.  Herrick  sells  most 
of  the  advertising  personally. 

The  paid  circulation  of  the 
Weekly  Tribune  is  more  than 
5,000,  which  includes  1,400 
copies  bought  in  bulk  by  hotels 
and  travel  organizations  for 
their  customers.  The  paper  is 
sold  on  newsstands  for  60  cen¬ 
times  (14  cents).  It  boasts  sub¬ 
scribers  in  22  other  countries, 
chiefly  among  those  in  interna¬ 
tional  circles  who  once  lived  in 
Geneva  and  still  regard  it  with 
affection  as  an  “old  home  town.” 

Mrs.  Herrick’s  chief  assistant 
is  Mrs.  Ingrid  Etter,  who  started 


Mrs.  Casey  Herrick 


as  a  feature  writer  in  1960  and 
was  named  editor  last  year.  Mrs. 
Etter,  an  Englishwoman  mar¬ 
ried  to  a  Swiss,  was  formerly  on 
the  staff  of  the  Sunday  Times  in 
London. 

• 

Divorce  Settlement 
Made  for  Mrs.  Copley 

James  S.  Copley,  48,  chairman 
of  the  corporation  publishing  the 
Copley  Newspapers  in  California 
and  Illinois,  has  been  divorced 
by  his  wife,  Jean. 

She  charged  extreme  cruelty 
and  received  an  interlocutory 
decree.  Under  a  property  settle¬ 
ment,  she  will  receive  $100,000 
a  year  for  life,  plus  support 
payments  of  no  less  than  $5,000 
a  year  for  each  of  their  two 
adopted  children.  She  was 
granted  custody  of  the  children, 
Janice  and  Michael,  both  15. 

The  Copleys,  who  lived  in  La 
Jolla,  were  married  in  Riverside 
March  29,  1946.  They  separated 
May  19,  1963,  according  to  the 
suit. 

• 

Noel,  Valentine  Macy 
Sell  Ra4lio  Station 

Washington,  D.  C. 

The  sale  of  radio  stations 
WFAS  AM  and  FM.  White 
Plains,  N.Y.  to  a  Cleveland  in¬ 
vestment  group  was  announced. 

The  station  was  principally 
owned  by  .1.  Noel  Macy  and  Val¬ 
entine  E.  Macy  who  recently 
sold  their  chain  of  Westchester 
County  newspapers  to  Gannett 
Newspapers. 

The  price  was  $850,000  in  an 
all-cash  transaction  which  is 
subject  to  FCC  approval. 

Heading  the  purchasing  group 
are  Norman  Wain,  Robert  Weiss  i 
and  Joseph  Zingale,  all  former 
members  of  the  sales  staff  of 
WHK  Cleveland. 
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What  did  the  B/W  Chicadee  say  when  he  found  the  4/C  Peacock  feather?  He  said, 


"This  reminds  me— Detroit  Gravure  Corporation  is  now  producing  millions  of  full  color 
rotogravure  preprinted  newspaper  inserts  at  incomparable  prices.  With  30  years  of 
experience  in  multi-color  rotogravure  printing  and  new,  specially  designed  equipment, 
their  craftsmen  are  producing  these  preprints— preprinted  packaging  material,  too— in 
quantities  up  to  2,000,000  units  per  day,  and  saving  production  costs.  Detroit  Gravure 
can  handle  the  whole  job,  from  your  art  to  shipment  of  the  rewound  rolls  to  newspaper 
or  converting  plants  anywhere.  To  hear  the  whole  intriguing  story,  write  or  call 

■  613  Abbott  Street,  Detroit  26, 


Team  Media 
On  Poverty, 
Shriver  Says 


REPORTER  HONORED — David  Chandlerj  ri9ht),  New  Orleans  (La.) 
States-lfem  reporter,  receives  trophy  from  Joe  En9lert,  community  re¬ 
lations  representative  in  New  Orleans  of  the  Kaiser  Aluminum  & 
Chemical  Corporation,  for  best  new  story  award  of  the  press  club  of 
New  Orleans. 


elude  units  of  articles  on  the 
moon,  oceanography,  life  on 
other  worlds,  radiations,  fossils 
and  the  heart. 

Preprints  of  the  articles  are 
available  to  Upper  Midwest 
teachers  at  no  charpe  or  oblipa- 
tion.  Teachers  also  may  receive 
topic  outlines  prepared  by  Clif¬ 
ford  I).  Simak,  coordinator  of  the 
program  and  Minneapolis  Star 
science  columnist. 

The  Science  Reading  Series 
was  developed  by  the  Minne¬ 
apolis  Tribune  with  the  assist¬ 
ance  of  an  advisory  board  of 
educators. 


Minn.  Tribune’s 
Science  Series 
Begins  2nd  Year 

Minneapolis,  Minn. 

The  Minneapolis  Tribune  Sci¬ 
ence  Reading  Series  will  begin 
its  second  full  school  year  of 
publication  Sept.  21  with  the 

first  of  five  articles  about  tbe 
moon. 

The  Science  Reading  Series 
was  inaugurated  in  January, 

19(53,  to  help  Tribune  readers 
and  Upper  Midwest  secondary 
school  teachers  keep  up  to  date  Name  Sullivan  Head 
on  the  theories  and  discoveries  Qf  Technical  Sclionl 
that  form  the  basis  of  current 

scientific  thought.  Knoxville,  Tenn. 

More  than  2,000  teachers  in  Howard  W.  Sullivan  was 
1,344  schools  requested  Science  named  director  of  the  Technical 
Series  materials  during  the  Trade  School,  training  institute 

1963-64  school  year.  and  printing  plant  operated  by 

Each  Monday  during  the  the  International  Printing 

.school  year,  an  article  on  a  dif-  Pressmen  and  Assistants’  Union 
ferent  phase  of  science  will  be  at  Pressmen’s  Home,  Tennessee, 
published  in  the  Tribune.  The  He  succeeds  George  O.  Baker, 
articles  will  be  in  non-technical  who  retired  September  4. 
language,  written  by  leading  Mr.  Sullivan  joined  the  staff 
scientists,  research  men  and  sci-  of  the  school  in  September  1939, 
ence  writers.  Each  article  will  was  made  an  instructor  in  1946, 
be  allotted  nearly  a  full  page  of  and  since  August  1956  has  been 
news  space.  director  of  the  Union’s  appren- 

The  1964-65  program  will  in-  tice  training  program. 
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This  year  they  re  using  tigers  to  promote  e\’er\'thing, 
from  gasoline  to  breakfast  food,  hair  tonic  to  tires. 
\o  matter  what  kind  of  product  ijmn  tiger  is  selling, 
he’ll  produce  more  sales  for  you  with  the  high 
market  ttiverage,  <pialit\'  and  impact  of  spot  or  full 
COLOR— produced  with  real  craftsmanship  in  the 


ALTOONA  PENNSYLVANIA'S  ONLY  DAILY  NEWSPAPER 

Richard  E.  Beeler,  Advertising  Manager 


MAXIMUM  COLOR  POSITIONS-PLUS  FLEXIBILITY! 


Black-and-white  statistics  tell  a  colorful  story  in  St.  Paul 
.  .  .  where  local  and  notional  advertisers  have  consistently 
kept  the  Dispatch  and  Pioneer  Press  right  up  among  the  na¬ 
tion's  lineage  leaders  in  ROP  color. 

And  small  wonder.  With  a  112-page  capacity,  our 
presses  can  produce  8  lull  color  and  16  spot  color  pages  in 
one  edition  .  .  .  with  virtually  unlimited  sectional  positions 
available. 

But  capacity  for  color  isn't  the  whole  story.  The  Dis- 
potch-Pioneer  Press  is  equipped  with  the  most  modern 


PAUL 


DISPATCH 


R  I  0  D  E  R 


NEWSPAPER 


PIONEER  PRESS 


geared-for-color  Goss  presses  and  supplementary  equipment 
to  provide  the  ultimate  in  flexibility  and  excellent  repro¬ 
duction. 

Long  recognized  as  producers  of  outstanding  color 
work,  the  Dispatch-Pioneer  Press  also  provides  the  one  vital 
ingredient  so  necessary  to  quality  color  printing  . . .  technical 
know-how  coupled  with  that  intangible  thing  called  pride 
in  a  job  well  done. 

That's  why  we  soy,  "To  sell  'em  in  St.  Paul,  tell  'em 
in  COLOR  ...  in  the  St.  Paul  Dispatch-Pioneer  Press!" 


Representatives 

SAWYER-FERGUSON-WALKER,  INC. 

New  York  •  Detroit  •  Chicago  •  Philadelphia  •  Atlanta 
Los  Angeles  •  San  Francisco  •  Minneapolis  •  St.  Paul 
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Trib  Editor 
Makes  Color 
Pet  Project 

Chicago 

Editorial  color  has  become  a 
pet  project  of  Tom  Furlong, 
assistont  managing  editor/fea¬ 
tures,  of  the  Chicago  Tribune, 
to  the  point  that  he  ran  during 
the  past  summer  a  provocative 
midweek  color  feature  on  Chi¬ 
cago  scenes  that  elicited  much 
favorable  comment. 

“We  had  been  doing  midweek 
and  Sunday  fashions  in  color,” 
-Mr.  Furlong  said,  “and  we  de¬ 
cided  to  shoot  some  copy  that 
had  an  appeal  for  everyone.” 

Set  off  with  ample  white 
space,  the  Tribune’s  editorial 
four-color  features  on  page  one 
of  the  women’s  section  caught 
on  fast. 

One  of  the  most  engaging  was 
a  shot  of  a  little  girl,  pursing 
her  mouth  in  anticipation  of 
breaking  a  soap  bubble  she  had 
just  contrived.  This  was  Mr. 
Furlong’s  favorite  of  the  series. 

Another  titled  “Summer  Is 
Love  at  First  Sight”  depicted  a 
three-year-old  girl  becoming 
acquainted  with  a  week-old 


llama  at  a  zoo. 

Another  showed  father  and 
daughter  on  horseback  in  the 
heart  of  the  city,  with  shadows 
of  Loop  buildings  forming  a 
backdrop. 

Tribune  editorial  color  bas 
been  on  the  increase  since  last 
year,  for  example: 

All  daily,  24  pages  in  1963; 
18  to  Aug.  19,  1964. 

Sunday  features,  39  pages  in 
1963,  22  to  Aug.  19. 

Book  section,  six  pages  in 
1963;  21  pages  to  Aug.  19. 

Total,  including  promotion, 
135  pages  in  1963;  111  to  Aug. 
19. 

*  *  « 

Reed  Lawton  &  Assoc.,  Inc., 
of  North  Hollywood,  Calif.,  has 
established  a  news  bureau  serv¬ 
ice  for  small  and  medium  sized 
business  and  industry,  primarily 
in  the  San  Fernando  Valley. 

*  *  « 

•lean  Robison  has  formed  the 
Robison  Agency,  financial  ad¬ 
vertising  and  financial  public 
relations  firm  in  Los  Angeles. 

*  *  « 

Thomas  F.  Swan  has  left  Mil- 
ton  Bradley  Company  where  he 
was  advertising  director  to  be¬ 
come  v'icepresident  in  charge  of 
advertising  and  marketing  serv¬ 
ices  for  the  Lewis  A.  Shaw 
Associates,  Springfield,  Mass, 
agency. 


Red  Newsprint 
Suggested  for 
Use  at  Christmas 

Dayton,  Ohio 

The  first  truly  red  newsprint 
it  ever  developed  —  and  be¬ 
lieved  to  be  the  first  ever  — 
has  been  announced  by  Abitibi 
Sales  Company  Ltd. 

“It’s  a  new  kind  of  paper 
called  ‘Christmas  Crim.son,’  and 
in  a  word,  it’s  ‘red’,”  said  G.  P. 
Thurston,  vicepresident  of  Abi¬ 
tibi  Service,  Inc.,  here. 

“To  our  knowledge  it’s  the 
first  time  ever  for  a  red  news¬ 
print,”  Mr.  Thurston  said. 

“Abitibi  sales  asked  their  ex¬ 
perimental  people  at  Iroquois 
Falls,  Ontario,  to  develop  a  red 
that  would  show  black  ink  well 
—  and  they  did.” 

Dayton  and  Cincinnati  adver¬ 
tisers,  to  whom  it  was  first  of¬ 
fered,  showed  instant  enthusi¬ 
asm. 

Abitibi  Service  in  Dayton  of¬ 
fers  samples  and  price  infor¬ 
mation,  but  the  paper  will  be 
.supplied  by  Abitibi  Sales  Com¬ 
pany,  Ltd.,  in  Toronto.  Price  is 
$152.50  per  ton,  including  duty. 

“We  see  it  as  a  cover  sheet 
for  Christmas  Eve  or  Christmas 


editions,  interleaved  with  gi<  n 
and  white  newsprint,  a  fly  she  ^t 
for  a  special  Christmas  adv  r- 
tiser  or  as  cover  sheet  for  a 
special  section,”  Mr.  Thurston 
said. 

♦  ♦  • 

Norman  E.  Ross,  formerly 
with  Campbell-Ewald,  Chicago 
division  has  joined  Geyer  Morey 
Ballard  Inc.  in  Chicago  to  take 
over  as  account  executive  on  the 
John  Morrell  &  Company  Reu 
Heart  division  account. 

*  *  « 

Philip  I.  Ross,  president  of 
Philip  I.  Ross  Co.  Inc.  advertis¬ 
ing  agency,  has  been  appointed 
chairman  of  the  awards  com¬ 
mittee  of  the  First  Advertising 
Agency  Network  competition. 

*  *  * 

Seymour  Parker,  previously 
media  planner  with  J,  Walter 
Thompson  Company,  has  moved 
over  to  Foote,  Cone  &  Belding 
as  a  media  supervisor,  assigned 
to  the  Clairol,  Equitable  life 
Assurance  Society  of  the  U.  S. 
and  Health  Insurance  Institute 
accounts. 

*  *  * 

Robert  Sullivan,  President  of 
Lavelle  Rubber  Company  of  Chi¬ 
cago  and  Burlington,  Wisconsin, 
has  announced  the  re-appoint¬ 
ment  of  O’Grady-Andersen- 
Gray  Inc.  as  the  company’s  ad¬ 
vertising  agency. 
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'LAKE  COUNTY  is  1st.  in  Illinois  in  effective  buying  power  per  household  J10,944  •  LAKE  COUNTY  is  1st  in  Illinois  in  totol  soles  in  eating  and  drinking 
places  •  LAKE  COUNTY  is  1st.  in  apparel  store  soles  •  LAKE  COUNTY  is  2nd.  in  Illinois  in  retail  soles  •  LAKE  COUNTY  is  2nd.  in  Illinois  in  drug 
soles  •  LAKE  COUNTY  is  2nd.  in  Illinois  in  general  merchondise  soles  •  LAKE  COUNTY  is  2nd.  in  Illinois  in  furniture-household-appliance  sales  •  LAKE 
COUNTY  is  2nd.  in  Illinois  in  lumber-buildirtg-appliance  soles  •  THE  WAUKEGAN  NEWS-SUN  is  LAKE  COUNTY'S  only  doily  newspaper  •  ’not  including 
Cook  County. 

/or  further  in/ormation  contact;  Roy  L.  Dupui*,  National  Advertising  Manager,  116  Madison  Street,  Waukegan,  Illinois,  Area  Cede  312  -  336-1111 
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SROCIRT  ADVERTISING 

WHETS  KANSAS  CITY  APPETITES 

Kuiisus  City’s  Krocer>-  market  is  tooth-und-iiail  competitive,  makes 
Urocers  and  food  manufacturers  ardent  Kansas  City  Star  advertisers. 

The  Star  ranks  3rd  in  America  in  total  urocery  lineage,  2nd  in  retail 
grocery  lineage.  (In  a  city  that  is  2.3rd  among  the  nation's  popula¬ 
tion  centers.) 

To  spotlight  their  message  amidst  so  much  food  lineage,  more  and 
more  Star  grocery  advertisers  use  COLOR.  Bright,  tempting,  sales- 
making  COLOR.  Each  year,  over  half-a-million  lines  of  The  Star’s 
total  grocery  advertising  are  in  COLOR. 

Star  COLOR  whets  appetites.  Highly  trained  specialists  see  to 
that.  They  handle  nothing  but  COLOR  — supervise  master-match¬ 
ing  in  the  stereotype  room,  regulate  electronic-eye  registering  on 
the  presses,  fuss  over  their  own  “Rube  Goldberg”  contraption  that 
duplicates  press  conditions  while  zeroing-in  registration. 

To  he  sure  that  art  and  plates  are  tailored  to  The  Star’s  newest 
COLOR  printing  refinements,  a  complimentary  consulting  service 
is  now  available  to  advertisers  and  agencies  planning  COLOR 
in  The  Star. 

THE  KANSAS  CITY  STAR 


1 729  Grand  Ave.,  K.  C.,  Mo.  •  2 1  East  40th,  New  York  •  202  South  State,  Chicago  •  Nelson  Roberts  in  Los  Angeles  and  San  Francisco 


Woman’s  Colorful  Ads 
Sell  Korvette  Stores 


By  Philip  N.  Schuyler 

Colorful  and  dramatic  as  the 
woman  who  creates  them  are 
the  advertisements  in  a  growing 
list  of  newspapers  for  E.  J. 
Korvette  stores. 

Right  from  the  opening  splash 
to  let  people  in  a  new  area  know 
the  who,  what,  why  and  where 
of  Korvettes,  the  exhilarating 
imprint  of  the  fascinating,  at¬ 
tractive  blonde  Eve  Nelson  goes 
into  the  copy  and  into  store  tie- 
ins  in  unmistakable  fashion. 

Introducing  Korvette 

Mrs.  Nelson,  recently  pro¬ 
moted  to  vicepresident,  lights  up 
an  already  gaily  white  and  gold 
office  at  1180  Sixth  ave..  New 
York.  Under  her  direction  is  a 
staff  of  some  34  people  she 
drives  almost  as  hard  as  she 
drives  herself.  All  Korvette  ad¬ 
vertisements  are  planned,  illus¬ 
trated  produced  and  distributed 
from  this  one  point. 

“It  must  be  that  way,”  Mrs. 
Nelson  said  firmly.  “Otherwise, 


the  picture  you  want  to  give  the 
public  of  your  stores  becomes 
fuzzy  and  unclear.” 

Most  of  the  ideas,  the  sug¬ 
gestions  of  how  they  should  be 
displayed  come  from  the  alert 
brain  of  Mrs.  Nelson.  She’s  been 
having  advertising  ideas  and 
putting  them  to  work  for  Kor- 
vette’s  since  March,  1959.  There 
were  nine  Korvette  stores,  when 
she  started.  As  of  now,  she  has 
j)resided  over  the  opening  of 
25  new  Korvette  stores.  By  next 
month  it  will  be  28;  by  Novem¬ 
ber,  31. 

Korvette  sales  today  are  run¬ 
ning  at  the  rate  of  $500,000,000 
a  year.  It  was  under  $120,000,- 
000  in  1958. 

“Ninety-nine  percent  of  our 
advertising  money  goes  into 
newspapers,”  Mrs.  Nelson  said 
this  week.  She  wouldn’t  tell  the 
size  of  the  annual  ad  budget, 
but  said  that  it  was  “a  fan¬ 
tastically  small  percentage  of 
the  sales.” 


WINNING 

COLOR 


the  extra  sales  dimension  in 


NASHVILLE  NEWSPAPERS 

SpectaColoi',  Hi-Fi,  R.O.P.  .  .  .  take  yuur  choice, 
all  three  are  available  in  the  NASHVILLE  BAN¬ 
NER  and  THE  NASHVILLE  TENNESSEAN,  ranked 
umon^  the  first  ten  in  the  nation  in  atlvertising 
color  linage  for  the  past  decade.  Insure  the  suc¬ 
cess  of  your  advertising  campaign  (in  9  out  of  10 
Metro  NushviUe  homes)  with  the  added  selling 
power  of  color! 


Two  colorful  newspapers  with  color  rates  among  the 
lowest  in  America. 


^THE  NASHVILLE  TENNESSEAN  g 

STATE  ATTRACTSlNOU^iS 


Evw.*nf  ^  Mornmg  •  Sunday 

NIWSPArit  PRINTING  CORPORATION.  Agtnt 

RapraMntad  Nationally  by  TNI  tlANNAM  CO. 


Newspapermen  make  good  friends,  according  to  Eve  Nelson,  vlcepresi- 
dent  in  charge  of  advertising  for  the  E.  J.  Korvette  stores.  She  is  shown 
above  with  Frederick  Chait,  general  manager  of  the  Philadelphia  Inquirer. 


“It  must  be  the  lowest  per¬ 
centage  in  the  world,”  she  said. 

What  Mrs.  Nelson  does  is  to 
run  big  ads  less  frequently  than 
some  stores  do.  For  pre-opening 
.she  will  run  full  pages  every 
day  for  a  week.  She  has  run 
12  full  pages  in  a  single  day. 

“I  like  big  exposure,”  she  said. 
“When  we  are  in  a  newspaper, 
we  are  in  strong.  While  we  do 
sometimes  run  Tuesdays  and 
Fridays,  our  biggest  ads  usually 
are  published  Sunday  for  Mon¬ 
day  and  Wednesday  for  Thurs¬ 
day.” 

Color,  Mrs.  Nelson  likes,  too. 
But  spot  only,  not  four  color. 
She  uses  one  color  with  Ben  Day 
effects  to  make  it  seem  like  more 
than  one.  She  uses  the  colored 
comics  sections  of  the  newspa¬ 
pers. 

Promotional  ads  for  store 
openings  differ  according  to  the 
place  of  the  opening.  Yet  funda¬ 
mentally  they  are  addressed  to 
the  people  “the  millions  of  peo¬ 
ple  who’ve  made  E.  J.  Korvette 
an  Empire,”  to  quote  from  a 
recent  opening  ad. 

“  .  .  .  the  people  who  know 
what  makes  a  store  great. 

“This  is  where  thrift-wise 
people  from  all  walks  of  life 
learn  again  and  again  with  each 
visit,  each  price  tag  that  at  E.  J. 
Korvette  you  get  Top  Value  at 
Extra  Low  Prices. 

“This  is  our  pledge  to  our 
new  friends  .  .  .  the  great, 
glorious  people  of  the  great  and 
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glorious  City  of  Detroit.  We  love 
you.  We  are  going  to  make  you  j 
love  us  too  .  .  .  just  as  millions  ) 
of  our  old  friends  do. 

“We’re  going  to  be  here  a 
long,  long  time  to  serve  you.  Be¬ 
cause  that’s  the  real  secret  of 
Korvette’s  invincible,  rising  suc¬ 
cess  :  our  dearest  severest  critics 
—  You  the  People.” 

.\wurds  Fur  .\d!> 

Mrs.  Nelson  has  won  two 
awards  from  the  Retail  Adver¬ 
tising  Bureau  for  opening  cam¬ 
paigns  for  Korvette  stores.  In 
a  series  of  six  quarter-page  ads  | 
run  in  advance  of  the  opening 
of  the  Fifth  Avenue  store  in 
New  York  May  24,  1962,  she 
used  a  cartoon  technique  to  tell 
the  people  about  the  Korvette 
price  policy  in  a  light  manner. 

Abbreviated  text  with  the  , 
line-drawn  comic  pictures  all  be-  * 
gan  with  the  words  “I  Hear — 
■Then,  for  instance,  went  on  to  j 
.say:  “I  should  have  waited  and 
bought  the  same  golf  clubs  for  | 
less  WHEN  KORVETTE 
OPENS  ON  FIFTH  AVENUE, 
THURSDAY,  MAY  24th  at 
9:30  a.m. 

“And  here’s  lively  news  for 
shoppers  who  know  the  score  , . . 
in  every  department!  Though  | 
we’re  teeing  off  with  a  new  I 
fashion-face  .  .  .  you’ll  find  the  j 
mme  Korvette-low  price  tags  , 
all  over  the  place  at  fabulous 
new  Korvette  Fifth  Avenue.” 

(Continued  on  page  60) 
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Korvette  Ada 

(Continued  from  page  58) 


Mrs.  Nelson  remarked  that 
“everj’  woman  loves  a  bargain.” 
She  pounds  that  notion  home  in 
many  of  Kor\’ette’s  institutional 
ads.  She  finds  new  ways  to  call 
attention  to  bargains,  such  as 
her  widely  copied  “Mad  .Money” 
coupon  campaiKii. 

When  the  third  Korvette  shop¬ 
ping  center  opened  to  serve  sub¬ 
urban  Chicafjo  she  took  full  page 
space  to  tell  in  detail  about  Kor- 
vette’s  merchandising  and  price 
l)olicies.  Here  ai'e  her  words  for 
the  latter: 

Price  Pulict 

“Every  item  in  every  depart¬ 
ment  is  priced  in  strict  adher¬ 
ence  to  Korvette’s  dare-to-be- 
different  philosophy  of  lower 
mark-ups,  miniscule  profits  re- 
•sulting  in  bigger  volume,  in¬ 
creased  buying  power!  It  was 
this  dollar-stretching  premi.se 
that  first  brought  about  a  re¬ 
tail  revolution  in  America.  It  is 
this  same  unchanging,  unwaver¬ 
ing,  unshakeable  pricing  struc¬ 
ture  throughout  the  years, 
throughout  our  .stores  that  has 
skyrocketed  us  to  an  empire! 
For  this  is  Korvette  where  rock- 
bottom  ‘bargain  store’  prices  are 
majestically  mated  to  the  ultra 


lu.\uries,  the  modern  day  con¬ 
veniences,  the  high  taste  level 
of  the  highe.st  depaitment  store! 
This  is  your  newest  Korvette, 
the  third  in  big,  bustling  Chi¬ 
cago  .  .  .  dedicated  to  bringing 
you  and  your  family  more  value 
for  less  money!  Everyt)ody  loves 
a  bargain  .  .  .  you’re  going  to 
love  E.  J.  Korvette.” 

Mrs.  Nelson  is  an  enthusiastic 
booster  for  the  company  of 
which  she  is  vicepresident.  She 
proudly  tells  the  story  of  how 
while  in  the  Navy  during  World 
War  II  Eugene  Ferkauf  and 
Jo.seph  Zwillenberg  dreamed  of 
opening  di.scount  stores.  They 
are  the  “E”  and  the  “J”  of  E.  .1. 
Korvette,  while  Kor\*ette  by 
changing  the  first  letter  comes 
from  corvette  the  sloop  of  war 
on  which  they  were  serving. 

She  shows  you  the  Fortune 
Magazine  article  describing  Mr. 
Ferkauf  as  “one  of  the  six 
greatest  merchandi.sers  in  U.  S. 
hi.story.” 

Right  now  she  is  excited  alwut 
new  stores  that  will  be  opening 
soon  on  Staten  Island  and  in 
St.  Louis.  The  store  was  opened 
on  Staten  Island,  N.  Y.  Sept. 
24.  For  that  one  she  tied  Staten 
Island  in  with  the  rest  of  the 
boroughs  of  New  York.  Kor- 
vettes  now  has  stores  in  four 
of  New  York’s  five  boroughs. 
Thus  these  opening  ads  were  not 
confined  exclusively  to  the 


Staten  Inland  Advance,  but  also 
went  into  New  York,  New 
Jersey  newspapers.  Long  Island 
papers,  and  even  the  Westches¬ 
ter  Group. 

Prior  to  openings,  Mrs.  Nel- 
•son  makes  many  visits  to  the 
community  involved.  Always  her 
fir.st  calls  are  made  on  the 
newspapers,  the  owners,  pub¬ 
lishers,  advertising  managers, 
editors. 

“They  are  always  most  help¬ 
ful,”  she  .said.  “Look,  for  in¬ 
stance,  we  wanted  the  Governor 
of  Missouri  to  open  our  two  new 
St.  Louis  stores  in  Sunset  Hills 
and  Cool  Valley.  So  what  did  1 
do?  1  asked  Richard  H.  Am- 
l)ei  g,  i)resident  of  the  St.  Louin 
(ilobe-Democrat  to  get  me  the 
governor,  and  he  did.” 

(The  St.  Louis  stores  are 
opening  next  month.) 

.\slrc»lugy  Hubby 

“Then,  if  I  mention  to  one 
publisher  that  we  are  opening 
a  store  in  another  city,  he  will 
immediately  get  on  the  telephone 
and  introduce  me  to  the  pub¬ 
lisher  there.  That’s  how  I  met 
Mis.  Katharine  Graham  of  the 
Washington  Post  —  and  Mrs. 
Graham  is  a  Gemini.” 

.4t  this  jioint  the  ebullient 
Mrs.  Nelson  was  off  riding  one 
of  her  favorite  hobbies.  She’s 
a  follower  of  astrologj’  —  not 
.seriously,  “just  for  fun.”  She  is 


liesides  Mrs.  Graham’s,  tl.  e 
newspaper  friends’  names  ne 
identifi^  as  being  under  he 
Gemini  sign:  Marshall  Field  r., 
president,  Chicago  Sews  end 
Sun-Timen,  (June  15, 

Lee  Hills,  publisher,  Deti  nt 
Frcc-Prenn  (May  28,  1900); 
Walter  C.  Kurz,  vicepresident, 
Chicago  Tribune  (May*  25, 
1908);  Richard  Amberg,  presi¬ 
dent,  St.  Loui.<t  (Ilobc-Dcmoei  at 
(June  5,  1912) ;  Benjamin  1. 
Magdovitz,  advertising  director 
of  the  G-D;  and  Gabe  Joseph, 
advertising  manager,  Chicago 
Sun-Times. 

\e^*^|la|le^lll«■ll  Friend* 

•After  making  friends  with 
newspapermen,  M  r  s.  Nel.son 
makes  use  of  them.  She  holds 
monthly  staff  meetings  at  Kor¬ 
vette’s  New  York  headquarters 
to  keep  her  staff  up  to  date  on 
newspaper  production  advances. 
Some  recent  .speakers  at  these 
meetings  have  included  Jack 
Schultz,  chain  .store  advertising 
manager,  St.  Lotiin  Post-Dig- 
imtch;  Lawrence  T.  Herman, 
advertising  director,  Detroit 
Nctcn;  Bob  Trainor,  Baltimore 
Sun;  Frederick  Chait,  general 
manager  of  the  Philadelphia  In- 
tfuirer;  Natt  S.  Getlin,  adver¬ 
tising  director  of  the  Philadel¬ 
phia  .\eien;  D.  .4.  Nightingale, 
retail  advertising  manager,  and 
Pierre  Martineau,  director  of 


5!  Like 

Y*  V  LIPSTICK 
^  '  /  To  A  Lady 

. .  Is  COLOR  To  A  Neicspaper  Ad 

Uilhoiit  it.  there  is  a  fiindamental  at¬ 
tractiveness.  With  it.  ohh.  la-la!  It  adds 
that  “extra  something”  that  makes  men 
(and  wointm  too)  take  an  extra  good 
look.  A  second  look!  It  gets  a  lot  of  extra 
attention  for  a  few  extra  bucks. 

We  give  the  same  lovin’ 
treatment  to  color  ads 
that  the  II  o  I  ly  wood 
make-up  artists  give  to 
the  glamour  gals. 

Anybody  For  A  Treatment? 


THE  LEVITTOWN  TIMES 
BRISTOL  DAILY  COURIER 
BURLINGTON  COUNTY  TLMES 

S.  W.  Calkins  and  Murray  C.  Hotchkiss,  Co-Publishers 
National  Representatives:  Bottinelli-Kimball,  Inc. 

■‘FILLING  THE  BIG  VOID  BETWEEN  PHILA.  &  TRENTON* 


l)articularly  j)  a  r  t  i  a  1  toward 
Gemini,  the  sign  in  the  zodiac 
which  the  sun  enters  May  21 
under  the  influence  of  the  planet 
Mercury.  Mrs.  Nelson  believes 
that  many  involved  in  commu¬ 
nications  are  born  in  May.  She 
herself  w’as.  She  keeps  records 
of  others  and  exchanges  birth¬ 
day  cards  with  them.  Mrs.  Gra¬ 
ham  fashioned  a  birthday  card 
for  Mrs.  Nelson  from  illustra¬ 
tions  of  the  satellite  Gemini 
from  Life  that  she  .sent  her 
this  year. 

People  bom  in  the  period  from 
May  21  to  June  21  are  under 
the  sign  of  Gemini. 

From  her  desk  drawer  she 
drew  an  indexed  notebook.  Turn¬ 
ing  to  May  and  June,  she  read 


One  Typo  Can  Cost  You 
Thousands  of  Dollars; 


One  simple  error  and  you  could 
be  sued  for  libel.  The  loss  can  be 
tremendous  unless  you  have  the 
protection  offered  by  Employerg 
Special  Exceee  Ineuranee. 

With  our  Excess  Insurance,  you 
agree  to  cover  a  certain  amount. 
We  handle  the  excess.  It’s  good 
business,  it’s  economical  and  it 
protects  yon  against  loss  due  to 
invasion  of  privacy,  libel,  piracy, 
copyright  violation  and  plagiarism. 

For  complete  details,  contact: 


EMPLOYERS  REINSURANCE 
CORPORATION 


21  10th  .  KANSAS  CITY.  MO 

tAN  PAANCttCO.  220  Montqum^ry 


EDITOR  8C  PUB 


research  and  marketing  of  the 
Chirago  Tribune. 

“I  really  do  enjoy  a  great  as- 
.-itK-iation  with  some  top-flight 
newspapermen.”  Mrs.  Nelson 
.said.  “The  way  they  help  me 
works  like  a  chain  reaction.” 

In  addition  to  print  advertis¬ 
ing,  Mrs.  Nelson  handles  Kor¬ 
vette’s  in-.store-promotions.  She 
created  “Mr.  and  Mrs.  E.  J.”, 
company  symbols  used  in  all  ad¬ 
vertising  promotions  for  Kor- 
vettes. 

Her  Career 

Mrs.  Nelson  has  been  having 
ideas  and  putting  them  into 
print  for  Korvette  since  March 
1959.  Before  that  year  she  was 
for  .seven  years  with  Meyer 
Brothers,  Inc.,  Houston,  Tex. 
Her  husband,  Warren  Nelson, 
is  an  executive  with  the  Mid- 
Continent  Oilfield  Supply  Co. 
Five  years  ago  his  company  de¬ 
cided  to  transfer  him  to  New 
York.  A  career  placement  office, 
with  which  Mrs.  Nelson  was 
registered,  had  been  trying  to 
get  her  to  accept  a  New  York 
position  for  some  time.  To  stay 
with  her  husband,  Mrs.  Nelson 
called  the  career  office,  and  told 
them:  “I’m  ready  now  to  go  to 
New  York.”  Her  interview  with 
Mr.  Ferkauf  proved  satisfac¬ 
tory.  She  got  the  job  with  Kor-  t 
vette. 

Bom  and  christened  Eve 
(Continued  on  page  62)  j 
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A  FEW  OF  THE  FEATURES  THAT  DISTINGUISH 
THE  SCOTT  SUPER  SEVENTY  PRESS 


Fingertip  Ink  Control  Panel  for  black  or  Tensionplate  Cylinder  with  underneath 
color.  Individual  column  or  full  page  plate  lockup  fingers  and  stops  in  closed 
adjustment.  position. 


Gear  Box;  mechanism  for  reversing  or 
silencing  printing  couples  and  safety 
clutch  reset  feature. 


Heavy  duty  pre-loaded  roller  bearings, 
extra  large  journals  on  tapered  roller 
bearings,  extra  thick  (S’)  unit  side  frames. 


Adjusting  flow  of  black  ink  into  black  4-portable,  page-wide  colored  ink  tanks  ROTAMATIC  pickup  eccentric  roll,  lower 

ink  compartment,  metal  pan  removable  in  position  for  change  from  black  to  oscillating  drums,  1st  rubber  covered 

for  fast,  easy  cleaning.  Color.  inking  roller. 


Mist  guard,  in¬ 
stalled  lett  and 
right  inside 
arch.  Provides 
clear  passage 
to  web  from 
Reel  Room  to 
printing  cou¬ 
ples  through 
mist-free  area. 


WE  INVITE  YOU  TO  SEND  FOR  FULL  INFORMATION 


WOOD  NEWSPAPER  MACHINERY  CORPORATION 

PLAINFIELD,  NEW  JERSEY 


Mats  can  be  tired,  too! 


Put  vigor 
and  vitality 
into  your 
printing  with 

CERTIFIED  DRY  MATS 


A  CERTIFIED  Dry  Mat  for  Every  Need! 

SYNDICATE  NEWSPAPER  BLUE  RIBBON  and  SILVERTONE 

for  job  work  for  full-page  reproduction  for  quality  baked  work 

CERTIFIED  DRY  MAT  CORPORATION.  Dept.  P.  SS5  Rftb  Avo..  New  York  17.  N.Y. 


CERTIFIED  DRY  MATS 


Korvette  Ads 

(Continued  from  page  60) 


Ainigone  in  Buffalo,  N.  Y.,  Mrs. 
Nelson  was  the  younge.st  of  17 
childi  en  of  an  Italian-American 
family.  She  went  to  the  Univer¬ 
sity  of  Buffalo  School  of  Jour¬ 
nalism,  and  also  the  Andre 
School  of  Uesipn  and  Interior 
Decoration  and  the  Studio 
Theater  School  of  Play  Writinp, 
Production,  Acting  and  Direct¬ 
ing  in  Buffalo. 

Her  career  began  as  a  fashion 
copywriter  for  J.  N.  Adams  & 
Co.,  a  Buffalo  department  store 
in  1943.  After  two  years  she 
was  promoted  to  feature  copy¬ 
writer  and  placed  in  charge  of 
radio  advertising  and  special 
events.  After  receiving  the  high¬ 
est  grades  in  the  Adams  store’s 
executive  training  course,  she 
was  promoted  to  assistant  mer¬ 
chandise  manager  of  apparel  in 
1947,  and  the  next  year  was 
made  a  member  of  the  store’s 
advisory  board. 

She  spent  1949  abroad  cover¬ 
ing  the  fashion  markets,  and 
doing  free-lance  writing,  and  in 
1950  became  divisional  advertis¬ 
ing  manager  of  R.  H.  Macy’s, 
New  York.  From  1952  until  her 
association  with  Koiwette,  she 
was  vicepresident  in  charge  of 
.sales  promotion  for  Meyer 
Brothers,  Inc.,  in  Houston. 

*  *  * 

The  Advertising  Club  of  New 
York  has  lieen  selected  by  the 
Alumni  Chapter/Alpha  Delta 
Sigma,  national  professional  ad¬ 
vertising  fraternity  as  their 
permanent  home. 

*  ♦  * 

David  Deutsch  has  been  made 
executive  are  director  of  Mc- 
Cann-Erickson  Inc.,  New  York. 


Official  Breaks 
Reporter’s  Nose 

Houston 

Gene  Golz,  34,  Houston  Post 
reporter,  was  slugged  in  the 
nose  twice  by  Quincy  James,  city 
commissioner  from  suburban 
Pasadena,  during  an  interview 
just  outside  the  Harris  County 
grand  jury  room. 

“Are  you  still  taking  illicit 
expense  account  money  in  addi¬ 
tion  to  your  salary?”  asked  the 
reporter,  referring  to  a  court 
of  inquiry  report  that  the  Pasa¬ 
dena  commissioners  were  receiv¬ 
ing  regular  $150  a  month  ex¬ 
pense  account  payments  in  addi¬ 
tion  to  their  salaries. 

Mr.  James  flew  into  a  rage, 
jerked  off  the  reporter’s  glasses 
with  one  hand  and  punched  him 
with  the  other  and  then  struck 
him  again.  Mr.  Glotz,  who 
offered  no  resistance,  said  the 
attack  took  him  by  surprise.  A 
doctor  found  his  nose  had  been 
broken. 

• 

Publisher’s  Series 
Takes  News  Award 

Sac.iamento,  Calif. 

A  Sacramento  Union  series 
by  Leonard  G.  Finder,  editor 
and  publisher,  took  the  Cali¬ 
fornia  State  Fair  gold  medal 
for  the  best  news  story  in  pa¬ 
pers  of  less  than  100,000  cir¬ 
culation.  Mr.  Finder  wrote  of 
de  facto  segregation  conditions 
here. 

Over-100,000  circulation  hon¬ 
ors  went  to  the  Oakland  Trib¬ 
une  for  Don  DeMain’s  series  on 
population  problems.  Jim  Jour- 
avioff  won  a  gold  medal  for  the 
Santa  Barbara  News-Pr-ess  with 
a  picture  of  a  house  being 
smashed  by  a  tornado. 


PLANNING  AHEAD — Four  members  of  the  executive  committee  of  the 
Associated  Press  Managing  Editors  met  in  New  York  to  make  final  plans 
for  the  annual  APME  convention  Nov.  17-21  at  Phoenix,  Aril.  From  left 
to  right:  I.  Williams  Hill,  Waihington  (D.C.)  Star;  Sam  Ragan,  Raleigh 
(N.C.)  News  &  Observer;  William  B.  Dickinson,  Philadelphia  (Pa.) 

Bulletin,  and  George  Beebe,  Miami  (Fla.)  Herald. 
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(ROP  Color  ranking — 1st  6  months  J9f)3  vs.  1st  6  months  1964) 


1963 


1964 


The 

COLORful 


6th 


Rise  of 


THE 

WASHINGTON 

POST 


In  one  year,  The  Washington  The  Washington  Post’s  over- 
Post  has  risen  from  14th  to  6th  whelming  dominance  of  the 
place  in  ROP  color  national  Washington  market;  The  Post 

ranking.  The  Post’s  increase  offers  SPECTACOLOR  exclu- 

(282,666  lines  of  ROP  color)  sively  in  Washington,  Hi-Fi, 

was  exceeded  by  only  two  other  colorgravure  in  Potomac  Mag- 
newspapers  in  the  country.  azine,  as  well  as  preprinted  in- 

ROP  color  is  only  one  of  the  serts  in  its  Sunday  television 

ways  advertisers  can  utilize  supplement,  TV  Channels. 

For  color  in  Washington,  it's 

fiPasliinaton  |)ost 


First  in  Circulation  .  .  .  First  in  Advertising  .  .  .  First  in  Color 

Represented  nationally  by  Sawyer,  Ferguson,  Walker. 


Ad  Exposure  Study 
Set  For  N.Y.  Debut 


The  largest  fund  of  major 
new  research  on  newspaper 
readership  since  1961,  and  the 
most  extensive  compilation  of 
data  on  the  medium  in  the  area 
of  advertising  exposure  which 
has  ever  been  done,  will  lie  un¬ 
veiled  to  an  audience  of  1,000 
advertising  executives  at  the 
Waldorf-Astoria  Hotel,  Septem¬ 
ber  28th,  Charles  T.  Lipscomb, 
Jr.,  president  of  the  Bureau  of 
Advertising,  ANPA,  announced. 

The  new  study,  Mr.  Lipscomb 
said,  “takes  us  one  step  further 
than  any  previous  advertising 
research  has  gone  and  opens  up 
opportunities  for  the  advertiser 
that  he  didn’t  know  existed.” 
Mr.  Lipscomb  will  pre.sent  the 
study  to  the  audience  with  a  new 
20-minute  motion  picture  that 
utilizes  a  .special  dual-screen 
technique.  Detaile<l  findings  of 
the  research  will  be  reviewed  in¬ 
formally  by  Dr.  Leo  Bogart, 
Bureau  vicepresident  for  mar¬ 
keting  planning  and  research,  in 
the  West  Foyer  afterwards. 

The  survey  starts  from  the 
foundation  of  the  Bureau’s 
earlier  comprehensive  audience 


study  titled  “The  Daily  News¬ 
paper  and  Its  Reading  Public,” 
Dr.  Bogart  said.  He  said  that 
whereas  the  1961  study  devel¬ 
oped  its  findings  on  the  news¬ 
paper  as  actually  and  physically 
in  the  hands  of  the  reader,  the 
new  survey  researches  the  ex¬ 
posure  and  the  buyer  opportu¬ 
nity  this  situation  offers  to  ad¬ 
vertisers  and  studies  how  the 
national  advertisement  in  news¬ 
papers  communicates. 

\cH  Data 

Dr.  Bogart  said  that  the  sur¬ 
vey  will  provide  new  data  for 
better  advertising  measurement. 
This  moves  beyond  circulation 
numbers,  he  said.  He  pointed 
out  that  the  surv’ey  provides 
new  information  “so  that  the 
boxcar  figures  which  have  so 
long  dominated  competitive  sell¬ 
ing  can  be  interpreted  and 
placed  in  true  perspective.” 

The  Bureau  will  widely  dis¬ 
seminate  data  and  concepts  de¬ 
veloped  from  the  survey  in 
follow-up  presentations  in  meet¬ 
ings  scheduled  immediately  after 
the  Waldorf  showing.  A  contin¬ 


ental  breakfast  in  Detroit’s 
Statler-Hilton  Hotel  on  Septem¬ 
ber  29th  will  introduce  findings 
from  the  study  to  ad  executives 
in  the  Motor  City.  In  Chicago, 
the  study  will  be  presented  to  a 
group  of  advertising  executives 
at  the  Ambassador  West  Hotel 
on  October  1st.  Similar  introduc¬ 
tory  premieres  of  the  survey’s 
findings  and  significant  conclu¬ 
sions  for  advertising  people  will 
be  griven  in  luncheon  meetings 
at  the  Ambassador  Hotel  in  Los 
Angeles  on  October  20th  and  at 


New  Newsprint 
Machine  Starts 

Baie  Comeau,  Quebec 

The  North  Shore  of  the 
lower  St.  Lawrence  is  now  the 
land  of  promise  and  one  of  the 
fastest  growing  industrial  re¬ 
gions  in  the  country.  Prime 
Minister  Jean  Lesage  said  Sept. 
12  at  a  dinner  to  mark  the  in¬ 
auguration  of  a  third  news¬ 
print  machine  of  the  Quebec 
North  Shore  Paper  Company. 

Earlier  in  the  day  he  had  un¬ 
veiled  the  first  roll  of  news¬ 
print  produced  on  the  machine, 
built  over  the  last  two  years 
at  a  cost  of  about  $18,000,000. 
It  will  increase  the  capacity  of 
the  paper  mill  from  180,000  tons 
a  year  to  more  than  270,000 


the  Sheraton-Palaco  Hotel  n 
San  Francisco  on  October  21.  t. 

Thereafter,  additional  special 
showings  of  the  presentation 
will  be  given  to  advertiser, 
agency,  industry  and  association 
groups. 

The  Bureau  has  prepared 
materials  for  all  these  presenta¬ 
tions  which  will  be  available  to 
Bureau  members.  These  include 
the  new  film,  “The  Prospe<  ts 
Before  Us,”  a  mailing  booklet, 
full  research  brochure  and  in¬ 
formational  materials. 


tons. 

The  new  paper  machine,  one 
of  the  fastest  in  the  world  is 
designed  to  run  at  3,000  feet  a 
minute.  It  was  designed  and 
built  entirely  in  Canada. 

Robert  M.  Schmon,  president 
of  the  Quebec  North  Shore  Pa¬ 
per  Co.,  said  the  goal  would  be 
to  produce  on  the  three  machines 
an  average  of  1,000  tons  a  day. 
Production  is  now  about  950 
tons  a  day. 

All  the  newsprint  made  at 
Baie  Comeau,  and  at  an  affili¬ 
ated  mill  operated  by  the  On¬ 
tario  Paper  Company  Limited 
in  Thorold,  Ontario,  is  exported 
to  the  United  States  to  the  Chi¬ 
cago  Tribune,  the  Ne%v  York 
News,  and  the  Chicago  Ameri¬ 
can. 

Both  mills  are  owned  by  the 
Tribune  company. 


CIRCULATION  43,443  DAILY,  44,098  SUNDAY 


IN  NEW  JERSEY 

where  the  progressive  Asbury  Park 
Press  had  a  typical  industry  problem; 

Circulation  growth,  existing  plant  lo¬ 
cated  in  town,  limited  space  for  ex¬ 
pansion,  where  to  place  a  new  press, 
how  to  correlate  auxiliary  facilities 
etc.,  all  within  a  fixed  budget. 


Preliminary  sketch  plans  and  conferences  resulted  in  acceptable  solutions.  Construction 
plans  are  nearing  completion  and,  in  1965,  the  Asbury  Park  Press  will  benefit,  viz: 

New  6  unit  70,000  Scott  "Super  70"  press  (9  units  ultimately) 

New  press  room  —  new  mail  room  —  better  trucking  facilities — 
and  larger  paper  storage. 


LOCKWOOD  GREENE  ENGINEERS,  INC. 

BOSTON  02100  NEW  YORK  10017  SPARTANBURG,  S.  C.  29301 

316  Stuart  Street  200  Park  A  venue  -  Pan  Am  Building  Montgomery  Building 
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unning  4th  isn’t  so  bad 


after  all 

look  at  the  competition ! 


In  the  field  of  10  leaders, 
we’re  consistently  running  among 
the  top  newspapers  in  ROP  color  linage. 

Here’s  the  way  they  ran  the 
first  6  months  of  this  year. 

ROP  COLOR  ADVERTISING 

—  Media  Records  — 

Morning  Newspapers 


1. 

Miami  Herald 

1,692,542 

2. 

Los  Angeles  Times 

1,160,390 

3. 

Salt  Lake  City  Tribune 

1,158,807 

4. 

LONG  BEACH  INDEPENDENT 

,  .  1,018,995 

5. 

Washington  Post 

1,010,991 

6. 

San  Jose  Mercury 

948,516 

7. 

Chicago  Tribune 

946,662 

8. 

Nashville  Tennessean 

851,353 

9. 

St.  Petersburg  Times 

829,513 

10. 

New  Orleans  Times-Picayune 

821,074 

Evening  Newspapers 

1. 

Salt  Lake  City  Deseret  News  Telegram 

1,167,781 

2. 

Milwaukee  Journal 

1,060,019 

3. 

Cleveland  Press  . 

1,030,745 

4 

LONG  BEACH  PRESS-TELEGRAM  .  .  . 

.  1,024,547 

5. 

Toronto  Telegram  . 

1,009,971 

6. 

Denver  Post 

955,476 

7. 

Omaha  World  Herald 

953,472 

8. 

San  Jose  News 

948,829 

9. 

Houston  Chronicle 

936,386 

10. 

Akron  Beacon-Journal 

894,460 

LONG  BEACH,  CALIFORNIA 


Independent,  Press-Telegram  S  The  News 


Represented  nationally  by  Sawyer,  Ferguson,  Walker  Co. 


^  Our  retail  color  advertising  survey  made  at  the  cash  register  level  shows  that,  on  an  average,  color  out- 
pulls  black-and-white  advertising  by  79.1%.  Send  a  dollar  to  our  advertising  director  for  a  copy  of  STICK 
TO  THE  CASH  REGISTER,  only  color  advertising  survey  of  its  kind.  We  have  the  equipment  and  know-how 
to  faithfully  reproduce  the  original  color  ads.  Give  us  a  try. 


CLASSIFIED 


Humor,  Assistance 
Turn  Up  in  Want  Ads 

By  Stan  Finsnens 

(AM  Providenre  Jouniiil  and  Kulleliii 


A  story  of  contrasts  in  Clas¬ 
sified  —  one  trasric  and  the  other 
droll  —  but  both  with  happy 
endings  —  comes  from  Personal 
Notice  ads  run  recently  in  Min¬ 
neapolis  and  Providence. 

From  the  "f  inneapolist 
(Minn.)  S'  and  Tribune’s 
newly  appointed  CAM  Gunnar 
Rovick : 

A  GAG 

“As  a  gag,  several  of  the 
boys  in  the  Retail  Art  depart¬ 
ment  decided  to  have  some  fun 
with  one  of  their  co-workers 
who  was  planning  to  be  mar¬ 
ried. 

They  started  on  Sunday,  Aug. 
23,  with  this  plea: 

HELP  ANYONE,  Pm  getting 
married  this  Saturday,  if  you 
don’t  write  or  talk  me  out  of 
it.  Write  R.  F.  Wallace,  St 
912  Star  and  Tribune, 

It  didn’t  take  long  before  Box 


ST  912  started  to  overflow  with 
letters  from  readers  —  some 
deadly  serious  and  others  from 
readers  obviously  relishing  the 
opportunity  to  pour  out  wit  and 
“wisdom”. 

*('.oward’ 

One  letter  carried  ju.st  one 
printed  word:  “COVV’ARD!” 

Another  pointed  out  that  the 
prospective  groom  would  really 
enjoy  embarking  on  the  new 
voyage.  “You’ll  love  married 
life,”  says  the  writer.  “Take  it 
from  me.  I’ve  been  married 
seven  times!” 

After  the  initial  response,  the 
jokesters  had  more  fun  with  ads 
like  these: 

FUTURE  wife  says  sell  ’59 
Austin  Healey  sports  car,  golf 
eliibs.  (live  away  old  phone 
numbers  cheap.  Write  R.  F. 
Wallace,  ST  918  Star  and 
Tribune. 


IN  A  GROWING 


There's  a  brand  new  Monday  morning  Times- 
Democrat  in  the  Quad-City  market.  Now  it's 
round-the-clock  news  coverage  in  this  No.  2 
market  in  all  Iowa  and  Illinois.  Grow  with  the 
growth  market  of  the  Midwest  .  .  .  the  Quad- 
City  Metro  Area.  Sell  the  Quad-City  area  in  the 
only  Morning,  Evening  and  Sunday  newspapers 
in  this  dynamic  market. 


HELP  AT  ONCE.  Freedom 
going  Saturday  in  marriage. 
No  more  golf,  drinking  or 
sports  cars.  Is  it  worth  it? 
Write  at  once.  R.  F.  Wallace, 
ST  9H,  Star  and  Tribune. 

Serious  Plea 

And  the  following  Personal 
ran  recently  in  the  Providence 
(R.  I.)  Journal  and  Bulletin: 

BLOOD  DONORS  NEEDED: 
urgent.  Brother  Carlo,  badly 
burned  in  cookout  accident 
two  weeks  ago.  Getting  trans¬ 
fusions.  Donors  needed  for 
blood  bank  replacement. 
Please  call  MA  1-U880  days. 
Bless  you.  Anthony  Carchia. 

The  advertiser  reported  that 
he  got  over  a  dozen  calls  from 
willing  donors.  Five  persons 
donated  blood.  The  others  didn’t 
qualify. 

Mr.  Carchia  said,  “I’ve  used 
Classified  ads  for  all  kinds  of 
other  reasons,  and  the  idea  to 
ask  for  blood  just  came  to  me. 

“We’ve  replaced  the  blood  bor¬ 
rowed  from  the  bank.  We’re 
very  happy  about  it.  One  of  the 
strange  things  about  it  is  that 
all  of  the  people  who  offered  to 
donate  were  strangers.” 

Two  follow-up  ads  have  run 
in  each  paper. 

In  Minneapolis:  “Thanks  for 
all  the  letters.  Mr.  and  Mrs. 
R.  F.  Wallace.” 

In  Providence:  “Our  thanks 
to  the  wonderful  people  who 
donated  blood.  My  brother  is 
recovering  from  his  burns  and 
will  l>e  out  of  the  hospital  soon. 
Anthony  Carchia.” 

♦  ♦ 

FAMILIAR  FACES 

A  series  of  San  Francisco 
Chronicle  classified  advertising 
promotion  pages  served  to  pro¬ 
vide  a  special  contest  for  the 
newspaper’s  readers. 

.As  an  added  fillip  to  the  new 
promotion,  winners  in  a  “Place 
the  Face”  competition  received 
from  $50  to  $500  worth  of  goods 
or  services  advertised  in  Chroni¬ 
cle  want  ads. 

In  an  earlier  series,  the 
Chronicle  used  large  display 
space  to  present  the  names  and 
photos  of  persons  reporting 
successful  use  of  want  ad  col¬ 
umns. 

One-column  pictures  of  these 
persons  were  republished.  Read¬ 
ers  were  asked  to  name  the  type 
of  classified  used  by  each  per¬ 
son.  A  64-person  series  resulted. 
The  list  included  those  who  sold, 
lost,  rented  various  items. 

*  *  * 

PNPA  CUNIC 

One  of  the  country’s  top  clas¬ 
sified  advertising  managers,  a 
renowned  typograhical  expert, 
and  a  highly  successful  news¬ 
paper  executive  will  be  featured 

EDITOR  &  PUBL 


at  the  1964  Classified  Clinic  of 
the  Pennsylvania  Newspaper 
Publishers’  Association,  which 
meets  October  4-6,  at  the  Penn 
Harris  Motor  Inn,  Harrisburg, 
Pa. 

They  are,  respectively:  Jo¬ 
seph  P.  Lynch,  classified  adver¬ 
tising  manager,  Washington 
(D.  C.)  Post,  who  will  discuss 
“What  Every  Ad  Salesman 
Should  Know”;  Howard  N. 
King,  typographic  consultant, 
Intertype  Corporation,  who 
will  conduct  a  seminar  on  clas¬ 
sified  advertising;  and  Lyndon 
R.  Boyd,  executive  vicepresident, 
Ottaway  Newspapers-Radio  Inc., 
who  will  address  the  clinic  on 
“The  Management  of  the  Classi¬ 
fied  Department.” 

*  *  * 

API  SEMINAR 

The  American  Press  Institute 
has  scheduled  a  seminar  for 
classified  advertising  managers 
and  assistants  for  April  26-May 
7,  1965. 

For  the  27  nominees  who  are 
accepted,  it’ll  be  two  solid  weeks 
of  work  and  discussion  —  plus 
a  considerable  amount  of  ad¬ 
vance  preparation.  The  $390 
tuition  fee  includes  room  and 
meals. 

Members  must  be  nominated 
by  a  principal  executive  of  his 
or  her  newspaper.  Because  the 
Seminars  are  often  over-sub- 
scribed,  it’s  a  good  idea  to  apply 
early.  For  information,  write 
American  Press  Institute,  Jour¬ 
nalism  Building,  Columbia  Uni¬ 
versity,  New  York  10027. 

*  *  * 

CLASSinED  HIGHS 

CAM  Robert  N.  Bates,  of  the 
Lowell  (Mass.)  Sun,  reports 
new  Classified  highs  for  the  first 
seven  months  of  this  year:  120,- 
190  individual  ads  —  an  in¬ 
crease  of  6,089  ads  over  a  year 
ago,  plus  1,697,753  lines  run  so 
far  this  year,  up  200,000  lines. 

*  *  * 

WASHINGTON’S  AD 

An  item  of  historical  interest 
to  CAMs  turned  up  in  a  recent 
Hartford  (Conn.)  Courawt  mail¬ 
ing  piece  plugging  the  paper’s 
four  special  sections  to  be  run 
in  October  to  commemorate  the 
newspaper’s  200  years  of  con¬ 
tinuous  publication. 

It’s  a  rental  ad,  run  in  1796 
by  George  Washington  when  he 
was  President: 

TO  BE  LET, 

And  Poffeffion  given  in  Autumn. 
The  farms  appertaining  to  the 
Mount  Vernon  Eftate,  in  Vir¬ 
ginia;  four  in  number;  adjoin¬ 
ing  the  Manfion  houfe  farm. 
Leafes  will  be  given  for  the 
term  of  fourteen  years  to  REAL 
farmers  of  GOOD  reputation 
and  none  others  need  apply. 

I  S  H  E  R  for  September  26,  1964 


for  reproduction  of  ROP 
full-color  advertising  by 
newspapers  of  100,000  to 
250,000  circulation 


So  What? 


We  know  that  most  of  you  couldn’t  care  less 


Advertiser:  Klarer  of  Kentucky 
Agency:  Fessel,  Siegfried  &  Moeller 
Publication:  The  Indianapolis  Star 


but  we  care.  We’re 


proud  of  this  Editor  and  Publisher  award. 

To  us  it  is  evidence  of  success  in  our  continuing  efforts  to  supply  excellence  and  fidelity 
in  run  of  paper  color  reproduction. 


To  you  it  is  assurance  of  the  most  effective  presentation  of  your  advertising  messages  in 


the  nation’s  27th  metro  market . . .  that’s  what! 


The  Indianapolis  Star 

(Morning  &  Sunday) 

THE  INDIANAPOLIS  NEWS 

(Evening) 


Kelly-Smith  Company  •  National  Representatives 


Settinq  narrow  measure 
composition  is  simple 
when  )ustihcatioi/1s^ 
automatic  rather  tlan 
left  to  operator  luclWient 


phototypesetting 


r|i  •  1  “We  believe  freedom  oj  he 

*18.1  iiCWS  press  will  be  lost  when  is 

o  I*  1  1  Tfc  limited  by  law  or  volu>  ary 

StliniftH  by  r  rcss  agreements  and  that  the  rm 

‘cooperation’  when  addressed  to 
Manitowish  Waters,  Wis.  the  press  tneans  limitation 
Formation  of  a  committee  to  Fred  Sappington,  Mart  ette 
study  the  question  of  pre-trial  hagleStar  publisher,  sairr  he 
publicity  was  authorized  by  the  would  never  agree  to  sucl  an 
Wisconsin  Daily  Newspaper  arrangement  between  the  )  . ess 
Iveague  at  a  m€*eting  here.  legal  authorities  be- 

The  league  authorized  William  eause  he  felt  that  as  a  n«ws- 
McCormick,  league  president  paperman  he  had  an  obligation 
and  IFomsom  Daily  Record-Hcr-  keep  the  public  informed 
aid  executive  editor,  to  name  a  rather  than  make  any  agreement 
committee  which  will  consist  of  \vithhold  any  information 
league  newspapermen  as  well  from  the  public, 
as  representatives  of  the  weekly  • 

press,  metropolitan  jiress  and 

television  and  radio.  ilCW  1  OFK.  OaF 


papers  and  has  at  the  same  time 
laid  a  tremendous  responsibility 
at  their  doorsteps.  Newspapers 
have  been  unbridled  to  say  any¬ 
thing  about  persons  in  public 
life — the  truth  or  otherwise.” 


NEW  SPAPER  lAW 


Oronnpd  Defamation  Suit 

OK^H oMAOTv  Filed  in  Canada 

a  '  n  Saskatoon,  Sask, 

and  publisher  of  the  OklaJ^oma  physicians  and 

i^oZi  noo  i  Jfi''  ^  Surgeons  has  launched  a  defa- 

$10,000,000  libel  .suit  against  ^„tion  suit  against  the  Prairie 
the  Oklahem.  Publiehinc  Com- 

pany  because  of  a  recent  United  ui-  u  j  i  r>  ' 

Oi  t  o  -a.  I-  published  bv  Cooperative  Corn- 

States  Supreme  Court  ruling.  v,  .  ..  „  ui-  u 

Mr  Atkinson  unsuccessful  >nonwealth  Federation  Publish- 

1  •  LlvlIIoOllf  UIl^Ul.  Vv  nnlUl  o  A.’  /"I  T  A.  J 

_ .  _  .  ing  &  Printing  Company  Ltd., 

candidate  for  governor  two  j  ..  i  r> 

_ _  _  Cl  j  •  and  its  editor-in-chief,  Frank  G, 

years  ago,  filed  the  .suit  in  con-  „  c  •  mu  i.  • 

^  ..  ™  *u  A  *  •  1  tu  Hanson,  of  Regina.  The  suit  in- 

nection  with  editorials  in  the  ,  ’  ,.7  ^u  xi  a  i 

n  I  mil  1  •  ,1  volves  an  article  on  the  Hospita 

Privileges  Appeal  Board. 

^  -  ,  The  Commonwealth  has  asked 

The  plaintifi  said  he  was  t^he  court’s  permission  to  name 
taking  this  ^tion  because  of  a  ^he  Saskatoon  Star-Phoenix  and 
r^ent  L.S.  Supreme  Court  de-  editor,  Eric  Knowles,  and  the 
cision  which  provides  that  Regina  Leader-Post  and  its  edi- 

deliberate  malice  must  be  shoi^  jqj.^  Tom  Melville,  as  co-defend- 
in  rases  involving  persons  in  ants.  It  was  said  two  of  three 
public  life.  phrases  cited  as  libelous  in  the 

“In  my  considered  judgment,  statement  of  claim  were  pub- 
this  Supreme  Court  decision  has  lished  in  the  two  newspapers 
in  effect  nullified  the  libel  laws  several  days  before  they  ap- 
of  the  State  of  Oklahoma  as  peared  in  the  Commonwealth, 
applied  to  newspapers,”  Mr.  Judge  W.  G.  E.  Campbell  re- 
Atkinson  said.  “The  decision  has  sei^'ed  decision  on  the  applica- 
given  awesome  leeway  to  news-  tion. 


Computer  Used 
To  Catch  Cliches 

A  computer  at  the  University 
of  North  Carolina  is  being 
moved  into  position  for  an  as¬ 
sault  on  cliches. 

The  computer  is  being  pro¬ 
grammed  to  spot  cliches  as  part 
of  a  readability  study  of  an  As¬ 
sociated  Press  trunk  wire. 

AP  has  asked  both  member 
editors  and  staffers  to  send  in 
cliches  they  see  on  the  wire  — 
the  ones  appearing  most  often, 
the  ones  that  are  most  irritating. 

A  recent  edition  of  the  AP 
Log  added: 

“The  best  ones  will  be  pro¬ 
grammed  into  the  computer  and 
if  yours  is  found  to  be  the  most 
frequent,  you’ll  be  awarded  a 
certificate  as  ‘Cliche  Catcher  of 
1964’.’’ 

Denver  Post  Treats 
Carriers  to  Vacation 

Denver,  Colo. 

More  than  300  Denver  Post 
carriers  from  Colorado,  Wyo¬ 
ming,  Kansas,  Nebraska,  Utah, 
South  Dakota  and  New  Mexico 
vacationed  at  Denver  amuse¬ 
ment  and  recreation  centers  the 
week  of  Aug.  23-26  as  a  re¬ 
ward  for  outstanding  sales  ef¬ 
forts  in  a  recent  Denver  Post 
circulation  sales  promotion  cam¬ 
paign. 

The  young  carrier-salesmen 
during  the  three-day  funfest  en¬ 
joyed  an  afternoon  of  bowling, 
swimming  and  eating  at  Celeb¬ 
rity  Sports  Center,  an  evening 
of  rides  and  games  at  Lakeside 
Amusement  Park  and  guided 
tours  through  the  Denver  Post 
and  the  First  National  Bank 
Sky  Deck. 

They  were  guests  of  the  Den¬ 
ham  'Theater  for  “The  Unsink- 
able  Molly  Brown”  and  the  Den¬ 
ver  Bears  for  free  reserved 
seats  for  the  Denver  Bears- 
Dallas  Rangers  baseball  game. 


FOOTBALL  SPECIAL— The  clock 
at  upper  left  registers  just  short 
of  I  a.m.  and  what  you  see  here 
is  an  afternoon  newspaper  edi¬ 
torial  crew  fighting  a  self-imposed 
deadline.  It's  a  "Football  Special" 
project  at  the  Memphis  (Tenn.) 
Press-Scimitar.  Utilizing  9  straight 
lines  and  Automatic  Call  Dis¬ 
tributor  equipment  in  the  classi¬ 
fied  phone  room,  the  newsmen 
take  calls  from  school  reporters 
at  over  100  high  school  football 
games  in  a  five-state  circulation 
area  after  Friday  night  games. 
Copy  is  pounded  out,  heads 
written,  pages  dummied,  type 
set  by  night-side  or  lobster  shift 
crews,  make-up  begins  at  6:30 
a.m.  and  five  special  sports  pages 
are  ready  for  the  9:30  a.m.  Mid- 
South  edition  without  impeding 
normal  production. 


ICM A  Announces 
’64-65  Chairman 

Lancaster,  Pa. 

Ray  W.  Gilliland,  president  of 
the  International  Circulation 
Managers  Association,  has  an¬ 
nounced  numerous  committee 
chairmen  who  will  function 
during  1964-6,5.  They  are: 

James  R.  Darke,  Providence 
(R.  I.)  Journal-Bulletin,  adver¬ 
tising;  L.  W.  McFetridge,  Tulsa 
(Okla.)  World-Tribune,  Audit 
Bureau  of  Circulations;  Roy  1. 
Newborn,  New  York  Herald- 
Tribune,  auditing;  Donald  Cole¬ 
man,  New  Orleans  (La.)  Times 
Picayune  &  States,  awards; 
Paul  Fink,  Williamsport  (Pa.) 
Grit,  budget  &  finance;  Arthur 
Diaz,  St,  Louis  (Mo.)  Post  Dis¬ 
patch,  bulletin;  Helge  Holm, 
Oklahoma  City  (Okla.)  Okla¬ 
homan  &  Times,  bulletin  adver¬ 
tising  sales;  Louis  J.  Hoffmann, 
St.  Louis  (Mo.)  Globe  Democrat, 
convention  arrangements ;  Ed¬ 
ward  L.  Bennett,  Hackensack 
(N.  J.)  Record,  long  range 
planning. 

Leon  Reed,  Little  Rock  (Ark.) 
Gazette,  membership;  Robert  J. 
Sudderth,  Chattanooga  (Tenn.) 
Times,  ICMA-Sectional  Coopera¬ 
tion;  Robert  W.  McGlashing, 
Taunton  (Mass.)  Gazette,  ne¬ 
crology;  Edgar  W.  Johnson, 
Phoenix  (Ariz.)  Republic  & 
Gazette,  newspaperboy,  1964 ; 
George  W.  Hicks,  Columbus 


(Ohio)  Dispatch,  newspaper- 
boy  Hall  of  Fame;  Robert  C. 
McCormick,  Coming  (N.  Y.) 
Leader,  newspaper  in  the 
classroom;  John  S.  Shank, 
Dayton  (Ohio)  News,  news- 
paperboy  training;  Stowell  E. 
Abbott,  Boise  (Idaho)  States¬ 
man  nominating;  T.  Earl  Rob¬ 
erts,  Norfolk  (Va.)  Virginian 
Pilot,  post  office  &  transporta¬ 
tion;  M.  E.  Fisher,  Minnea¬ 
polis  (Minn.)  Star  &  Tribune, 
program;  Ivan  Sundberg,  St. 
Paul  (Minn.)  Dispatch  &  Pio¬ 
neer  Press,  question  box. 

Charles  W.  Staab,  Cincinnati 
(Ohio)  Enquirer,  review  &  re¬ 
vision;  Mark  Mantz,  Des  Moines 
(Iowa)  Register  &  Tribune, 
safe  driving;  Louis  Trupin, 
Philadelphia  (Penna.)  Bulletin, 
state  &  national  regulations;  C. 
Roy  Middleton,  Hamilton  (Ont.) 
Spectator,  ways  &  means;  Virgil 
Fassio,  Wilmington  (Del.) 
News-Journal,  youth  affairs. 

• 

Howard’s  Son  Weds 

Michael  Balfe  Howard,  son  of 
Jack  R.  Howard,  president  of 
Scripps-Howard  Newspapers, 
and  the  late  Barbara  Balfe 
Howard,  and  grandson  of  Mr. 
and  Mrs.  Roy  W.  Howard,  chair¬ 
man  of  the  executive  committee 
of  Scripps-Howard,  was  mar¬ 
ried  Sept.  12  to  Miss  Carter 
Harrison  Bottjer  of  Weston.  The 
bride  is  a  junior  at  Sarah  Lawr¬ 
ence  College  and  the  groom  is  a 
senior  at  Yale  University. 


379,932  lines  of  R.O.P.  Color 
in  first  8  months  of  1964 

Proves  that  advertisers  believe  in  using  color  in  Danville. 
Reproduction  tears  furnished  on  request. 
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TO 


when  you  advertise  in  the 

NEW  YORK  NEWS 


The  News  is  the  one  newspaper  that’s  tailor-made  for  —of  custom-made  suits  and  ready-made  suits,  of  caviar 
readers  in  both  important  income  groups.  and  cucumbers,  of  liqueurs  and  lemonade. 

Hard  to  believe?  Then  try  these  facts  on  for  size:  To  get  the  most  mileage  out  of  your  advertising  doF- 

The  News  has  more  readers  with  family  incomes  lars,  use  The  News.  For  mass  plus  class,  no  other 

between  $5,000  and  $10,000 -and  more  over  $10,000-  medium  can  beat  it.  Not  radio.  Not  TV,  Not  regional 

than  any  other  New  York  newspaper.  More  of  the  middle  magazines.  The  News  is  the  must  buy  in  New  York.  And 

millions.  More  of  the  upper  echelon.  More  of  the  buyers  we  can  prove  it.  3till  think  we’re  bluffing?  Call  us. 


See  the  difference  your  readers  see 


WHY  MORE  PUBLISHERS  COME  TO  GOSS 


) 


in  color  accent! 


total  color  for  ^ 

editorial  and  advertising 
gives  you 

competitive  advantages 

Color  in  your  editorial  features  attracts  readers — 
boosts  circulation.  It  puts  you  in  a  hard-to-beat 
competitive  position  against  other  local  news  and 
entertainment  media.  It  attracts  color-conscious 
local  and  national  advertisers. 

Go«<  offers  you  comploto  press  selection — Whether 
you  want  to  print  your  newspaper  by  letterpress  or 
web  offset,  Goss  alone  gives  you  the  widest  choice 
in  press  capacity  and  ROP  color  flexibility.  Two 
great  Headliner*^  letterpress  presses,  Mark  I  and 
Mark  II . .'.  and  three  web  offset  presses— the 
Urbanite,®  Suburban®  and  the  Community  to 
choose  from ! 

Goss  Headliners  are  pre-engineered  to  accommo¬ 
date  all  your  needs  of  color  arrangements  while  you 
hold  maximum  page  capacity  on  basic  units.  And 
they  print  at  speeds  up  to  70,000  P.P.H. 


I 


I 


( 

1 


One  example  of  the  great  variety  and  flexibility  of  color  arrange' 


ments  available  with  Goss  HEADLINER  Mark  I  and  Mark  II  presses. 


Goss  Web  Offset  Presses — more  than  1000  units  now 
on  edition— offer  highest  achievements  in  offset  color 
flexibility  design  for  all  size  circulations.  Owners  of 
the  Urbanite  (40,000  P.P.H.)  and  the  Suburban 
(18,000  P.P.H.)  are  getting  color  production  far 
beyond  expectations.  Even  the  new,  compact  Goss 
Community— now  delivering  10,000  P.P.H.— can 
print  spot  color.  . 

If  you  are  acutely  aware  of  the  need  for  color  capac¬ 
ity  to  add  sparkle  to  your  newspaper,  let  Goss  show 
you  how  you  can  get  it  most  economically.  We’ll 
give  your  inquiry  prompt  attention.  ; 


THE  GOSS  COMPANY,  CHICAGO,  ILL.  60650 


Sp*ei»liata  in  Nawapapar,  Magaaina  and  Roto  praaaaa 
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mAcI  a  division  of  MIEHLE  GOSS  dexter,  INC. 

I  I  The  leader  in  graphic  arts  . . .  engineering,  service 

I  O  /  and  manufacturing... industry-wide  and  world  wide 


FIRST  ISSUE — Wallace  B.  MacLachlan,  editor  (left)  and  Elzie  Mumea, 
mechanical  superintendent,  look  over  the  first  issue  of  the  Mount 
Clemens  (Mich.)  Macomb  Daily  Monitor-Progress.  Resulting  from  the 
merger  of  the  Mount  Clemens  Daily  Monitor-Leader  and  the  weekly 
Tri-City  Progress,  the  daily  now  serves  an  additional  32,000  Michigan 
readers. 


Librarians  Start 
Burness  Award 
To  Honor  Own 

Washington 

The  forgotten  man  of  the 
newspaper  profession  will  be 
honored  by  a  new  award  estab¬ 
lished  in  the  name  of  Jack  K. 
Burness,  who  was  chief  librarian 
of  the  Washington  Post  for 
nearly  30  years. 

The  first  annual  $.">00  award 
will  be  presented  at  the  next 
convention  of  the  Special  Li¬ 
braries  Association  in  Philadel¬ 
phia.  An  award  committee,  com¬ 
posed  of  members  of  the  news¬ 
paper  division  of  the  association 
and  of  other  newspapermen,  is 
to  be  announced  next  month,  and 
detailed  rules  for  submitting 
awards  will  be  sent  to  news¬ 
papers  throughout  the  nation. 

Although  newspaper  librar¬ 
ians  have  done  much  of  the 
research  work  to  help  develop 
stories  and  newspaper  crusades 
which  have  earned  prizes  for 
reporters  and  newspapers,  the 
work  of  the  librarians  seldom 
has  been  recognized.  The  Bur¬ 
ness  award  will  be  given  each 
year  to  the  newspaper  library 
employe  who  has  administered  a 
newspaper  library  so  as  to  ex¬ 
tend  its  usefulness  as  a  resposi- 
tory  and  distributor  of  informa¬ 
tion,  introduced  techniques  which 
can  advance  the  general  useful¬ 
ness  of  newspaper  libaries  or 
contributed  to  a  wider  public 
understanding  of  the  newspaper 
library’s  role  as  the  institutional 
memory  of  the  press. 

Jack  K.  Burness,  who  died 
after  a  short  illness  in  Septem¬ 
ber,  1963,  was  known  as  the 
“answer  man”  to  a  generation 
of  Washington  reporters.  He 
was  recognized  for  his  retentive 
memory  and  for  the  complete 


store  of  newspaper  clippings, 
books,  pamphlets  and  other  news 
background  sources  he  gathered 
and  indexed  in  his  nearly  30 
years  in  Washington.  He  also 
served  as  chairman  of  the  news¬ 
paper  division  of  the  Special  Li¬ 
braries  Association  which  in¬ 
cludes  .some  6,000  representa¬ 
tives  of  newspaper,  broadcast¬ 
ing,  scientific-technical  and  other 
nonpublic  libraries. 

Mr.  Burness  began  newspaper 
work  as  a  reporter  for  the  St. 
Paul  (Minn.)  Daily  News.  He 
also  worked  for  the  United 
Press  in  St.  Paul  and  for  the 
Associated  Press  in  New  York. 
Chairman  of  the  Board  of  Di- 
I’ector  of  the  Jack  K.  Burness 
Memorial  Award,  Inc.  is  Chester 
W.  Sanger,  librarian  of  the 
Christian  Science  Monitor. 

• 

Minning  Newspapers 
Turn  Up  in  Woods 

Wilmington,  Vt. 

An  investigation  was  launched 
by  Vermont  state  police  after 
fern  pickers  found  five  U.S.  mail 
.sacks  containing  copies  of  the 
July  7  edition  of  the  Burlington 
(Vt.)  Free  Press  in  a  wooded 
area  here. 

Two  sacks  were  said  to  have 
contained  newspapers  bound  for 
Waterbury,  while  one  sack  each 
had  been  sent  to  the  towns  of 
Johnson,  Stowe  and  Moscow. 

Postal  inspectors  were  being 
awaited  as  Frank  J.  Heinrich, 
circulation  manager  of  The  Free 
Press,  reported: 

“Those  mail  sacks  were  de¬ 
posited  by  a  Free  Press  truck¬ 
man  as  usual  on  the  rear  plat¬ 
form  of  the  Waterbury  Post 
Office  early  on  the  morning  of 
July  7. 

“They  were  missing  when 
postal  employes  came  to  work 
and  a  complaint  over  their  dis¬ 
appearance  was  registered  with 
the  U.S.  Post  Office  Depart¬ 
ment.” 


Judge  Files  Libel 
Suit  Against  Paper 

Portsmouth,  N.  H. 

The  Herald  Publishing  Com¬ 
pany,  publisher  of  the  Ports¬ 
mouth  Herald,  faces  a  $200,000 
libel  suit  brought  by  Judge 
Thomas  E.  Flynn  Jr.,  of  the 
Portsmouth  District  Court,  ac¬ 
cording  to  a  writ  filed  in  the 


Rockingham  County  Register  of 
Deeds  office  in  Exeter.  The  writ 
is  answerable  Oct.  5  and  all  the 
newspaper’s  real  estate  has  been 
attached. 

The  plaintiff  charges  that  the 
daily  newspaper  has  been  guilty 
of  “false,  scandalous,  malicious 
and  defamatory  libels”  against 
him  in  three  different  editorials, 
published  Sept.  14,  1962,  Feb.  4, 
1964,  and  Aug.  24,  1964. 

Three  Cases 


! 
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71%  OF  THE  POPULATION 

OF  MASSACHUSETTS 
IS  IN  BOSTON-WORCESTER 

WORCESTER  TELEGRAM-GAZETTE  WORCESTER,  MASS. 

DAILY  152,634,  SUNDAY  103,882 


To  succeed  in 
selling  America's 
6th  Market,  treat 
Boston-Worcester 
as  ONE  MARKET. 

To  succeed  in 
reaching  and 
selling  this  whole 
market,  include 
the  Worcester 
Telegram  &  Gazette. 

MOST  ADVERTISERS 
DO! 

Richard  C.  Steele 
President  and 
Publisher 

Represented  by 
Moloney,  Regan 
and  Schmitt,  Inc. 


According  to  Judge  Flynn,  one 
Herald  editorial  had  the  intent 
to  identify  him  as  a  judge  who 
“deliberately  sought  to  impose 
punishment  beyond  the  law”  in 
a  traffic  case;  another  involved 
a  question  as  to  the  contents  of 
a  can  of  beer,  and  another  im¬ 
plied  that  the  judge  used  his 
power  “oppressively  or  un¬ 
justly.” 

The  writ  charges  that  one  of 
the  editorials  indicated  that 
“Judge  Flynn  ruled  a  can  of 
beer  is  not  necessarily  a  can  of 
beer  when  no  such  ruling  was 
made  .  .  .  the  actions  of  the 
defendant  constitute  a  deliber¬ 
ate,  malicious  attempt  to  create 
a  false  impression  concerning 
the  plaintifTs  conduct  as  a 
judge.” 
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Represented  by  ALLEN-KLAPP  CO. 


Skilled  craftsmen  in  the  modern  mechanical 
departments  of  The  Cedar  Rapids  Gazette 
take  exceptional  pride  in  top  quality  repro¬ 
duction  of  the  advertising  and  news  contents 
of  this  newspaper  .  .  .  and  so  they  helped  win 
the  Editor  &  Publisher  1963-64  award  for  best 
reproduction  of  a  Spot  Color  advertisement 
in  a  newspaper  under  100,000  circulation. 


The  "Butter-Nut"  Coffee  award 
winning  Color  advertisement  was 
created  by  Tatham-Laird,  Inc., 
Chicago  and  published  in  The 
Cedar  Rapids  Gazette  Septem¬ 
ber  17,  1963. 


120  MORE  COLOR  ads  published 
first  8  months  of  1964  over  same 
period  1963. 


When  it  comes  to  distribution  of  a  sales  mes¬ 
sage  in  Eastern  Iowa  .  .  .  here's  what  adver¬ 
tisers  get  in  The  Cedar  Rapids  Gazette: 
100%  coverage  of  the  Cedar  Rapids  City 
Zone'.  .  .  over  90%  Metropolitan  Area  pene¬ 
tration  .  .  .  over  50%  coverage  of  11  Eastern 
Iowa  counties  .  .  .  and  considerable  circula¬ 
tion  in  5  additional  Eastern  Iowa  counties. 

Full  ROP  COLOR  EVERY  DAY 


Winning  awards  is  an  old  sweet  story  at  The 
Cedar  Rapids  Gazette.  In  1961  The  Gazette's 
real  estate  and  building  section  was  declared 
"best  in  America"  by  the  National  Associa¬ 
tion  of  Real  Estate  Editors  in  a  contest  en¬ 
tered  by  metropolitan  newspapers  from  all 
over  the  U.S.  Five  other  times  The  Gazette's 
real  estate  and  building  section  won  the 
award  for  best  In  the  100,000  circulation  class. 
Three  times  The  Gazette  won  the  Dorothy 
Dawe  award  at  the  American  Furniture  Mart 
for  the  best  home  furnishing  section  in  cities 
of  the  100,000  class.  The  Newspaper  Farm 
Editors  Association's  J.  S.  Russell  Memorial 
Award  for  1964  wa$  won  by  The  Gazette's 
farm  editor.  The  1963  Editor  &  Publisher  Cer. 
tificate  of  Merit  for  national  advertising 
presentations  was  awarded  to  The  Cedar 
Rapids  Gazette  for  newspapers  under  100,- 
000.  The  Gazette's  National  Home  Week 
section  has  consistently  ranked  among  the 
best  in  the  nation  both  for  its  news  content 
and  the  use  of  ROP  color. 
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The  Weekly  Editor 

EVEN  THE  STAFF  READS  IT 


I 


Tahoe  City,  Calif. 

“Even  the  .staff  reads  the 
World,”  boasts  the  Tahoe  City 
World  as  it  fetes  its  first  birth- 
<lay  on  the  northern  shores  of 
Lake  Tahoe. 

Editor  and  publisher  is  Wil¬ 
liam  R.  (Stub)  Stollery,  direc¬ 
tor  of  ))ublic  relations  for  Kaiser 
Industries  a  decade  affo  and 
since  in  various  other  p.r.  jobs. 
Earlier  he  was  with  the  San 
Jose  (Calif.)  Merrury-Mews  and 
the  San  Francisco  Call-Bulletin. 

John  Wintersteen,  al.so  a 
Kai.ser  public  relations  veteian. 
is  advertising  manager.  Most  of 
the  other  World  posts  are  filled 
by  Stollery  family  members. 
Mrs.  Stollery  is  business  man¬ 
ager.  Rod  Stollerj'  is  managing 
eidtor  and  his  brother,  Bobbie, 
is  hi.storian. 

The  weekly  World  uses  old- 
time  type  in  its  heads  and  mast. 
Quaint  ears  give  the  paper’s 
“hot  line  phone  number”  and 
such  slogans  as  “(Jod  had  a 
sen.se  of  humor  when  he  put  us 
on  this  earth.” 

Earthy  humor  jiermeates  the 
columns  at  times.  The  photo 
used  to  prove  that  the  staff 
reads  the  World  shows  young 
Dave  Champion  outstretched  be¬ 
neath  the  World’s  pet  deer  and 
describes  him  as  “vicepresident 
in  charge  of  floor  maintenance.” 
Kristan  Attardi  is  listed  as  “cir¬ 
culation  slave.” 

Larry  Hubbell,  pressman, 
wears  an  enormous  checked  cap. 
Dan  Boone,  mechanical  superin¬ 
tendent.  has  a  rifle  across  his 
knees. 

But  the  first  birthday  is  im¬ 
portant.  It  means  qualification 
to  print  legal  notices,  the  World 
explains  editorially. 

The  World  is  dedicated  “to 
the  preservation,  exhilaration 
and  consternation  of  the  North 
Shore.”  Its  serious  news  in¬ 
cludes  taxes,  planning  and  all 


the  other  problems  of  a  paper 
which  finds  itself  in  a  new 
growth  aiea. 

• 

SALES 

The  Cedar  Springs  (Mich.) 
Clipper,  a  weekly,  has  been  sold 
to  Niels  Andersen  of  Ea.st 
Brunsw’ick,  N.  J.  Sellers  were 
Archard  Gamm  and  Millard 
Engberg,  who  Iwught  the  paper 
in  1955.  Mr.  Engberg  still  o\^^ls 
the  Belding  Banner  News. 

«  «  « 

White  Plains,  N.  Y. 

The  II’/h'Ic  Plains  Herald  of 
Westchester  has  lieen  sold  to  the 
Indei)endent  Publishing  Com¬ 
pany,  publishers  of  the  Harrison 
Independent  and  Hue  and  Ciy 
Publishing  Corporation. 

David  E.  Moore,  editor  and 
jiublisher  of  the  Independent, 
announced  the  acquisition  of  the 
28-year-old  weekly  from  the  es¬ 
tate  of  its  founder,  the  late  J. 
Spencer  Gray.  Parker  E.  Yates, 
Herald  managing  editor,  has 
joined  the  new  owners  as  as¬ 
sistant  to  the  publisher. 

Mr.  Moore’s  first  move  was  to 
change  the  name  of  the  paper 
to  the  Independent  Herald  of 
Westchester  and  move  its  offices 
to  Harrison. 

The  Harrison  Independent 
was  started  two  years  ago  by 
Mr.  Moore,  a  grandson  of  Joseph 
Pulitzer,  publisher  of  the  New 
York  World  and  St.  Louis  Post- 
Pispatch. 

*  *  » 

Trona,  Calif. 

Montie  Marr,  publisher  of 
newspapers  in  Rosamond,  Ed¬ 
wards,  Baron  and  California 
City,  has  purchased  the  Searles 
Review  here  and  changed  the 
name  of  the  weekly  back  to  the 
Trona  Argonaut,  the  name  by 
which  it  was  known  when  found¬ 
ed  eight  years  ago. 

Listed  on  the  masthead  as 


NEW  COLOR 
SEPARATOR 
FROM  CAPCO 


Note  These  Feoferes: 

•  No  moving  parts 

•  Trouble  tree 

•  Quick,  easy  mounting 


•  Floating  head 

•  Simple  to  adjust 

•  Leave  on  press 
when  not  in  use 


•  No  machining  necessary 
tor  installation 

•  Reverses  without  adjustment 

•  Use  with  any  ink 


Write,  wire  or  phoee  for  compiefe  information 

CAPITAL  TOOL  &  MANUFACTURING  COMPANY,  INC. 

5000  Calvert  Road,  Colleqe  Park,  Md.  20740  •  Phone:  864-7677 
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editors,  advertising  managers 
and  circulation  managers  are 
Doris  Bray  and  Mary  Landis. 
Charlotte  Freeman  is  the  col¬ 
umnist. 

*  *  * 

WiLLINGBORO,  N.  J. 

The  Bri.stol  Printing  Com¬ 
pany,  publishers  of  the  daily 
Willinghoro  Burlington  County 
Times  and  the  Levittown-Bristol 
(Pa.)  Daily  Thnes-Courier,  have 
purchased  the  weekly  Willing¬ 
horo  W orld-Levittown  Life  from 
Murray  L.  Zidel  for  an  undis¬ 
closed  sum. 

Murray  C.  Hotchkiss,  co-pub¬ 
lisher  of  the  group,  said  the 
weekly  newspaper’s  employees 
have  Iteen  absorbed  by  his  own 
firm.  He  added  that  the  pur¬ 
chase  of  the  four-year-old  week¬ 
ly  was  to  strengthen  the  status 
of  the  Burlington  County  Times 

foi-  legal  advertising. 

#  ♦  ♦ 

Placerville,  Calif. 

Sale  of  controlling  interest  in 
the  Mountain  Democrat  &  Plac¬ 
erville  Times  to  F.  F.  McNaugh- 
ton.  of  McNaughton  Newspa¬ 
pers  and  Associates,  has  been 
announced  by  W.  S.  Barker. 

The  weekly  Times  was  found- 
e<l  in  1852. 

McNaughton  Newspapers  and 
Associates  publish  the  Pekin 
(Ill.)  Times,  Effingham  (Ill.) 
News,  Prescott  (Ariz.)  Courier, 
Yuma  (Ariz.)  Sim  and  Fair- 
field  (Calif.)  Republic.  All  are 

afteinoon  dailies. 

*  »  * 

Alpine,  Calif. 

The  semi-monthly  Alpine  Sun 
has  lieen  sold  by  Mr.  and  Mrs. 
Clarke  Irvine,  who  founded  the 
paper  12  years  ago,  to  Mr.  and 
Mrs.  Ronald  Van  Til  of  San 
Jose. 

*  ♦  * 

MEEKEai,  Colo. 

The  .Meeker  Herald,  engaging 
in  printing  and  publishing,  is 
now  under  the  new  management 
of  Kenneth  James. 

i(c  Ml  « 

Holtvtlle,  Calif. 

John  Steppling  has  sold  the 
Holti'ille  Tribune,  a  weekly  Im- 
l>erial  Valley  newspaper,  to 
Quentin  and  Eileen  Burke  of 
Holtville.  Steppling  also  is 
owmer  of  the  weekly  Calexico 
Chronicle. 

Ml  Ml  # 

Onamia,  Minn. 

After  approximately  a  year  at 
the  helm,  Geraldine  S.  Edgerton 
has  sold  the  Onamia  Independ¬ 
ent  to  Art  and  June  Sipola  of 
Superior,  Wis. 

if  if  * 

Golm:n,  Ill. 

Mr.  and  Mrs.  James  L.  Taylor 
hav’e  purchased  the  Golden  New 
Era  from  Mr.  and  Mrs.  Ben 
Decker. 

The  Deckers  owned  and  pub¬ 
lished  the  weekly  for  35  years. 

EDITOR  ac  PUBL 


Mr.  Taylor  was  formerly  with 
the  Mendon  Times. 

if  if  O 

Albuquerque,  N.  a1. 

John  G.  Samson  has  pur¬ 
chased  weekly  Albuquc'-gue  " 
Courier  from  James  Tli  rsen. 

Besides  Mr.  Samson  as  man 
aging  editor,  the  staff  includes 
Victoria  Blanchard,  business 
manager,  Roberta  Sklower,  ad¬ 
vertising  manager,  and  I.nella 
Thornburgh,  circulation  nan- 
ager.  Mr.  Samson  is  a  former  j 

Associated  Press  reporter. 

Ml  Ml  Ml  j 

BROOTtTN,  .Jinn. 

Dennis  Dale,  former  manager 
of  the  Cyrus  Leader,  has  pur¬ 
chased  the  Brooten  Review  from 
Duane  Cowden.  I 

*  41  4i 

Weiser,  Idaho 

Mr.  and  Mrs.  Harry  A.  Nel- 
•son,  owners  of  the  Weiser  Signal 
and  IFcj'scr  American,  have  an¬ 
nounced  the  sale  of  the  two 
papers  to  James  H.  Simpson  of 
Kent,  Wash. 

The  new  owner  is  the  son  of  a 
pioneer  publisher  of  newspapers 
in  Washington  and  was  himself 
a  publisher  at  Ephrata,  Wash., 
until  selling  in  1961.  More  re¬ 
cently  he  has  been  with  the 
Valley  Publishing  Company, 

Kent,  Wash. 

The  Nelsons  purchased  the 
Weiser  American  in  1940  from 
the  late  Howard  Allen  and  in 
1944  purchased  the  Signal  from 
Harry  Pepper  and  Earle  Sample. 

The  papers  are  published  in  the 
Signal  plant  which  has  been 
completely  modernized  in  the 
last  20  years. 

The  Weiser  Signal  has  been 
published  for  more  than  80  con¬ 
secutive  years. 

*  *  *  _  I 

Port  Moody,  B.  C. 

Eric  Dunning,  publisher, 

Haney,  B.  C.  has  now  taken 
over  the  Port  Moody  Advance. 

THURSDATA 

'  vSsK  s  j 

BIRTHS  —  A  new  suburban- 
type  newspaper,  the  Huntsville  j 

(Ala.)  Northside  Drummer,  has  j 

started  Wednesday  publication  ; 

in  northeast  and  northwest  " 

Huntsville.  Publisher  is  Sid  j 

Thomas  who  has  been  active  in 
the  Southern  newspaper  pro-  I 

motion  field  for  12  years.  He  f 

worked  for  the  Chattanooga  F 

(Tenn.)  Times  prior  to  estab¬ 
lishing  the  Drummer,  an  offset  ^ 

tabloid.  .  .  .  The  Carmel  (Ind.) 
Community  Courier  has  started  |  B 

publication.  Publisher  is  Com-  ,  B 

munity  Press  who  also  publish  j  R 

the  Booster,  a  weekly  shopper’s  j 

guide  with  a  circulation  of  5,200.  , 

The  five-column  tabloid  Courier  4 

will  cover  news  from  the  south-  Pj 

em  half  of  Hamilton  County. 
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FAMILY  STYLE 


With  Coverage  Close  To  lOOTo, 
New  England  Newspapers  Serve 

The  No.  1  U.S.  Region  In 
Per-Household  Food  Sales 


$1276 


*1965  Estimate,  E&P  Market  Guide 


1965  ESTIMATES— NEW 

ENGLAND 

1965  Population  . 

11,311.450 

1965  Households  . 

3,354,285 

1965  Personal  Income . 

$31,271,408,000 

1965  Total  Retail  Sales  . 

$16,291,129,000 

1965  Total  Food  Sales  . 

$  4,280,999,000 

1965  Per  Household  income  . 

$  8,390 

1965  Per  Household  Retail  Sales  . 

$  4,857 

Source:  E&P  Estimates 

1965  Market  Guide 

SELL 

New  England 
with  NEWSPAPERS! 


The  ONLY  medium  that  can  deliver 
saturation  coverage  of  this  rich,  important  area! 


Your  advertising  will  produce  sales  when  you  use  these  leading  newspaper-sponsors  of  this  message: 


MASSACHUSETTS 


CONNECTICUT 


Bangor  Daily  News  (M), 

Portland  Press-Herald  (M), 

Portland  Express  (E),  Portland  Telegram  (S) 


VERMONT 


Barre-Montpelier  Times-Argus  (E) 
Burlington  Free  Press  (M), 

Rutland  Herald  (M) 


RHODE  ISLAND 


Pawtucket  Times  (E), 
Providence  Bulletin  (E), 
Providence  Journal  (M&S), 
Woonsocket  Call  (E) 


Boston  Globe  (M&E),  Boston  Globe  (S), 
Brockton  Enterprise  &  Times  (E), 

Fall  River  Herald  News  (E), 

Fitchburg  Sentinel  (E), 

Gardner  News  (E), 

Lawrence  Eagle-Tribune  (M&E), 

Lynn  Item  (E), 

New  Bedford  Standard-Times  (E&S), 
North  Adams  Transcript  (E), 

Pittsfield  Berkshire  Eagle  (E), 
Springfield  Daily  News  (E),  Union  (M), 
Republican  (S),  Taunton  Gazette  (E), 
Waltham  News  Tribune  (E), 

Worcester  Telegram  (M&S), 

Worcester  Gazette  (E) 


Bridgeport  Post-Telegram  (M&E), 
Bridgeport  Post  (S),  Bristol  Press  (E), 
Hartford  Courant  (M), 

Hartford  Courant  (S), 

Hartford  Times  (E), 

Meriden  Record  &  Journal  (M&E), 
Middletown  Press  (E), 

New  Britain  Herald  (E), 

New  Haven  Journal-Courier  (M), 

New  Haven  Register  (E&S), 

Norwich  Bulletin  (M&S), 

Torrington  Register  (E), 

Waterbury  Republican  &  American  (M&E), 
Waterbury  Republican  (M&S) 


NEW  HAMPSHIRE 


Nashau  Telegraph  (E) 


FAIRCHILD 

news 


The  mammoth  text,  "Mamifd  Space¬ 
craft:  Engineering!  Design  and  Op¬ 
eration,”  to  be  published  by  Fair- 
child’s  Book  Division,  is  scheduled 
to  come  off  the  presses  on  Oct.  5. 
This  book,  containing  over  500  pages 
and  500  illustrations,  was  written 
and  edited  by  49  scientists  and 
engineers  at  NASA’s  Manned  Space¬ 
craft  Center  at  Houston,  Tex.  It 
provides  a  step-by-step  coverage  of 
the  art  and  science  of  manned  space 
travel  from  drawing  board  to  blast¬ 
off  ..  .  from  landing  on  the  moon 
to  reentry  into  our  atmosphere  and 
recovery  of  the  spacecraft.  It  is 
priced  at  $32.50  a  copy. 


Morton  Stark,  editor  of  DKLG 
NEWS  WEEKLY,  will  be  Coast- 
bound  next  week  to  attend  the  con¬ 
vention  of  the  National  Assn,  of  Re¬ 
tail  Druggists  in  San  Francisco.  He 
will  work  in  conjunction  with  Fair¬ 
child’s  San  Francisco  bureau  news¬ 
men  in  covering  the  sessions,  which 
will  be  held  at  Brooks  Hall.  Oct.  4-8. 


It’s  Christmas  in  October  on  HOME 
FURNISHINGS  DAILY.  On  Oct.  9. 
the  paper  will  publish  its  annual 
Christmas  Merchandising  section, 
designed  to  give  retailers  a  complete 
package  of  home  goods  holiday  sell¬ 
ing  ideas  just  as  their  Christmas 
selling  programs  are  getting  under 
way. 


Hinda  Kohn,  of  the  WOMEN’S 
WEAR  D.\ILY  editorial  staff,  has 
been  elected  to  a  two-year  term  as 
a  member  of  tbe  board  of  directors 
of  the  Underfashions  Gub  for  the 
1964-65  season. 


FOOTWEAR  NEWS,  a  Fairchild 
weekly  published  every  Thursday, 
will  once  again  up  its  publishing 
schedule  by  issuing  an  extra  edition 
during  the  National  Shoe  Fair  in 
Chicago,  Oct.  11-14.  The  extra  issue 
will  be  published  Oct.  12  and  10.000 
copies  will  be  distributed  at  20  Shoe 
Fair  and  Loop  hotels,  as  well  as  to 
the  regular  24.000  subscribers  to 
FOOTWEAR  NEWS. 


FAIRCHILD 
Publications,  Inc. 

7  Eost  12Hi  St.,  New  York,  N.  Y. 

fabllthars  of 

Daily  Nawt  Racord,  Woman'i  Waar  Daily, 
Hama  Fumithingi  Daily,  Footwaar  Nawi, 
Suparmarkat  Nawi,  Drug  Nawi  Waakly, 
Man's  Waar  Elactronic  Naws,  Books, 
Matalworking  Naws,  Diractorlas. 


personal 


IF  AT  FIRST — It  cost  Ray  Morgan,  Kansas  City  Star,  a  wounded  arm 
to  become  honorary  president  of  the  Upside  Down  Club  of  Kansas 
City.  Competing  in  a  special  stock  car  race  for  newsmen,  his  car 
flipped  over,  hit  a  stadium  wall  and  burst  into  flames.  He  was  pulled 
from  the  wreck  by  Jerry  Weld,  a  professional  driver,  who  is  pre¬ 
senting  the  Upside  Down  trophy  to  the  bandaged  Morgan  on  his 
return  to  work.  The  trophy  is  inscribed:  *‘l  tried." 


Ex-IAPA  President 
N.Y.  Correspontlent 

!  Dr.  Guillermo  Martinez  Mar- 
((uez,  Inter-American  Press  As- 
*  sociation  president  in  1956-57, 
\  has  been  named  New  York  corre¬ 
spondent  for  La  Prensa  of 
Buenos  Aires  by  Dr.  Allrerto 
Gainza  Paz,  editor  and  publisher. 

Dr.  Martinez  Marquez,  who 
as  president  of  the  association 
led  its  fight  against  press  cen¬ 
sorship  in  Cuba  under  F'ulgencio 
Batista  in  1957,  was  for  many 
years  the  publisher  of  El  Pain 
of  Havana. 

He  resigned  in  February, 
1960,  a  little  more  than  a  year 
after  Fidel  Castro  took  power. 
A  few  months  later  Dr.  Mar- 
;  tinez  Marquez  went  into  exile 
in  the  United  States. 

«  *  ♦ 

Fred  K.  Smith  —  from  the 
San  Angelo  (Tex.)  Standard- 
I  Times,  to  the  Omaha  (Neb.) 

World-Herald. 

*  *  * 

Julie  Pence  —  resigned  as 
ad  salesman  for  the  Neio  Ply¬ 
mouth  (Idaho)  Payette  Valley 
Sentmel  to  return  to  college. 

«  ♦  « 

I  Ester  Cockeram  —  to  the 
Vale.  (Ore.)  Malheur  Enter¬ 
prise  as  an  ad  salesman. 

«  «  * 

I  D.  Ben  James  —  from  news 
!  staff  to  personnel  manager  of 
jthe  .Akron  (Ohio)  Beacon  Jour¬ 
nal. 

«  *  * 

Paul  K.  McCann  —  from 
wire  editor  of  .Augusta  (Me.) 
Daily  Kennebec  Journal,  to  as¬ 
sistant  director  of  the  division 
of  publicity  and  public  relations 
of  the  Maine  Department  of 
1  Economic  Development. 

I  *  *  * 

Ann  Lyle,  former  reporter  on 
the  Montgomery  Alabama  Jour¬ 
nal  —  returned  as  assistant 
women’s  editor. 

*  *  « 

Ben  R.  Davis  —  from  man¬ 
aging  editor  of  the  Tuscaloosa 
.  (Ala.)  Netvs,  to  executive  man- 
'  aging  editor  of  the  Montgomery 
\  (Ala.)  .Advert iser-Joumal. 


SERVICE 


Glen  H.  Young  —  from  man¬ 
aging  editor  of  the  Upland 
(Calif.)  News,  to  public  rela¬ 
tions  director  for  Downing  & 
Ward  Construction  Co.,  Upland. 
*  ♦  * 

Ken  Weinberg  —  from  asso¬ 
ciate  editor  of  the  Palm  Desert 
(Calif.)  Post,  to  public  relations 
.staff  of  the  Cedars-Sinai  Medi¬ 
cal  Center,  Los  Angeles. 

«  *  * 

Stephen  Lamoreux  —  from 
assistant  professor  of  journal¬ 
ism  for  Washington  State  Uni¬ 
versity,  to  the  Spokane  (Wash.) 
Daily  Chronicle  regional  desk. 

«  ♦  * 

J.  M.  Mutch  ISON,  circulation 
manager  of  the  London  (Ont.) 
Free  Press  —  president  of  the 
Canadian  Circulation  Managers 
Association. 

*  «  « 

John  Aehl  —  from  suburban 
reporter  to  city  hall  reporter  of 
the  Madison  Wisconsin  State 

Journal,  succeeding  David  Gor¬ 
don,  who  is  returning  to  the 
University  of  Wisconsin  for 
work  toward  a  Ph.D.  Roger 

Gribble  —  succeeds  Mr.  Aehl. 
*  *  * 

J.  Michael  Jones,  former 
court  reporter  for  the  Lansing 
(Mich.)  State  Journal  —  now  a 
publicist  with  the  Michigan 
Tourist  Council, 


Dan  McNulty  —  from  cover¬ 
ing  Nebraska’s  unicameral  leg¬ 
islature  at  Lincoln  for  the  AP 
to  the  Chicago  bureau.  John 
Armstrong  —  succeeds  Mr.  Mc- 
-Nulty. 

«  «  « 

Dee  Bryant  —  to  church  and 
amusements  editor  of  the  MovA- 
gomery  (Ala.)  Advertiser,  re¬ 
placing  Betsy  Mattingly,  re¬ 
signed  to  get  married.  John 
Henry  —  from  photographer,  to 
his  own  private  studio.  Buddy 
Damdson  —  from  sports  staff, 
to  Auburn  University  athletic 
department  public  information 
director  and  assistant  public  re¬ 
lations  director. 

*  4:  « 

Wilfred  Woods,  editor  and 
publisher  of  the  Wenatchee 
(Wash.)  Daily  World  —  chair¬ 
man  of  the  Committee  Against 
Gambling. 

*  m  * 

Jack  Squire,  formerly  with 
the  Hartford  (Conn.)  Courant, 
and  more  recently  assistant 
managrer  of  editorial  services 
for  Look  magazine  —  promoted 
to  manager  of  editorial  services, 
for  Look. 

*  «  * 

Jack  Pearce,  former  political 
reporter  for  the  Santa  Fe  New 
Mexican  —  to  the  information 
staff  of  Texas  A&M  University. 
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Kenneth  E.  Davis  —  ap¬ 
pointed  national  sales  manag:er 
of  Post  Newspapers,  Appleton, 
Wis. 


Kiiitor  Retires  After 
o."*  Years  of  Service 

Stai'NTON,  Va. 

A  newspaperman  for  55  years 
— ■  all  the  way  up  from  a  bare¬ 
foot  newspaperboy” — E.  Lewis 
Knowles,  manaerinj?  editor  of  the 
Sinrtnton  Leader  jjapers,  has 
retired. 

After  serving:  in  every  eajiae- 
it>  from  a  printers  devil  to  a 
janitor  for  the  local  newspaper, 
Mr.  Knowles  was  promoted  to 
cul)  rej)orter  in  1914.  He  .started 
out  as  a  newspaperboy  in  1909. 

He  will  continue  to  write  his 
editorial  i)ae:e  column.  “Follow 
the  Leader,”  and  fulfill  other 
sjiecial  assigrnments. 


Tom  Lewis,  rewriteman  on 
the  [‘hilndelphia  Bulletin  —  re¬ 
tired. 


Peter  J.  Sena,  formerly  with 
the  Burlington  County  (N.  J.) 
Timeu  —  to  assistant  city  edi¬ 
tor,  Bhiladelphia  Inquirer. 


John  F.  Young  —  from  edi¬ 
torial  writer  for  the  Columbua 
(Ohio)  Dinpatch  to  director  of 
public  relations  and  Methodist 
information  in  the  Ohio  West 
Area  of  the  Methodist  Church. 


Dick  Stannard  —  to  press 
officer  for  Senator  Pierre  Sal¬ 
inger’s  campaign  after  14  years 
as  a  reporter  for  the  Bay  Area 
newspapers. 


hth 

,vi 


(i.vKY  Mastin.  a  senior  at 
Huntington,  Ind.,  College  — 
awarded  the  Pulliam  Scholar¬ 
ship,  an  award  established  by 
Eugene  C.  Pulliam,  publisher  of 
the  I ndianapolif!  Star  and  AVie.s. 


Julie  Higgins  —  from  re¬ 
porter  and  feature  writer  to 
woman’s  i)age  editor  of  the 
Dover  Dehuvare  State  News. 
Mitchell  Freeman  —  to  re¬ 
porter,  Delaware  State  News. 


James  Cooper,  editor  of  the 
weekly  Santa  Ana  (Calif.)  In¬ 
dependent — promoted  to  another 
Ridder  i)aper  as  associate  editor 
and  dailv  columnist  of  the 
Garden  Grove  (Calif.)  Orange 
County  Evening  News. 


Ed  Lunpberg,  formerly  with 
the  Loyig  Beach  (Calif.)  Inde¬ 
pendent.  Press-Telegram  —  to 
editorial  staff  of  Santa  .Ana 
(Calif.)  Register. 


William  Gunderson,  Ash-  Mrs.  W.  F.  Zickrick  —  to 
land  Press  —  president  of  the  editor  of  the  Bamum  (Minn.) 
Wisconsin  Newspaper  Advertis-  Herald. 
ing  Executives  Association.  *  ♦  * 

*  *  ♦  Jack  Thornell  —  from  the 

Allan  Drake  —  from  city  Jackson  (Miss.)  Daily  News  — 
hall  reporter  for  the  Trenton  to  AP  staff  at  New  Orleans,  re- 
(N.J.)  Trentonian,  to  the  Tren-  placing  JiM  Bourdier  —  now  an 
ton  Times  Newspapers;  Eugene  photo  editor  in  New  York. 
Sayko  —  from  copy  editor  for  *  ♦  * 

the  Burlington  County  (N.  J.)  G.  R.  Kershaw,  St.  Louis 
Times,  to  the  Trenton  Times;  Post-Dispatch  circulation  direc- 
Elizabeth  Greacen  —  from  the  tor  of  the  Pulitzer  Publishing 
Rochester  (N.  Y.)  Times-Union,  Company  —  retired.  He  is  re- 
to  the  Trenton  'Times.  placed  by  Arthur  Diaz. 


C.  Edward  Wilson,  formerly 
with  the  Kitchener  Waterloo 
(Ont.)  Record  —  to  assistant 
professor  of  journalism  at  the 
University  of  Western  Ontario. 


Engineering  Design 


Jack  Scott,  columnist  for  the 
Vancouver  Sun  —  now  South 
American  correspondent  based 
in  Rio  de  Janeiro  for  the  To¬ 
ronto  Star. 


Cfias.  T.  Main,  Inc. 


Engineering  services  for  Webb 
Publishing  Co.,  included  building 
layout  and  design,  engineering 
of  the  equipment  installation, 
and  complete  construction  man¬ 
agement.  Preliminary  study 
covered  desirability  of  relocation. 

These  services  were  coordinated 
by  engineers  with  many  years 
of  practical  experience  in  all 
areas  of  Graphic  Arts  production. 


Hugh  Watson  —  to  the  To¬ 
ronto  Telegram  as  a  reporter 


(^iieeii  Honors  Editor 

Boston 

The  Rt.  Hon.  The  Lord  Har¬ 
lech,  British  Ambassador  to  the 
United  States,  today  presented 
the  insignia  of  an  Honorary 
Commander  of  the  Most  Excel¬ 
lent  Order  of  the  British  Em¬ 
pire  (CBE)  to  Erwin  Canham, 
editor-in-chief  of  the  Christian 
ScicKce  Monitor.  It  was  pre¬ 
sented  to  Mr.  Canham  in  recog¬ 
nition  of  his  outstanding  serv¬ 
ices  in  the  cause  of  Anglo- 
American  friendship  and  under¬ 
standing. 


Written  with  character 
competence  . . .  color. 


CHAS.  T.  MAIN,  INC. 

Enginttring  for  till  Graphic  Arts 

80  Federal  St. 

Boston,  Mass.  02110 
Code  617  HA  6-6200 
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129  West  Trade  St. 
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Code  704  FR  5-1735 


BOOKS  IN  REVIEW 

Equivocal  Men  Hit 
By  Holmes  Alexander 

Bv  Marv  Norris  Mini  roe 


THE  EginVOOAL  MEN;  Tales  of  the 

Establishment.  By  Holmes  Alex¬ 
ander.  Western  Island  Publishers. 

:::i7  pHfres.  $». 

Liberal  writers  are  favored 
with  private  inter\'iews  or  news 
leaks,  while  their  conservative 
colleagues  have  to  scrabble  for 
crumbs  or  forage  for  them¬ 
selves.  At  the  fea.st  of  privileged 
treatment,  the  line  forms  at  the 
left. 

So  writes  columnist  Holmes 
.\lexander  of  McNaught  Syndi¬ 
cate  in  a  new  novel  based  on  the 
author’s  15  years  as  a  Wash¬ 
ington  correspondent. 

Klile  Establishniriit 

The  problem  facing  conserva¬ 
tive  writers,  Mr.  Alexander  ex¬ 
plains  in  his  novel,  is  that  they 
are  up  against  The  Establish¬ 
ment.  The  Establishment  is  an 
elite  of  intellectuals  which  con¬ 
trols  a  gfood  deal  that  goes  on  in 
this  country.  It  sits  in  the  uni¬ 
versities,  money  centers,  big 
publishing  houses  and  newspa¬ 
per  offices  and  makes  it  difficult 
for  those  not  conforming  to  its 
way  of  thinking  to  get  a  hear¬ 
ing. 

The  author  credits  Richard 
Rovere  of  New  Yorker  maga¬ 
zine  with  calling  attention  to 
this  elite  some  years  ago  in  a 
magazine  article.  However,  Mr. 
Rovere  didn’t  take  The  Estab¬ 
lishment  seriously  enough. 

The  Establishment,  as  Mr. 
.\lexander  sees  it,  is  a  danger 
to  our  nation  because  it  is  made 
up  of  equivocal  men.  Equivocal, 
he  reminds  us,  is  defined  as: 
“of  uncertain  significance  .  .  . 
of  doubtful  nature  or  character 
.  .  .  having  different  meanings 
equally  possible.  .  .  .’’ 

The  author  first  began  to  at¬ 
tack  equivocal  men  and  ideas 
in  1963  in  a  series  of  speeches 
around  the  country.  It  was  the 
success  of  these  speeches  that 
encouraged  him  to  try  a  book 
on  the  subject.  To  escape  the 
boredom  of  statistics  and  quota¬ 
tions,  he  decided  to  make  this 
book  a  work  of  fiction. 

Mr.  Alexander’s  novel  is  thus 
an  ideal-novel,  which  the  author 
hopes  will  ser\'e  as  a  worthwhile 
commentary  on  the  stressful 
1960s.  Its  plot  is  simple.  It  re¬ 
volves  around  the  struggles  of 
an  idealistic  young  reporter, 
Phil  Obermeister,  to  get  ahead 
in  journalism.  It  consists  of 


seven  chapters,  each  one  of 
which  shows  an  equivocal  man. 

Liberal  InlrllcrluuU 

What  exactly  is  an  ecjuivocal 
man?  The  author  introduces  us 
to  a  variety:  a  liberal  journalist, 
philanthropist,  ambitious  politi¬ 
cian,  disillusioned  exile  and  oth¬ 
ers.  They  are  all  diffei'ent,  but 
they  share  the  same  ideas.  They 
are  strong  internationalists 
rather  than  nationalists;  they 
favor  peaceful  co-existence  with 
communism;  they  distrust  the 
military  and  favor  disarma¬ 
ment.  In  short,  they  are  liberal 
intellectuals  of  the  type  asso¬ 
ciated  with  the  New  Deal  and 
New  Frontier. 

A  typical  example  is  Cal  Bor- 
ton,  the  unscrupulous  liberal 
pundit,  who  sometimes  allows 
himself  to  be  the  tool  of  com¬ 
munists.  Borton  suffers  from 
“the  petrification  of  over-intel- 
lectualism,  a  hardening  of  the 
heart  that  comes  from  storing 
up  great  factual  knowledge  but 
losing  touch  with  the  people.” 

Who  is  Cal  Borton?  Mr.  Alex¬ 
ander’s  liberal  press  colleagues 
may  be  somewhat  reassured  to 
learn  that  he  isn’t  meant  to  be 
anybody.  Says  Mr.  Alexander: 

“Borton  is  a  composite  char¬ 
acter,  a  repositorj’  of  certain 
attitudes  which,  I  assure  you, 
are  prevalent  around  Washing¬ 
ton  and  in  the  intellectualist 
community.  This  is  true  of  all 
other  characters  in  this  book.” 

News  writers  who  are  inter¬ 
ested  in  short  story  writing  will 
find  invaluable  advice  about  the 
creative  process  on  “The  Mod¬ 
ern  Short  Story  in  the  Making” 
( Hawthorn  Books.  405  imges. 
$6.95).  The  authors  are  Whit 
and  Hallie  Burnett,  editors  of 
Story  Magazine,  and  there  are 
contributed  short  stories  and 
essays  on  why  and  how  they 
were  written  by  20  short-story 
writers,  such  as  Norman  Mailer, 
Tennessee  Williams,  William 
Saroyan,  Truman  Capote  and 
Erskine  Caldwell. 

«  ♦  « 

Tom  Wicker,  head  of  the 
Washington  bureau  of  the  New 
York  Times,  is  the  author  of 
“Kennedy  Without  Tears:  The 
Man  Beneath  the  Myth”  (Wil¬ 
liam  Morrow.  October.  $2.50). 
Arthur  Krock  wrote  the  fore¬ 
word. 


Ben  Heoht’s  Last 
Wonderful  Words 

I.FnTER.S  FROM  Bf)HEMIA.  Hy  H*n 
Hecht.  I)ouV>leday.  Sept.  IS. 
paifcs.  $4.r>0. 

Sadness  mingles  with  pleas¬ 
ure  as  the  reader  scans  this  last 
testament  of  Ben  Hecht,  indited 
shortly  before  his  recent  sudden 
death. 

“l.,etters  From  Bohemia,”  Ben 
Hecht’s  22nd  book,  is  composed 
of  separate  chapters  of  his  per- 
■sonal  recollections,  blissfully  un¬ 
marred  by  research,  about  seven 
of  his  Bohemian  friends,  fol¬ 
lowed  with  some  personal  letters 
he  had  received  from  each  over 
a  long  period  of  years. 

The  seven  include  such  jour- 
nalists-authors  as  H.  L.  Menc¬ 
ken,  Gene  Fowler,  Charles  Mac- 
Arthur  and  Sherwood  Ander¬ 
son.  The  nostalgic  memoir  in¬ 
wardly  weeps  for  the  author 
left  lonely  and  disconsolate  by 
the  deaths  of  his  friends  —  the 
author  who  unknowingly  soon 
was  to  join  his  departed  pals. 

Tlieir  Picnic  Ground 

Of  one  of  his  intimate  friends 
and  fellow-reporters,  Mr.  Hecht 
wrote : 

“MacArthur  and  I  became 
friends  in  our  Chicago  teens. 
Charlie  worked  on  morning 
newspapers,  the  Tribune  and 
the  Examiner;  I  on  afternoon 
papers,  the  Journal  and  the 
Daily  News.  The  stories  we  cov¬ 
ered  were  part  of  our  friend¬ 
ship.  They  remained  a  world 
out  of  which  neither  of  us  en¬ 
tirely  emerged.  We  interviewed 
thieves,  swindlers,  murderers, 
lunatics,  fire  bugs,  bigamists, 
gangsters,  and  innumerable  sob¬ 
bing  ladies  who  had  taken  suc¬ 
cessful  potshots  at  their  mar¬ 
ried  lovers. 

“For  all  such  evil-doers 
Charlie  had  a  sort  of  collector’s 
enthusiasm.  Crime  and  disaster 
allured  him,  .socially.  Hangings, 
death  beds,  4-11  fires,  protracteil 
gun  battles  between  cops  and 
loonies,  mysterious  corpses  pop- 
l)ing  out  of  river  and  swamp, 
courtrooms  and  jail  cells  loucl 
with  deviltries,  were  a  sort  of 
picnic  ground  for  Mac.4rthur. 
For  me,  also.” 

*  *  » 

A  veteran  Washington  busi¬ 
ness  news  reporter,  Hobait 
Rowen,  business  trends  editor 
of  Newstveek  in  Washington, 
offers  a  trenchant  report  on  re¬ 
lations  between  Big  Business 
and  Presidents  Kennedy  and 
Johnson  in  “The  Free  Enter¬ 
prisers:  Kennedy,  Johnson  and 
the  Business  Establishment.” 
(Putnam’s.  319  pages,  $5.95). 
The  author  reports  the  business 
community  is  much  more  in  tune 
with  LBJ  than  with  JFK. 


illllllllllllllllllllllllllllllllllllllllllliH 

Books  Of,  By 
Or  For  Newsmon 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin  wn 

Elizabeth  M.  Fowler,  a  finan¬ 
cial  writer  for  the  New  York 
Times,  and  formerly  with  the 
Buffalo  (N.  Y.)  Evening  News 
and  WaM  Street  Journal,  is  ihe 
author  of  a  book  about  how 
money  is  made  in  a  Bear  Mar¬ 
ket.  It  is  “90  Days  To  Fortune” 
(Ivan  Obolensky,  Inc.  192  pages. 
October.  $4.) 


Untrained  publicity  chairmen 
of  civic,  fraternal,  service  and 
other  nonprofit  organizations 
will  find  a  little  30-page  book¬ 
let,  “So  You  Are  A  Publicity 
Chairman?”  helpful.  It  may  be 
ordered  for  $1  from  the  author, 
W.  Lowrie  Kay,  Box  4023,  Uni¬ 
versity  Station,  Tucson,  Ariz. 
85717.  Mr.  Kay  formerly  was 
on  the  Christian  Science  Moni¬ 
tor,  Philadelphia  (Pa.)  Evening 
Bulletin,  Buffalo  (N.  Y.)  Eve¬ 
ning  News,  Latrobe  (Pa.)  Bul¬ 
letin  and  New  Castle  (Pa.) 
News. 


Herbert  Kubly,  schooled  by 
newspaper  reporting,  is  a  per¬ 
ceptive  and  poetic  writer  who 
sees  through  the  sweet  surface 
of  people  and  places  and  adds 
an  unsparing  caustic  commen¬ 
tary  to  his  usually  poetic  ob¬ 
servations.  His  “American  In 
Italy”  won  the  National  Book 
.4ward  for  Non-Fiction  in  1956. 
His  new  and  highly  readable 
lK)ok  is  “At  Large”  (Double¬ 
day.  Illustrated,  250  pages. 
$4.95).  Herbert  Kubly,  a  Uni¬ 
versity  of  Wisconsin  graduate, 
has  been  a  reporter  and  art 
critic  for  the  Pittsburgh  (Pa.) 
Sun-Telegraph,  a  reporter  for 
the  New  York  Herald  Tribune 
and  an  editor  and  music  critic 
at  Time.  He  has  taught  at  the 
University  of  Illinois,  Columbia 
University  and  the  New  School 
for  Social  Re.search.  In  his  bril¬ 
liant  new  book,  Mr.  Kubly  tells 
of  his  travels  in  places  as  di¬ 
verse  as  Elba  and  New  Hamp¬ 
shire,  Pittsburgh  and  Rome, 
New  Glarus,  Wis.,  and  Glarus, 
Switzerland. 


Jay  Mallin,  former  corre¬ 
spondent  in  Cuba  for  Editor  & 
Publisher  and  Time,  is  com¬ 
pleting  a  book  on  Communist 
subversion  techniques  in  Latin 
America.  The  book  is  to  lie  pub¬ 
lished  by  Henry  Regnery  Co.  It 
covers  the  Communist  takeover 
in  Cuba  as  well  as  Castro  sub¬ 
version  in  the  hemisphere  at 
present. 
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Flint  Ink  Corporation 

ATLANTA  •  CHICAGO  •  CLEVELAND  •  DALLAS  •  DENVER  •  DETROIT  •  HOUSTON  •  INDIANAPOLIS 
JACKSONVILLE  •  KANSAS  CITY  •  LOS  ANGELES  •  MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK 


Best  Color  Ads 

(Continued  from  page  17) 


merit,  Dave  Glasson,  a  holdover 
judge  from  the  previous  year’s 
contest  and  president  of  the  Ad¬ 
vertising  Agency  Production 
Club,  said  he  noted  a  great  deal 
of  improvement  and  found  it 
“very  tough  to  decide  the  win¬ 
ner.”  His  pet  peeve  with  news¬ 
papers  is  “show  through”  and 
“register.” 

“It  was  a  rewarding  and  en¬ 
lightening  experience,  and  the 
high  point  of  my  career,”  said 
Steve  Lipson.  Then  in  a  lighter 
vein,  Mr.  Lipson,  the  youngest 
member  of  the  panel  of  judges, 
remarked:  “Why  don’t  news¬ 
papers  send  these  kind  of  tear- 
sheets  to  our  clients?” 

‘Ante  Up' 

The  system  of  judging  is  a 
bit  unusual  in  that  actual  poker 
chips  are  used  for  voting,  or 
“ante,”  you  might  say.  As  the 
judges  pace  up  and  down  the 
rows  of  ads  neatly  laid  out  on 
the  floor  they  toss  chips  on  the 
ads  they  like  best,  studying 
carefully  to  see  if  there  are  any 
hard  edges,  showthrough,  over¬ 
inking  and  register,  etc.  If  there 
are  more  than  one  entry  of  the 
same  ad,  these  ads  are  arranged 
side-by-side. 

The  first  time  around,  the 


a  tie  for  first  place.  The  Eve¬ 
ning  News  caught  the  favor  of 
the  judges  with  a  Sealtest 
Checkerboai’d  ice  cream  ad. 
N.  W.  Ayer  &  Son  is  the  agency. 
The  same  ad  is  currently  sweep¬ 
ing  the  counti-y  via  400  news¬ 
papers.  The  Chicago  Daily 
News  shared  top-spot  with  an 
ad  placed  by  Dancer,  Fitzgor.ald, 
Sample  for  Gold  Wondra  Flour. 
Both  of  the  ads  were  less  than 
full-page  and  were  for  new 
product  introduction. 

Cooked  Ham 

The  darling  of  the  contest,  so 
to  speak,  was  a  full-page,  full- 
color  creation  by  Fessel,  Sieg- 
frie<lt  &  Moeller  agency  in 
Kentucky  for  Klarer  of  Ken¬ 
tucky.  The  ad  was  entered  by 
the  Indianapolis  Star.  It  was  by 
'  ”  the  most  colorful  and  proth 
ably  the  most  difficult  to  repro¬ 
duce  because  it  required  true 
color  reproduction  and  tight 
register  control.  It  featured  an 
illustration  of  a  cooked  ham 
with  all  the  trimmings  against 
a  background  of  a  Kentucky 
blunderbuss  rifle  leaning  against 
a  wood  panel  wall.  Another  eye- 
catcher  in  the  ad  was  a  post 
card-size  picture  of  Stephen 
Foster’s  “My  Old  Kentucky 
Home.”  The  headline  invited 
readers  to  “Enjoy  the  Kentucky 
tradition  of  gracious  living  right 
here  in  Indiana.” 

Chevrolet  was  well  repre¬ 


judges  view  as  many  as  300  ads 
in  a  single  classification.  By 
dropping  a  chip  on  a  tearpage, 
the  ad  is  held  for  further  con¬ 
sideration  on  the  second  go- 
’round.  Ads  vrith  no  chips  are 
immediately  eliminated. 

In  subsequent  eliminations, 
the  number  of  chips  allotted  to 
each  judge  are  reduced,  and  the 
number  of  chips  required  to 
hold  an  ad  are  inversely  in¬ 
creased.  Rather  quickly  the  field 
of  entries  diminishes. 

The  “moment  of  truth”  coma's 
on  the  final  round,  when  the 
Judges  strong  personal  feelings 
are  reflected  in  their  selections. 
With  only  a  handful  of  nominees 
remaining  —  varying  in  volume 
from  three  to  a  dozen  —  the 
actual  selection  of  the  award 
winner  is  a  simple  matter.  Give 
each  of  a  half  dozen  men  a  sin¬ 
gle  choice  from  a  dozen  ads,  and 
sooner  or  later  you  wind  up  with 
one  winner. 

Color  Luncheon 

The  E&P  Color  Awards  Com¬ 
petition  reaches  a  climatic  point 
Sept.  29  in  the  Hotel  Biltmore, 
New  York  City,  when  Robert  U. 
Browm,  publisher  and  editor  of 
E&P  presents  the  winners  with 
plaques.  The  luncheon  is  co¬ 
sponsored  by  E&P  and  the 
American  Association  of  News¬ 
paper  Representatives.  The  win- 
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LOOK  DOWN.  LOOK  DOWN— Lester  Rondell  (left).  Grey  Advertis¬ 
ing;  Andrew  Schmitt  (center),  Young  &  Rubicam;  and  William  Taubin, 
Doyle  Dane  Bernbach,  were  caught  looking  down  at  entries  in  creativity 
phase  of  the  E&P  Color  Awards. 


ning  ads  plus  those  ads  which 
made  it  to  the  final  round  of 
elimination  will  be  displayed  in 
the  hotel’s  Fountain  Court.  At 
tliis  time,  guests  will  be  a.sked 
to  try  and  pick  the  winning  ads 
to  see  how  close  they  come  to 
the  judges  selections.  Guests  in¬ 
clude  representatives  sent  by  the 
winners  and  a  top  flight  group 
of  New  York  advertising  agency 
executives. 

The  winning  full-page,  full- 
color  ad  placed  by  J.  Walter 
Thomp.son  Co.  in  the  Sept.  25, 


1903  edition  of  the  Buffalo  Evc- 
n'lig  News  was  a  Ford  'fbunder- 
bird  preview  of  the  1964  model. 
It  depicted  a  profile  of  the  car 
over  a  dominant  illustration  of 
the  instrument  panel.  It  did  a 
good  job  of  putting  the  reader 
in  the  driver’s  seat.  Beneath  the 
copy  describing  the  innovations 
were  four  small  boxes  that  re- 
peatetl  the  story  told  in  the  copy 
but  in  four-color  pictures. 

In  the  spot  category,  the  Buf¬ 
falo  Evening  News  and  the  Chi¬ 
cago  Doily  News  locked-up  in 


sented  in  this  year’s  contest  and 
just  missed  being  a  winner  more 
than  once.  In  the  under-100,000 
circulation  group  the  Tucson 
(Ariz.)  Star  and  Citizen  won 
out  over  a  dozen  or  so  other 
Chevy  entries,  in  this  circula¬ 
tion  class.  The  ad  shows  five 
Chevy  models  arranged  verti¬ 
cally  down  the  full-page  creat¬ 
ing  the  impression  for  3-dimen- 
sional  effect. 

The  best  liked  spot  color  re¬ 
production  was  an  entry  won  by 
the  Cedar  Rapids  (Iowa)  Ga¬ 
zette  for  an  ad  created  by  Tat- 
ham-Laird  Inc.,  Chicago,  for  the 
Butter-Nut  Coffee  Company.  It 
showed  five  glass  coffee  pots  all 
pouring  coffee  into  a  single  cup. 
The  judges  went  for  the  silhou¬ 
ette  effect  which  would  ordinari¬ 
ly,  they  said,  tend  to  produce 
hard  edges. 

“Almost  perfect  register,”  Er- 
roll  Lyon  remarked.  “A  most 
difficult  ad  to  produce,  and  just 
look  at  the  bubbles  in  the  coffee- 
cup,”  Mr.  Lyon  said.  “Full  color 
effect  by  using  only  two  colors,” 
is  what  Ed  Provost  liked. 

*  * 

Jeremiah  O’Brien  and  Timo¬ 
thy  Stone  have  elected  vicepresi¬ 
dents  of  Sullivan,  Stauffer,  Col¬ 
well  &  Bayles,  Inc.  Mr.  Stone 
and  O’Brien  are  members  of  the 
American  Tobacco  Company  ac¬ 
count  group. 
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NATIONAL  ADVERTISING  RATES  FOR  SPECTACOLOR 


I  rroftrinlrd  SfirctaColnr  Rolls  siiit/tln'd  hy  advertiser) 


No.  of  Pages 

Cost  per  Page 

CPM 

1 

$525 

$7.00 

2 

$513 

$6.85 

6 

$508 

$6.78 

13 

$491 

$6.55 

Rates 

are  fully  commissionable  at 

15%.  SpectaColor 

can  be  run  Mondays,  Tuesdays  and  Fridays. 

Sell  America's  6tli  richest  market  in  retail  sales  per  liouseliolcl 
ill  spectacular  SpectaColor!  (xct  magazine-quality  color,  full 
freeilom  of  layout,,  alisolnte  assurance  of  in-page  register.  Get 
it  all  in  this  award-winning  paper's  proven  atmosphere  of  im¬ 
mediacy,  acceptance,  response! 

Dominance  in  a  rich  market  .  .  .  and  now  SpectaColor  too- 
that’s  our  story,  and  your  opportunity. 

For  full  details,  contact  J.  Warner  Evans,  General  Advertising  Manager. 


TRENTON,  N.  J. 

Represented  by  tiitteyerd'erguson-lf  'ulkcr 


^IR(;LIA^U)^ 


NEWSPAPER  EXECUTIVES  were  among  guests  at  joint  Audit  Bureau  of 
Circulations — Chicago  Federation  of  Advertising  Clubs  awards  luncheon 
recently.  From  left,  Harold  F.  Grumhaus,  general  manager,  Chicago 
Tribune;  Stuart  List,  publisher,  Chicago's  American;  Alan  T.  Wolcott, 
managing  director,  ABC,  and  Laurence  T.  Knott,  general  sales  man¬ 
ager,  Chicago  Sun-Times  and  Daily  News. 


Carrier  Boys 
Go  Far  With 
Scholarships 

Des  Moines,  Iowa 

“The  real  measure  of  the  sue¬ 
r-ess  of  a  newspaper’s  carrier 
scholarship  program  comes  in 
the  .satisfaction  pained  by  seeinp 
what  i)ast  winners  have  accomp¬ 
lished.” 

M.  C.  Mantz,  circulation  man- 
aper  of  the  Des  Moines  Register 
•ind  Tribune,  made  this  obser\-a- 
tion  recently  in  commemoratinp 
the  more  than  30  years  these 
Cowles  newspapers  have  had 
such  a  propram.  Since  1933 
there  have  bf^en  488  younp  men 
started  on  their  way  with  Repis- 
ter  and  Tribune  scholarships. 

Each  year  these  newspapers 
present  16  collepe  scholarships 
of  .$300  each  to  outstandinp  car¬ 
rier  salesmen.  At  least  12  of 
these  16  boys  must  be  first  time 
winners.  The  other  four  may  be 
repeat  winners. 

Earlier  this  year  R.  C.  Fur¬ 
man,  Repister  and  Tribune  car¬ 
rier  scholarship  chairman,  con¬ 
tacted  90  former  winners. 


Eighty  of  them  have  earned  at 
least  their  bachelor  deprees. 
Some  of  the  remaining  10  are 
still  in  college — one  each  in  the 
Air  Force,  Army  and  Navy 
academies. 

Of  the  eighty,  13  also  have 
master  deprees  and  five  have 
doctor  degrees.  A  look  at  this 
group  shows: 

Two  dentists ;  two  medical  doc¬ 
tors;  two  veterinarians;  two 
pharmacists;  five  collepe  profes- 
.sors;  four  teachers;  ten  engi¬ 
neers;  five  accountants  (1  sen¬ 
ior,  2  CP.\) ;  six  Protestant 
ministers;  two  church  devel¬ 
opers;  one  Catholic  priest;  seven 
military  officers;  nine  in  own 
business. 

Five  in  insurance;  five  sales- 
manapers;  three  newspapermen; 
three  corporation  executives ; 
one  board  chairman. 

Last  year’s  Iowa  junior  cham- 
l)er  of  commerce  president  was  a 
scholarship  winner.  So  was  the 
Jaycees’  1962  outstandinp  younp 
man  in  Iowa.  One  military  officer 
is  a  lieutenant  colonel  in  com¬ 
mand  of  a  Marine  battalion.  An¬ 
other  is  electrical  engineer 
aboard  the  carrier  U.S.S.  For- 
restal  and  still  another  is  a 
Navy  dentist  in  Hong  Kong.  One 
of  the  teachers  instructs  physics 
and  math  in  East  Africa. 

“These  are  the  type  of  results 
that  ensure  us  our  carrier 


.scholarship  program  is  not  only 
worthwhile,”  Mr.  Mantz  points 
out,  “but  stimulates  us  to  want 
to  do  even  more  to  encourage 
higher  education  among  all  of 
our  more  than  8,000  carrier 
salesmen.” 

In  addition  to  the  college 
.scholarship  program,  the  Regis¬ 
ter  and  Tribune  also  cooperate 
with  two  Eastern  prep  schools, 
Phillips  Exeter  Academy,  Ex¬ 
eter,  N.  H.,  and  Phillips  Acad¬ 
emy,  Andover,  Mass.,  in  select¬ 
ing  younger  carrier  salesmen  for 
scholarships.  To  date  62  Regis¬ 
ter  and  Tribune  carrier  salesmen 
have  pone  to  these  academies  to 
complete  their  high  school  edu¬ 
cation. 

• 

.4B('  Seeks  Ways 
To  Broaden  Services 

The  Board  of  Directors  of  the 
.4udit  Bureau  of  Circulations, 
at  their  meeting  in  Chicago 
today,  approved  amendments  to 
the  charter  of  the  organization. 
The  recommended  charter 
change  will  be  submitted  to  the 
membership  at  the  50th  Anni¬ 
versary  Annual  Meeting  of 
members,  October  21-22,  in  New 
York  City. 

The  substance  of  the  proposed 
amendments  is  to  permit  the 
Audit  Bureau  to  explore  ways 
of  broadening  ABC  services  to 
the  advertising  and  publi.shing 
industry. 

Mr.  Kenneth  Laird,  Chairman 
of  the  ABC  Board,  stated  that 
this  action  is  in  keeping  with 
the  Audit  Bureau’s  responsibil¬ 
ity  to  the  industry.  He  stated 
that  the  Audit  Bureau’s  present 
charter  does  not  permit  the 
organization  to  give  considera¬ 
tion  to  the  possible  extension  of 
its  services,  beyond  the  report¬ 
ing  and  auditing  of  circulation. 


IF  ABC  to  Meet 
Oct.  19  in  N.Y. 

The  General  Assembly  of  the 
International  Federation  of 
Audit  Bureaus  of  Circulations 
(IF ABC)  will  be  held  Oct.  19- 
20,  1964,  at  New  York  City’s 
Waldorf-Astoria  Hotel. 

Mr.  Stig  Marberg,  general 
manager  of  Tidningsstatistik 
AB  (’The  Swedish  Audit  Bureau 
of  Circulations),  and  Secretary 
General  of  the  IFABC,  says  that 
great  progress  has  been  made 
by  the  International  Federation 
during  the  past  year. 

17  Countries  Represented 

Nineteen  Circulation  Auditing 
.Associations  from  seventeen 
countries  are  now  members  of 
the  Federation.  The  member  or¬ 
ganizations  are  located  in  Ar¬ 
gentina,  Australia,  Belgium, 
Canada,  Denmark,  Finland, 
France,  Germany,  Great  Brit¬ 
ain,  India,  Israel,  Italy,  Japan, 
South  Africa,  Sweden,  Switzer¬ 
land  and  U.S.A. 

Recently,  one  of  the  Federa¬ 
tion  members,  the  Office  de 
Justification  de  la  Diffusion  des 
Supports  de  Publicite  (O.J.D.), 
France,  has  played  an  active 
part  in  founding  a  Spanish 
.ABC.  The  Federation  Head¬ 
quarters  has  been  in  touch  with 
interested  business  men  in  Hol¬ 
land,  Lebanon  and  Colombia, 
where  the  formation  of  Audit 
Bureaus  of  Circulations  are 
planned. 

IFABC  delegates  have  been 
invited  to  attend  the  50th  Anni¬ 
versary  Meeting  of  the  Ameri¬ 
can  ABC  on  Oct.  21-22  at  the 
Waldorf-Astoria. 


PRl^ 


A  northern  newspaper  with  a  daily  circulation  of  70,000 
increased  their  home  delivery  price  from  30f  to  40c  a  week. 
Two  weeks  after  the  price  raise  went  into  effect,  they  used 
the  Church,  Rickards'  program.  Result:  in  six  weeks  all 
circulation  loss  was  recovered  and  circulation  revenue 
substantially  increased.  Write  for  complete  details  on  how 
Church,  Rickards’  Plan  for  Building  Circulation  Profits 
can  work  for  you. 


CHURCH,  RICKARDS  &  CO. 

35  EAST  WACKER  DRIVE,  CHICAGO,  ILLINOIS  60601 
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Ask  Jack  Rieves  how 

SPECTACOLOR 


After  only  three  months  of  availability  in 
The  Dallas  Times  Herald,  SPECTACOLOR 
has  made  a  deep  impression  in  the  sensitive 
Dallas  market. 

Ask  Jack  Rieves,  General  Manager  of  the 
Dallas  Royal  Crown  Bottling  Co.,  who  has 
had  two  Diet-Rite  SPECTACOLOR  inserts, 
and  he  will  tell  you : 

“Sometimes  it  seems  that  product  advertis¬ 
ing  doesn’t  even  ripple  the  public  conscious¬ 
ness,  but  not  with  SPECTACOLOR. 

“Word  got  back  to  me  fast  when  we  ran  our 
inserts  in  The  Times  Herald,  and  it  was  all 
good. 

“The  best  part  was  when  favorable  com¬ 
ments  began  piling  in  from  top  echelon 


people  in  the  trade  and  important  chain 
store  contacts.” 

As  this  is  written,  60%  of  The  Times 
Herald’s  firm  preprinted  roll  insert  commit¬ 
ments  are  for  SPECTACOLOR.  Dozens  of 
tentative  plans  for  use  of  this  most  dramatic 
newspaper  advertising  tool  are  under  discus¬ 
sion,  and  many  are  sure  to  become  reality. 

If  your  need  is  precision  controlled  high 
fidelity  color,  with  or  without  black  and 
white  localization,  SPECTACOLOR  could 
well  be  your  answer.  And  the  sooner  you  use 
it  the  more  effective  it  will  be. 

You  will  find  cost-impact  ratio  very  com¬ 
petitive. 


For  further  details,  call,  wnte  or  ivire:  Don  L.  Schneider,  Advertising  Director 


Or  any  office  of  The  Branham  Company,  National  Representatives 


Goss  Looks 
For  Record 
Sales  Year 


Artist's  conception  of  the  $300,000 
Milwaukee  Journal  and  Sentinel 
building. 


I  I  rri  n  I  {ricMuus 

Gold  lype  Farley  voar. 

Seliediiled  Nov.  19-21  Pointing  out  that  press  sales 

months  is  now  under  wav.  Photocomposition,  computers  ^n^pdirlnd 

Donald  B.  Altert,  Journal  for  composition,  sequential  card  «ununer  Mr.  Reilly  predicted 
xj^wiiaiu  xx.  /xinrii,,  uiiuiiiai  that  sales  would  continue  on 

Company  general  manager,  ^,d  systems,  a  direct  i^^  ^  throughout  1964 

a  new  ground  floor  lobby  will  be  clinic,  a  talk  and  color  movie  of  , 

constructed  in  the  Sentinel  build-  a  successful  British  cold  type  ‘  •  ne  i  cord  ou  d  e  .  t. 

ing  and  a  second  elevator  in-  operation — are  a  few  of  the  More  Offset  Sales 

.stalled.  Fourth  floor  storage  highlights  of  the  program  an-  , 

areas  will  lie  remodeled  to  pro-  nounced  for  the  Second  Annual  Latest  major  orders  are  from 
vide  about  3,500  square  feet  of  Cold  Type  Composition  Confer-  the  Newark  (N.  J.)  News,  36 
additional  working  space  in  the  ence  and  Exhibit.  The  meetings  Mark  II  units;  Hartford 
Sentinel  nt*wsroom.  will  be  at  the  Sheraton-Chicago  (Conn.)  Courant,  six  Mark  II 

Plans  include  construction  of  Hotel  in  Chicago  Nov.  19-21.  units;  Indianapolis  (Ind.)  Star- 
an  eight-foot  wall  to  set  off  the  Because  each  of  the  three  News,  eight  Mark  II  units;  San 
plaza  and  screen  cars  parked  major  divisions  of  cold  type  com-  Gabriel  Valley  Tribune,  West 
in  the  lot  between  the  plaza  and  position  —  photocomposition,  se-  Covina,  Calif.,  12  Mark  II 
the  Journal  Square  building.  (luential  card  sy.stems  and  direct  Headline^;  Atlanta  (Ga.) 

I  impression  —  have  needs  and  Times,  nine  Mark  II  headliners, 
problems  distinctive  to  their  owm  Mr.  Reilly  said  also  that  in 
areas,  each  division  will  hav'e  its  terms  of  the  number  of  presses 
own  sessions  concurrently  on  .sold  this  year,  offset  presses  are 
Friday  and  Saturday  after-  outstripping  letterpress  sales, 
noons.  Morning  sessions  will  be  From  May  through  mid- 
General  Sessions  of  industry-  August  Goss  offset  .sales  have 
wide  interest  to  all  registrants,  amounted  to  35  Community 
The  conference  is  sponsored  presses  totaling  85  units;  18 
by  Printing  Industries  of  Amer-  Suburbans  totaling  54  units,  and 

11  Urbanites  totaling  50  units. 

Alistair  McIntosh,  general  di¬ 
rector  of  the  Gresham  Press 
(Unwin  Brothers  Ltd.),  Old 
Woking  Surrey,  England,  will 
describe  “Uneoprint,”  a  direct 
impression  sy.stem  of  typesetting 
combined  w’ith  a  modular  system 
of  printing  which  uses  IBM  elec¬ 
tric  typewriter-.set  composition. 


NATION-WIDE 


Woods  Holds  Rights 
On  Ad  Pasle-iip  Plan 

Transfer  of  ownership  of 
patent  rights  to  the  Newsday 
jirocess  of  hot  metal  paste-up 
for  ad  composition  has  been  an¬ 
nounced  by  Allan  Woods  of 
Tannersville,  N.  Y. 

Mr.  Woods,  who  invented  the 
process  while  he  was  production 
manager  of  the  Garden  City, 
N.  Y.  daily,  is  now  sole  owner  of 
the  patent. 

Licenses  to  use  the  process, 
which  has  become  a  popular 
its  line  of  Master  Formers,  it  alternate  method  of  ad  makeup, 
wa.s  announced  by  Vernon  R.  vvill  be  issued  to  alt  newspapers 
Spitaleri,  president.  (Whittier,  wishing  to  use  the  method. 
Calif.)  The  inventor,  who  retired 

Teflon  coating  results  in  from  Newsday  following  an  ill- 
greater  reproduction  quality  ness  that  forced  restricted  activ- 
since  mats  of  lower  moisture  ity,  says  that  royalties  from 
content  can  be  used.  Newspapers  licenses  will  be  used  to  finance 
using  Sta-Hi  Master  Formers  research  and  development  of 
can  increase  mat  shrinkage  by  other  practical  improvements 
an  additional  1/16  inch.  for  the  industry. 
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TODAY  ARE  MICROFILMED  BY 


MICRO 

PHOTO 

DIVISION 


Bell  &  Howell  Company 

1700  Shaw  Avenue 
Cleveland,  Ohio  44112 


iW*'  Ibt  Her*!) 

cams  tiaFMiK  UTS  K 

s  C'ss  * 

- 

how  ATF  web  offset  can  improve 
the  salability  of  your  color  supplements 


Color  supplement  closing  dates  move  closer  to  publication  dates  when  you  print  them  on  ATF’s  new 
1500  Series  Web  Offset  Presses.  Platemaking  and  preparation  time  is  shorter.  Editorial  content  can  be 
up-to-the-minute.  Advertising  columns  can  accommodate  the  advertisers  who  insist  on  timeliness. 

These  new  presses  are  capable  of  producing  high  fidelity  color  at  speeds  as  fast  as  1500  feet  per  minute. 
A  four-unit  451/2  x  38"  ATF  Web  Offset  Press,  using  one  web  of  paper,  can  print  32  four-color  maga¬ 
zine-size  pages  with  every  turn  of  the  cylinders,  for  example.  Larger  presses  are  also  available. 

We’d  like  to  show  you  some  samples  of  full-color  work  lithographed  on  ATF  Web  Presses  . . .  and  tell 
you  why  these  presses  have  long  been  first  choice  with  leading  lithographers.  Just  write  us  a  note  and 
we’ll  see  that  you  get  full  information,  without  obligation. 


3 

mats 
a  minute* 
by  the 
M-A-N 
••PUSH 
BUTT9N 


He  Gives  Up  City  Desk 
To  Seek  Seat  in  Congress 


M-A-N  MULTOPRESS 

Both  speed  and  reliability  are  characteristic  of 
the  fully-automated  M-A-N  Multopress,  which  of¬ 
fers  as  standard  equipment  features  normally 
considered  optional.  Both  the  1,000  ton  and  the 
800  ton  models  are  capable  of  meeting  today’s 
exacting  color  requirements  and  can  be  pre-set 
for  either  cold  or  hot  molding.  Available  exclusive¬ 
ly  through  R.  Hoe  &  Co.,  Inc.,  ■  ■ 

910  E.  138  St,  N.  Y.  54,  N.  Y.  n  B 

*When  molded  from  same  form  with  fixed  position  holding  blanket. 


Knoxvillk,  Tenii. 

Willard  Yarbrough,  a  Knox¬ 
ville  new.sman  twice  on  paRe  one 
of  the  Knoxville  News-Sentinel, 
.said  he  was  not  a  candidate  for 
the  Democratic  nomination  for 
U.  S.  Representative  from  Ten¬ 
nessee’s  Second  Congressional 
District.  But  friends  had  quali¬ 
fied  him,  his  name  went  on  the 
ballot,  and  in  a  three-man  race 
in  the  August  primary  he  got 
<50  itercent  of  the  vote. 

Then  the  question  arose  as  to 
whether  he  would  accept  the 
Democratic  nomination.  Later  in 
Augu.st  he  .said  that  although 
“logic”  would  seem  to  dictate 
that  he  not  make  the  race,  “the 
ireople  of  the  Second  Congre.s- 
sional  District  have  issued  a 
mandate  for  me  to  l)e  their  can¬ 
didate.” 

Mr.  Yarbrough,  49  and  for 
20  years  a  Knoxville  News- 
Sentinel  emjrloye,  said  he  re¬ 
signed  as  assistant  city  edi¬ 
tor,  effective  Sept.  2.  in  order 
to  run.  He  is  president  of  the 
Knoxville  Newspaper  Guild. 

\'(t  Bankroll 

“I  am  a  breadwinner  with  a 
family  hut  without  a  bankroll,” 
he  said.  “I  have  a  good  job  with 
security  and  am  literally 
wrapped  in  fringe  benefit  pro¬ 
visions  that  protect  my  family 
as  well  as  myself.”  These,  he 
said,  he  will  have  to  give  up. 

Mr.  Yarbrough’s  opponent  is 
Knoxville  Mayor  John  Duncan, 
winner  of  the  Republican  nomi¬ 
nation  in  the  August  primary. 
For  more  than  100  years,  the 
district  has  always  sent  a  Re¬ 
publican  to  Congress. 

Mr.  Yarbrough  fought  against 
the  same  tradition  in  a  special 


Willard  Yarbrough 
election  in  March,  called  to  fill 
out  the  unexpired  term  of  the 
late  U.  S.  Rep.  Howard  Baker. 
Mrs.  Irene  Baker,  Rep.  Baker’s 
widow,  was  the  Republican 
nominee  then,  and  she  won,  al¬ 
though  Mr.  Yarbrough  made  an 
almost  around  -  the  -  clock  cam¬ 
paign,  even  carrying  a  lantern 
at  night  as  he  went  to  gates 
of  industries  to  talk  to  workers 
at  changes  of  shifts. 

Now  Mr.  Yarbrough  i.s  say¬ 
ing  that  it  is  only  a  “myth,”  not 
a  tradition,  that  has  enabled  Re¬ 
publicans  to  hold  the  Second 
Congressional  District  seat  for 
more  than  100  years,  but  it  has 
been  enough  to  keep  serious  can¬ 
didates  out  of  the  November 
races. 

“This  fallacy  must  be  elimi¬ 
nated  forever,  so  that  the  two- 
party  system  is  restored  to  our 
way  of  life,”  he  insists  as  he 
starts  his  campaign  for  the  No¬ 
vember  election. 


Labor  Publicatiuut« 

Limited  ill  Directory 

Labor  publications  in  32 
states,  several  Canadian  prov¬ 
inces  and  the  District  of  Colum¬ 
bia  are  listed  in  the  new  fourth 
edition  of  the  Labor  Press  Di¬ 
rectory  of  the  International  La¬ 
bor  Press  Association,  AFL-CIO. 
The  last  directory  was  issued  in 
1962. 

Of  the  360  member  publica¬ 
tions  listed,  94  are  published  by 
international  or  national  unions ; 
104  by  state  and  city  central 
bodies;  132  by  individual  local 
unions  or  groups  of  local  un¬ 
ions.  Some  central  body  papers 
are  privately  owned  but  are  en¬ 
dorsed  by  the  central  body, 
which  also  sets  policy.  The  re- 
EDITOR  ac  PUBL 


maining  30  are  official  publica¬ 
tions  of  the  AFL-CIO  or  its  de¬ 
partments,  and  the  official  pub¬ 
lication  of  the  Canadian  Labour 
Congress. 

The  directory  lists  the  name 
and  address  of  each  publication, 
name  of  editor,  frequency  of 
publication,  format,  circulation 
and  whether  the  paper  (or  mag¬ 
azine)  accepts  paid  advertising. 

The  directory  also  contains 
the  10-point  Code  of  Ethics  to 
which  all  member  publications 
must  adhere;  a  list  of  advertis¬ 
ing  agencies  which  serve  labor 
publications;  the  names  of  as¬ 
sociate  members,  who  are  pub¬ 
lic  relations  men  of  unions,  and 
a  roster  of  regional  conferences 
affiliated  with  ILPA. 
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At  your  Service: 

Newsprint  Specialists 


Prompt,  helpful,  all-the-time  service  is  a 
tradition  at  Great  Northern.  Experienced 
representatives,  backed  by  a  large  technical 
staff  and  the  facilities  of  the  leading  U.S. 
manufacturer  of  newsprint,  are  on  call  to 
assist  you  when  you  need  them. 


P  A  P  E  R 


COMPANY 

522  Fifth  Avenue,  New  York,  N.Y.  10036 
(212)  682-5984 


Mill*  in  Maine 


Sales  Offices 


New  York  •  Boston 


Chicago  •  Washington,  D.C. 


PR  Head  Asks 
Media  to  Check 
Political  Satire 

Washington 

The  president  of  the  General 
Federation  of  Women’s  Clubs 
has  sent  a  message  to  the  15,500 
clubs  in  the  organization  to  be 
“ever  watchful  and  vocal” 
against  “barbed  satire”  on  pub¬ 
lic  officials  or  candidates  for 
public  office. 

Mrs.  William  H.  Hasebrook 
of  West  Point,  Neb.  said  in  her 
message,  “I  appeal  to  those  peo¬ 
ple,  particularly  those  in  the 
news  and  entertainment  media, 
who  feel  compelled  to  use  satire, 
to  practice  self-censorship ;  so 
there  wiH  never  be  a  chance 
that  public  opinion  will  demand 
legal  censorship.” 

The  public  relations  director 
of  the  Federation,  Mrs.  Mildred 
Carson  Ahlgren,  said  that  Mrs. 
Hasebrook  did  not  aim  her  com¬ 
ments  at  news  stories.  However, 
she  did  include  editorial  cartoons 
and  radio  and  television  shows 
such  as  “This  was  the  Week 
That  Was,”  a  satirical  show. 


FOUR  STUDENT  INTERNS  and  four  recent  graduates  of  the  University 
of  Nebraska  School  of  Journalism  now  employed  by  the  Omaha  (Neb.) 
World-Herald  had  an  opportunity  recently  to  check  their  educational 
preparation  against  actual  job  requirements.  Pictured  in  an  evaluation 
session  with  their  bosses  and  J-School  director  Dr.  William  E.  Hall,  are: 
standing,  from  left:  Charles  E.  Treat,  World-Herald  sales  director; 
Frederick  Ware,  vice-president  and  executive  editor;  Dr.  Hall;  Louis 
G.  Gerdes,  city  editor;  Bob  Tynan,  advertising  intern;  Bart  Nyberg, 
copy  desk;  and  Karen  Sass,  women's  news.  Seated:  Susan  Smithberger, 
reporting  intern;  Arnie  Garson,  1964  graduate,  reporter;  Shari  John¬ 
son,  advertising  intern;  Dale  Hajek,  1964  grad,  copy  desk;  Carl  Keith, 
World-Herald  night  news  editor. 


Mrs.  Ahlgren  said  that  the 
president  of  the  group  was  not 
prompted  to  make  the  state¬ 
ment  because  of  the  treatment 
of  any  particular  candidate.  She 
also  said  that  Mrs.  Hasebrook 
did  not  give  any  specific  exam¬ 
ples  of  “barbed  satire.”  She  said 
that  the  federation  head  ob¬ 
jected  to  satire  that  “hits  below 
the  belt”  and  might  discourage 
young  people  from  entering  the 
political  arena. 

Mrs.  Ahlgren  said  that  no 
specific  plan  of  action  had  been 
outlined  to  the  clubwomen,  but 
that  a  letter-writing  campaign 
to  offending  newspapers  and  ra¬ 
dio  or  tv  stations  might  be  a 
result.  “That’s  always  implied 
with  the  Federation,”  she  said. 

Mrs.  Hasebrook  noted  in  her 
message  that  the  First  Amend¬ 
ment  guarantees  of  freedom  of 
the  press  are  “every  bit  as  valu¬ 
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able  today  as  when  they  were 
adopted  172  years  ago.”  She 
said,  “It  is  because  they  are  so 
important  that  the  people,  par¬ 
ticularly  those  in  the  news  and 
entertainment  media  should  be 
cautious  in  their  use  of  uncon- 
structive  criticism.”  She  added, 
“Our  government  and  its  elected 
officials  surely  deserve  our  help 
and  our  support.  A  person  or  an 
institution  which  is  the  brunt  of 
barbed  satire  is  not  likely  to  be 
respected,  particularly  by  chil¬ 
dren  who  are  the  potential  lead¬ 
ers  of  tomorrow.” 

• 

Ea8lerly  Memorial 
Fund  Nears  Goal 

Clinton,  Tenn. 

A  move  for  a  permanent 
memorial  to  Guy  Easterly,  late 
president  of  the  National  Edi¬ 
torial  Association  and  publisher 
of  the  LaFollette  Press  and 
Jellico  Advance-Sentinel,  lacks 
only  $1.30  of  reaching  the  $1,000 
goal.  Horace  V.  Wells  Jr.,  Clin¬ 
ton  Courier-News  publisher  and 
vicechairman  of  the  National 
Editorial  Foundation,  said  the 
Foundation  is  handling  the 
money.  It  will  make  annual 
awards  through  the  National 
Editorial  Association  of  a  “Free¬ 
dom  of  Information”  plaque  in 
memory  of  Mr.  Easterly.  The 
presentation  will  be  in  coopera¬ 
tion  with  the  NEA  awards  pro¬ 
gram. 

Mr.  Easterly  was  also  long 
head  of  the  Tennessee  Press 
Association  and  of  the  Tennessee 
Press  Service. 


McCormick  Trust 
Gives  $50,000 
To  Notre  Dame 

Chicago 

The  Robert  R.  McCormick 
Charitable  Trust  has  awarded 
a  $50,000  grant  to  the  Univer¬ 
sity  of  Notre  Dame  to  endow  an 
undergraduate  scholarship  in 
journalism. 

Announcement  of  the  grant 
was  made  by  the  Rev.  Theodore 
M.  Hesburgh,  C.S.C.,  president 
of  Notre  Dame.  Describing 
scholarship  assistance  as  “one  of 
our  greatest  needs,”  he  said: 

“In  today’s  world  of  tensions 
and  misunderstanding  there  are 
few  areas  more  important  than 
journalism  and  communica¬ 
tions.” 

He  said  the  new  Notre  Dame 
scholarship  will  be  named  in 
memory  of  Col.  Robert  R.  Mc¬ 
Cormick,  the  late  publisher  of 
the  Chicago  Tribune.  Where  pos¬ 
sible,  it  will  be  awarded  to  a 
student  from  one  of  the  five 
states  primarily  served  by  the 
Tribune:  Illinois,  Indiana,  Iowa, 
Michigan  and  Wisconsin. 

• 

Fred  Seaton  Named 
To  Culture  Committee 

Fred  A.  Seaton,  former  Sec¬ 
retary  of  Interior  and  publisher 
of  the  Hastings  (Neb.)  Tribune, 
was  appointed  by  Ernest  R. 
Breech  to  serve  on  the  Presi¬ 
dent’s  Business  Committee  for 
the  John  F.  Kennedy  Center  for 
the  Performing  Arts.  The  Com¬ 
mittee  is  engaged  in  raising  $6 
million  from  business  and  indus¬ 
try  to  help  build  the  national 
center  in  Washingrton, 

Mr.  Seaton  will  represent  the 
newspaper  publishing  industry 
and  will  be  responsible  for  fund 
solicitation  from  that  source. 
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Sinclair  and  Carrol 


6lors  and  Toners 


Substantially  increased  color  lineage  is  the 
experience  of  newspapers  adhering  to  Bulletin  No.  7 
—approved  quality  standard  of  the  industry 


When  significant  improvements  in  color  reproduc¬ 
tion  and  uniformity  occur,  the  unfailing  result  is 
greater  customer  satisfaction  and  increased  color 
lineage. 


Since  1956,  when  Sinclair  &  Carroll  process  colors 
and  toners  became  the  official  and  precise  stand¬ 
ard  of  the  industry,  literally  hundreds  of  progress¬ 
ive  newspapers  have  proven  the  point. 


This  is  f/ie  book  that  shows  the  colors  and 
toners  that  win  awards,  customer  satisfaction 
and  more  color  lineage  for  you. 


What’s  more,  newspaper  share  of  total  national 
advertising  dollars  has  steadily  grown  for  the 
same  reason. 


NEWSPAPER 


Use  Sinclair  &  Carroll  ANPA-AAAA  Colors  ex¬ 
clusively  for  the  proven  superior  brilliance,  clar¬ 
ity  and  uniformity  of  reproduction  that  will 
increase  your  business. 


440  W.  Superior  St.,  Chicago 


Kempton  Joins  22 
W-T&S  Columnists 

By  Philip  N.  Schuyler 


Murray  Kempton  is  back  in 
New  York  City,  this  time  as  a 
columnist  on  the  World-Tele¬ 
gram  &  Sun.  The  Scripps-How- 
ard  newspaper  is  playinp  him 
bij?.  He  was  started  off  with  an 
eijfht-column  front  pape  stream¬ 
er  Sept.  8,  and  colorful  posters 
blazed  his  name  on  the  delivery 
trucks.  By  Monday  the  W-T&S 
had  23  reprular  columnists. 

Richard  D.  Peters,  editor,  got 
Mr.  Kempton  back  from  the 
New  Republic  without  much 
trouble.  James  Murray  Kemp¬ 
ton,  to  use  his  full  name,  had 
tired  of  Washington,  he  con¬ 
fessed.  He  still  is  under  con¬ 
tract  to  do  a  piece  a  month  for 
the  liberal  magazine.  He  wanted 
to  get  back  on  a  New  York 
daily,  and  could  have  had  his 
old  job  back  on  the  New  York 
Post,  he  said. 

Changeless  Washington 

“Washington  is  like  an  art 
museum,”  Mr.  Kempton  said. 
“The  same  pictures  are  always 
there,  if  not  on  the  gallery 
walls,  at  least  down  in  the  cel¬ 
lar.  New  York  City  is  forever 
changing,  and  that’s  what  I 
like.” 

A  reportorial  columnist  is 
Murray  Kempton.  “You  can’t 
write  a  good  piece  without  a 
quote  and  the  only  way  to  get 
them  is  to  be  there,”  he  said. 
What  he  hates  worst  of  all  in 
the  newspaper  columns  or 
stories  are  “fake  quotes,”  and, 
he  added:  “I  can  spot  them 
every  time,  or  at  least  I  think 
I  can.  Besides  you  pick  up  all 
sorts  of  ideas  when  you  go  out 
on  a  story.  That’s  what  I  in¬ 
tend  to  do.” 

Mr.  Kempton  said  he  thought 


goo<l  hours  for  a  columnist  to 
turn  out  his  600  to  700  words 
a  day  were  from  9  a.m.  to  6  p.m. 
He  takes  that  long,  he  said. 
Most  of  the  time  is  collecting 
the  information,  with  at  least 
an  hour  and  a  half  and  some¬ 
times  longer  to  type  it  out.  On 
the  .scene  he  takes  copious  notes. 
He  makes  many  corrections  as 
he  tyi)es. 

For  his  first  column  on  his 
return  to  metropolitan  journal¬ 
ism,  Mr.  Kempton  interviewed 
Bobby  Kennedy,  Senatorial  can¬ 
didate  for  New  York,  at  his 
Long  Island  swimming  pool.  In 
it  he  observed  that  Bobby’s 
“mere  public  appearance  can  in¬ 
voke  that  insane  America  which 
only  John  F.  Kennedy  and 
Nikita  Khrushchev  have  ever 
lately  been  able  to  call  up  in 
their  train.”  Wondering  what 
the  tumult  meant,  Mr.  Kemp¬ 
ton  quoted  young  Kennedy: 

“I  think  it  must  have  to  do 
with  what  he  (John  F.  Ken¬ 
nedy)  started.  Maybe  not  so 
much  him  as  what  the  people 
remember  of  what  the  last  3% 
years  have  been  like,  but  him, 
too,  because  they  see  and  re¬ 
member  how  he  made  them  feel 
young  again.” 

Mr.  Kempton  in  his  column 
Sept.  15  quoted  pickets  boycot¬ 
ting  the  public  schools  in  op¬ 
position  to  busing  the  children 
to  other  locations  to  achieve  de¬ 
segregation  —  whites  to  Negro 
communities  and  vice  versa. 

Mr.  Kempton  intends  to  keep 
his  column  mostly  local  and  up 
to  the  minute  on  news,  which 
practically  kills  it  for  syndica¬ 
tion.  He  recalled  Westbrook 
Pegler  telling  him  that  to  try 
to  keep  his  column  three  days 


Murray  Kempton 


ahead  of  the  news  for  syndica¬ 
tion  was  the  biggest  mistake  he 
ever  made. 

Growing  up  in  Baltimore,  Mr. 
Kempton’s  ideal  columnist  is  H. 
L.  Mencken.  He  likes  .several  of 
the  current  crop,  although  ad¬ 
mitting  “you  have  to  put  up 
with  their  mannerisms,  includ¬ 
ing  my  own.”  Jimmy  Breslin  of 
the  New  York  Herald  Tribune 
appeals  to  him,  but  he  thinks 
Jimmy’s  quotes  are  not  always 
exactly  as  they  were  spoken. 

Naturally,  he  tried  to  get  a 
job  on  the  Baltimore  (Md.)  Sun, 
after  he  was  graduated  from 
Johns  Hopkins,  but  only  suc¬ 
ceeded  in  being  a  runner  at  the 
Philadelphia  Democratic  con¬ 
vention.  There  he  met  Mr. 
Mencken. 

Failing  even  then  to  get  on 
the  Sun,  he  came  to  New  York, 
where  first  he  worked  for  the 
International  Ladies  Garment 
Workers  Union.  Then  he  worked 
briefly  for  the  New  York  Post, 
before  joining  the  army  to  serve 
with  the  signal  corps.  After  the 
war  he  spent  1945  working  for 
the  Wilmington  (N.  C.)  Morn¬ 
ing  Star.  He  returned  the  next 
year  to  the  Post,  where  Victor 
Reisel  was  then  the  labor  col¬ 
umnist.  When  Mr.  Reisel  left 
the  Post,  Kempton  was  labor 
columnist  for  a  while.  When 
James  W'echsler  became  editor 
of  the  Post,  he  was  made  a  regu¬ 
lar  columnist  in  1949.  He  re¬ 
mained  with  the  Post  until 
shortly  before  the  newspaper 
strike  in  1962,  when  he  became 
an  editor  of  the  New  Republic 
under  Gilbert  Harrison. 

Author  of  Books 

'Two  books  by  Mr.  Kempton 
have  been  published,  “Part  of 
Our  Time,”  (Simon  &  Schuster) 
a  story  of  communists  in  the 
U.  S.,  and  “America  Comes  of 
Age”  (Little,  Brown.) 

He  has  four  children  by  his 
first  wife.  The  marriage  ended 
in  divorce.  The  oldest  child, 
Sally  Kempton,  is  on  the  staff  of 
the  Village  Voice,  a  New  York 
community  paper.  James  Mur¬ 


ray  (“Mike”)  Jr.,  is  at  Har¬ 
vard.  Then  there  are  Arthur, 

15,  and  David,  13.  Subsequently 
he  married  Beverly  Gary.  Their 
son,  Christopher,  is  three  and 
a  half. 

Covering  the  news,  as  ‘le 
does,  his  children  are  not  as 
likely  to  get  into  his  columns 
as  those  of  columnists  who  must 
pump  stuff  out  of  their  heads 
four  days  a  week. 

Mr.  Peters  is  rearranging  the 
W-T&S  columnists.  For  the 
present,  Mr.  Kempton  has  settled 
down  to  the  top  left  wide  col¬ 
umn  of  the  split  page,  formerly 
held  by  Richard  Starnes,  who, 
now  reporting  from  Washing¬ 
ton,  is  going  opposite  the  edi¬ 
torial  page.  Others  on  the  split 
page  are  Norton  Mockridge,  five 
days  a  week,  and  Inez  Robb, 
who  alternates  with  Harriet  Van 
Home,  who  does  two  days  as  a 
regular  columnist,  three  days 
covering  tv.  A1  Salerno  is  the 
regular  tv  columnist. 

Other  Columnists 

Other  columnists  are  Alan 
Keller,  three  days  a  week;  Rob¬ 
ert  Ruark,  two  days;  Henry  J. 
Taylor,  three  days,  Bruce  Bios- 
sat  of  NEA,  three  days.  The 
.society  columnist  is  Joseph  X. 
Dever,  while  on  the  business 
pages  there  are  Charlie  Sievert, 
William  A.  Doyle,  “Daily  Inves¬ 
tor,”  N.  R.  Caine,  “Tax  Point¬ 
ers,”  Lawrence  Fertig,  once  a 
week. 

On  Sept.  21,  William  Bloeth, 
who  has  been  26  years  with  the 
W-T&S,  12  years  as  stock  mar¬ 
ket  analyst,  began  a  daily  col¬ 
umn  on  the  business  page.  It 
was  .suggested  that  he  do  so, 
according  to  Mr.  Peters,  by 
some  of  the  “big  wheels  on  the 
Street.”  Charles  Elia,  former 
business  and  financial  editor  of 
the  Columbus  (Ohio)  Citizen- 
Journal  is  succeeding  Mr.  Bloeth 
doing  the  stock  market  lead. 

On  the  same  day,  a  new  page 
of  columns  starts  opposite  the 
editorial  page.  Mr.  Starnes  will 
take  top  spot  on  this  page.  Then 
Ward  Cannel  (NEA)  will  alter¬ 
nate  with  Mr.  Keller.  Others  in 
this  part  of  the  paper,  are  Whit¬ 
ney  M.  Young  Jr.,  executive  di-  ^ 
rector  of  the  National  Urban 
League,  once  a  w’eek,  and  Woody 
Klein,  once  a  week. 

New  Monday  to  the  W-T&S 
was  NEA  medical  columnist. 

Dr.  Wayne  Brandstadt.  Frank 
Farrell  covers  the  Broadway 
and  nightclub  beat.  Enid  Haupt 
is  the  teen  age  columnist,  and 
Ann  Landers,  advice  to  the  love¬ 
lorn.  Two  sports  page  colum¬ 
nists  are  the  veteran  Joe  Wil¬ 
liams  and  Phil  Pepe.  Mike  Con¬ 
nolly  (Hollywood),  Mabel  Sea-  i 
cheri,  “Your  Camera,”  and  John 
Barkham,  on  Books,  completes 
the  columnist  roster. 
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DC  and  AC 
Press  Drives 
All  Horsepowers 
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What  Ferrari  is  to  speed.  The  Miami  Herald  is  to 
color.  The  leader. 

The  Miami  Herald  led  the  nation  in  ROF  color 


THE  LEADER! 


•  \ 

f 
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R.O.P.  COLOR  ADVERTISING 
FIRST  SEVEN  IIONTHS-1964 


1.  The  Miami  Herald  2,690,127  lines 

2.  Los  Angeles  Times  1,933,437  lines 

3.  Milwaukee  Journal  1,718,688  lines 

4.  Salt  Lake  City  Tribune  1,653,078  lines 

5.  Nashville  Tennessean  1,520,803  lines 


advertising  in  1962  and  1963,  and  so  far  in  1964  we’re  way 


out  front  ...  by  more  than  75(),0()()  lines  over  the  second  place 


newspaper. 


Color,  like  speed,  is  exciting.  It  moves  merchandise. 
Nowhere  else  does  more  color  move  more  merchandise  than  in 
The  Miami  Herald. 

Go  with  the  winning  combination  -  the  nation's 
leader  in  color  advertising  and  the  South’s  largest  and  most 
influential  newspaper.  It  will  prove  exciting  for  the  sales 
performance  of  your  product. 


Repres«nf«d  nofionalty  hy  Sfory,  Brooks  &  finloy,  Inc. 
A  member  of  Florida's  Goldon  Markots  Group. 


Second  Daily 
Begins  In 
Indiana  Town 

Jeffersonville,  Ind. 

A  new  offset  six-day  after¬ 
noon  newspaper  is  battling  the 
92-year  old  Evening  News,  pub¬ 
lished  here  by  Owen  Voigt. 

The  Daily  Press,  started 
Sept.  1  with  a  prepaid  circula¬ 
tion  of  1,500.  The  News  has  10,- 
.150  by'  sworn  statement.  After 
a  week  of  .sampling  the  new 
paper  to  18,000  in  Clark  Coun¬ 
ty’,  John  F.  Foltz,  36,  editor, 
claimed  he  had  2,500  paid,  and 
said  he  hoped  to  build  to  well 
over  5,000  paid  before  the  year 
ends. 

The  new  cold-type,  standard¬ 
sized  pm  paper  has  an  adver¬ 
tising  base  in  the  Free-Press,  a 
shopper,  bought  prior  to  issuing 
Vol.  1  No.  1.  It  has  been  dis¬ 
tributed  free  every  Thursday  to 
18,000,  and  now  has  become  the 
.second  section  of  the  Press, 
Thursdays,  while  still  retaining 
its  own  masthead. 

The  Commerce  Publishing 
Company  Inc.,  organized  to  pub- 
list  the  Press,  also  purchased 
the  Jeffersonville  Post,  a  Thurs¬ 
day  weekly,  that  is  being  con¬ 
tinued.  Both  acquisitions  were 
from  Thomas  E.  Jones,  now 
vicepresident  of  the  new  corpo¬ 
ration. 

George  N.  Lane,  president  of 
the  local  Citizens  Bank  &  Trust 
Company,  is  president  of  the 
company.  It  is  capitalized  for 
$200,000  and  has  85  stockhold¬ 
ers,  mostly  local  business  men. 
Benjamin  Orgain,  press  fore¬ 
man  for  the  two  Jones’  papers 
was  named  plant  superintendent 
and  vicepresident.  Ronald  Fizer, 
attorney,  is  secretary. 

The  Evening  News  with  which 
the  Press  is  competing  runs 
from  8  to  24  pages.  The  new 
offset  paper  started  with  16 
pages  on  Sept.  1.  A  full  process 
color  picture  w’as  carried  on  the 
first  page  of  the  second  section. 
Since  then,  it  has  been  up  as 
high  as  22  pages. 

The  Press  is  being  home  de¬ 
livered  at  5  cents  a  copy,  the 
same  price  charged  for  the  Eve¬ 
ning  News.  The  new  paper  has 
30  employees,  seven  on  the  edi¬ 
torial  side. 

The  Louisville  Courier-Jour¬ 
nal  sells  about  7,500  copies  in 
Clark  County  and  the  Louisville 
Times,  9,500.  Another  competi¬ 
tor  is  the  New  Albany  (Ind.) 
Tribune.  There  are  also  five 
county  weeklies.  Clark  County 
has  a  population  of  66,000,  of 
which  22,000  live  in  Jefferson¬ 
ville. 


The  new  company  bought  a 
four-unit  Fairchild  web-offset 
Color  King  and  other  new  equip¬ 
ment  from  the  Inland  Machin¬ 
ery  Company,  Kansas  City.  The 
press  has  a  capacity  of  18,000 
16-page  .standard-sized  papers 
an  hour.  Equipment  includes  a 
Robertson  Camera. 

Editor  Foltz  is  a  native  of 
Gibbstow’n,  N.  J.,  and  was  grad¬ 
uated  from  George  Washington 
University  in  1952.  Subsequent¬ 
ly  he  worked  on  the  Washington 
(D.  C.)  Netvs,  the  Kinston 

(N.  C.)  Daily  Free  Press,  and 
the  Charleston  (Ill.)  Courier- 
News,  of  w’hich  he  became  news 
editor  and  assistant  to  the  man¬ 
aging  editor.  For  the  past  four 
and  a  half  years  he  has  been 
with  the  Courier  Journal  and 
Times,  re.sponsible  for  the  In¬ 
diana  coverage. 

• 

President  Sends  Note 
Thanking  Columnist 

Washington 

President  Lyndon  B.  Johnson 
has  written  Washington  Daily 
N  e  w  s  government  columnist 
John  Cramer  a  letter  of  thanks 
for  his  so  -  called  “Cramer 
amendment”  —  a  $10  million 
Government  economy  proposal 
which  Congress  approved  as 
part  of  the  Federal  employe 
pay  raise  bill. 

Mr.  Cramer’s  propo.sal,  dubbed 
the  “Cramer  amendment”  by 
members  of  Congress,  w'as  first 
advanced  last  Dec.  18  in  his  “9 
to  4:30”  column  —  a  column 
which  took  the  form  of  an  open 
letter  to  President  Johnson. 

What  he  proposed,  what  the 
Administration  quickly  en¬ 
dorsed,  and  what  Congress  even¬ 
tually  approved,  was  a  new 
method  of  calculating  the  by¬ 
weekly  paychecks  of  Govern¬ 
ments  1.1  million  white  collar 
employes. 

• 

Herald-Tribune  Names 
Research  Director 

Morton  M.  Vitriol  has  been 
appointed  director  of  research  of 
the  New  York  Herald  Tribune, 
it  was  announced  by  Robert  T. 
MacDonald,  executive  vicepresi¬ 
dent. 

Prior  to  joining  the  Herald 
Tribune,  Mr.  Vitriol  was  assist¬ 
ant  director  of  the  economic 
research  division  of  Licensed 
Beverage  Industries. 

From  1952  to  1963  he  was 
with  Hiram  Walker  Inc.,  where 
he  organized  and  directed  the 
market  research  department. 
Mr.  Vitriol  has  also  served  as 
senior  market  analyst  for  A. 
Asch  Inc.,  Advertising,  and  in 
various  research  capacities  with 
Audience  Surveys  Inc,  and 
Russell  Research  Company. 


S/mni»  In  Uli 
II  ilh  Hnllntmt 


City  Ediirationai  TV  Ain  n 
For  February  Broadcaftlw 

jr.Twtr.-a  ti.ziiT.’s  s— — 


T>ie  Post- Standard  m’ 


City  Hall  Design'd 


THE  'BIG  E' — The  New  York  State  Exposition  at  Syracuse,  N.Y.,  which 
calls  itself  the  'Big  E'  got  a  typographical  assist  in  its  theme  from  the 
Syracuse  Post-Standard  before  the  opening  of  the  event.  The  border- 
outlined  'E',  containing  news  of  the  Exposition,  took  nearly  half  of  the 
main  local  page  of  the  Sunday  Post-Standard. 


Times  Mirror  Buys 
Slide  Rule  Firm 

Los  Angeles,  Cal. 

Continuing  its  diversification 
program,  the  Los  Angeles  Times 
Mirror  has  acquired  Pickett 
Inc.,  slide  rule  and  scientific 
equipment  manufacturer  of 
Santa  Barbara  and  Chicago. 

The  Pickett  firm  had  sales  of 
$2  million  in  the  fiscal  year 
ended  Feb.  29,  1964.  It  designs, 
makes  and  distributes  metal  and 
plastic  slide  rules,  templates, 
scales  and  related  items  for 
scientists,  engineers,  technicians 
and  students. 

Pickett  A.G.,  a  Swiss  subsidi¬ 
ary,  distributes  the  products  in 
the  European  Common  Market. 

Pickett  will  be  operated  under 
its  present  management  as  a 
Times  Mirror  subsidiary.  It  will 
work  closely  with  the  Times 
Mirror’s  international  book  pub¬ 


lishing  division  and  other  oper¬ 
ating  units. 

“This  acquisition  marks  an¬ 
other  step  forward  in  the  educa¬ 
tion  and  technical  fields  for  the 
Times  Mirror  Co.,”  Norman 
Chandler,  chairman  and  presi¬ 
dent,  .said. 


Washington 
W’illiam  E.  Miller,  GOP  can¬ 
didate  for  Vice  President,  sent 
out  a  letter  asking  Republicans 
to  contribute  $25  each  for  sub¬ 
scriptions  to  the  weekly  party 
newspaper  called  Newsletter,  es¬ 
tablished  in  1961,  It  now’  claims 
20,000  circulation. 

“As  a  key  Republican,  you 
know  how  little  of  real  political 
importance  finds  its  way  into 
the  news  stories  out  of  Wash¬ 
ington,”  wrote  Mr.  Miller,  “Polls 
show  that  newsmen  here  are 
pro-Democrat  by  4  to  1,” 


WaHhin^toii  Writers 
Under  Miller  Fire 
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ELIMINA  TE 
BAKIMG 
WITH 
WOOD 
R.  O.P. 

SUPER  FLONGS 

This  development  in  molding  R.O.P.  color  can  save  you  as  much  as  15 
minutes  per  mat.  And  it  makes  no  difference  whether  you  use  a  mat 
roller  or  a  direct  pressure  press— you  can  cold  mold  color  with  Wood 
R.O.P.  Super  Flongs. 

Plus— get  uniformly  level  printing  surfaces,  longer  wearing  plates 
and  no  progressive  shrinkage  in  the  casting  box.  Ask  your  Wood  Flong 
field  representative  to  show  you  how  to  save  time  and  improve  your 
color  work  with  Wood  R.O.P.  Super  Flongs. 


One-pi«c«  SUPER  FLONG  no-pock  mor-A  NEW  ERA  IN  STEREOTYFING 

WOOD  FLONG  CORPORATION 

H008ICK  FALLS,  NBW  YORK  N*w  York  OMIoo:  BB1  Fifth  Avo..  Fhono:  MU  7-28BO 


»*40« 


SeRVtNO  THE  GRAPHIC  ARTS  INDUSTRY  EXCLUSIVELY  SINCE  1911 


>\inn«‘rH  of  tli«-  KDIIOK  A  PLKLISIIKK  CtflOU  \KI)S  .oiniM  tilion 
— RKPHODlf.TION — 


YEAR 

NEWSPAPERS 

AGENCY 

ADVERTISER 

1957 

• 

Chicago  Tribune  )  .r. 

Philadelphia  Bulletin  )  ' 

Chicago  Tribune 

Newark  Star  Ledger  ) 

Milwaukee  Journal  ) 

Peoria  Journal  Star 

Davenport  Newspapers  Inc. 
Tacoma  News  Tribune 

Kenyon  4  Eckhardt 

Al  Paul  Lefton 

J.  Walter  Thompson 

Needham,  Louis  4  Broby 

Rutledge  4  Llllenfeld 

D'Arcy  Advertising  Co. 
McCann-Erickson  Inc. 

Miller,  Mackey,  Hoeck  4  Hartung 
Inc. 

Pepsi-Cola  Co. 

Sylvan  Seal  Milk  Inc. 

Joseph  Schlitz  Brewing 

Kraft  Foods 

Realemon-Purltan  Co. 
Standard  Oil  Co. 

Anderson  Clayton  4  Co. 
Rainier  Beer 

1958 

* 

Chicago  Tribune 

Chicago  Sun-Times 

Columbus  Dispatch 

Sacramento  Bee 

Salt  Lake  City  Tribune 

Olympia  Daily  Olympia 

Young  4  Rubicam 

Campbell-MIthum  Inc. 
Campbell-Mithum  Inc. 

Constantine  4  Gardner 

Axelsen  4  Richins  Inc. 

Miller,  Mackay,  Hoeck  4  Hartung 
Inc. 

Borden  Company 

Hamm  Brewing  Co. 

The  Larsen  Company 
Olympia  Brewing  Co. 
Hi-Land  Dairy 

Sicks'  Rainier  Brewing 

1959 

Minneapolis  Star  4  Tribune 

Seattle  Post-Intelligencer 

San  Diego  Union 

Kenyon  4  Eckhardt 

Miller,  Mackay,  Hoeck  4  Hartung 
McCann-Erickson  Inc. 

Pepsi-Cola  Co. 

Sicks'  Rainier  Brewing  Co. 
California  Packing  Corp. 
(Del  Monte  pineapples) 

I960 

Philadelphia  Bulletin 

Newark  Star  Ledger 

La  Crosse  Tribune 

Benton  4  Bowles 

Young  4  Rubicam 

Knox  Reeves  Advertising 

General  Foods  (Yuban) 
American  Bakeries  Co. 

Pacific  Gamble-Roblnson 

1961 

Minneapolis  Star  4  Tribune 

New  Orleans  States-ltem 

Duluth  Herald  4  News  Tribune 

Batten,  Barton,  Durstine  4  Osborn 
Wm.  Esty  Co. 

Young  4  Rubicam 

Geo.  A.  Hormel  4  Co. 

R.  J.  Reynolds  Tobacco 
American  Bakeries  Co. 

1962 

Boston  Globe 

Spokane  Chronicle 

Rock  Island  Argus 

Wm.  Esty  Co. 

Doyle  Dane  4  Bernbach 

Young  4  Rubicam 

R.  J.  Reynolds  Tobacco 
Rainier  Beer 

Bordens  Co. 

1963 

Philadelphia  Bulletin 

San  Diego  Evening  Tribune 

Tacoma  News  Tribune 

Bauer-T  rl  pp-Foley 

Edward  H.  Weiss  4  Co. 

Edward  H.  Weiss  4  Co. 

Abbotts  Dairies 

Thomas  J.  LIpton  Co. 

James  B.  Beam  Distilling  Co. 

—  KKIMtom  (  TION— 
*'|»ol-rolor 


YEAR  NEWSPAPERS 

1957  Philadelphia  Bulletin 

*  Chicago  Tribune 
Spokane  Daily  Chronicle 
Cleveland  News 
Scranton  Times 

Portland  (Me.)  Press  Herald- 
Express 

1958  New  York  Post 

*  Cleveland  Plain  Dealer 
Shreveport  Journal-Times 
Milwaukee  Sentinel 
Holyoke  Transcript-Telegram 
Rock  Island  Argus 

1959  Philadelphia  Bulletin 
Arizona  Republic  &  Phoenix 

Gazette 

San  Diego  Union 

1960  Philadelphia  Bulletin 
Seattle  Post-Intelligencer 
Rock  Island  Argus 

1961  Kansas  City  Star 
Peoria  Journal-Star 

Staten  Island  Advance 

1962  Philadelphia  Inquirer 
Miami  News 
Waukegan  News-Sun 


AGENCY 

Maxon  Inc. 

Leo  Burnett  Co. 

McCann-Erickson  Inc. 

Maxon  Inc. 

N.  W.  Ayer  4  Son 
Lennen  4  Newell 

Doyle  Dane  Bernbach 
McCann-ErIckson  Inc. 

Tracey-Locke  Co. 

J.  Walter  Thompson 
Charles  W.  Hoyt  Co. 

D'Arcy  Advertising  Co. 

Wade  Advertising  Inc. 

J.  Walter  Thompson 

D'Arcy  Advertising  Co. 

Doyle  Dane  Bernbach 
Cunningham  4  Walsh 
Maxon  Inc. 

Benton  4  Bowles  Inc. 

Ross,  Roy-Brooke,  Smith  Frency  4 
Dorrance 
BBDO 

N.  W.  Ayer  4  Son  Inc. 

Grant  Advertising  Co. 

J.  Walter  Thompson 


ADVERTISER 

H.  J.  Heinz  Co. 

Philip  Morris  Co. 

Carter  Oil  Co. 

H.  J.  Heinz  Co. 

Dole  Pineapple 
P.  Lorillard  Co. 

Fairmont  Foods  Co. 

Standard  Oil  Co. 

Borden  Co. 

Ford  Motor  Co. 

Arnold  Bakeries  Inc. 
Standard  Oil  Co. 

Miles  Laboratories 
Ford  Motor  Co. 

(Butter-Nut  Instant  CofFee) 
Paxton  4  Gallagher 

Alpine  Cigarettes 
Texaco 

H.  J.  Heinz  Co. 

Florida  Citrus  Comm. 

Corby's  Whiskey 
Pepsi-Cola  Co. 

Sealtest  Foods 

Bahamas  Development  Board 

Johnson  Sea-Horse  Motors 


1963  Kansas  City  Star  Wm.  Esty  Co.  Inc.  R.  J.  Reynolds  Tobacco  Co. 

South  Bend  Tribune  Campbell-Ewald  Co.  Chevrolet  Motors  Div. 

Tacoma  News  Tribune  Young  4  Rubicam  American  Can  (Northern  Tissue) 


*  In  1957  and  1958  there  were  two  separate  re 
circulation  groups. 


production  categories  judged-General  and  Food  lor  each  ol  the  three 


{Continued  on  page  98) 


Sunday  Suppi* 
Get  Vectra 
Advertising 

A  million-clollar-i)lus  satuia- 
tion  advertising  promotion  cam¬ 
paign  starts  in  Sunday  supple¬ 
ments,  newspapers,  magazines 
and  broadcast  media  September 
20,  to  introduce  a  new  ladies’ 
hosiery  made  of  polyproplene 
olefin  fiber  called  Vectra. 

Neil  Kelly,  advertising  man¬ 
ager  for  Vectra  Company,  said 
the  consumer  campaign  includes 
two-page  color  spreads  locally 
edit^  Sunday  supplements  in 
20  metropolitan  markets;  5 
color  pages  in  the  N.  Y.  Times 
Sunday  magazine;  3,  5,  6  and 
8  color  pages  in  McCalVs  Harp¬ 
er’s  Bazaar,  Vogue,  Mademoi¬ 
selle,  Glamour,  Seventeen,  The 
New  Yorker,  and  one-minute 
radio  and  television  spots  in  20 
markets. 

Full-page  newspaper  ads  and 
radio  spot  commercials  were 
used  last  Spring  and  this  Sum¬ 
mer  in  Akron,  Ohio,  Baltimore, 
Md.  and  Charlotte,  N.  C.  to  test 
market  the  new  hosiery  fiber 
said  to  be  “3  to  4  times  more 
snag  resistant  than  nylon.”  Mr. 
Kelly  said  the  stockings  made  by 
Leath,  McCarthy  and  Maynard 
knitting  mill  of  Burlington, 
N.  C.  selling  under  the  trade 
name,  “Polyvel”  had  “exceeded 
sales  of  what  retailers  usually 
expect  for  a  promotion”  and  a 
department  store  in  Baltimore 
had  to  reorder  twice  during  the 
first  week  of  the  test  market 
promotion.  A  survey  found  68% 
of  the  women  continued  to  buy 
“Polyvel”  hosiery  after  adver¬ 
tising  ceased. 

Sunday  supplements  and 
broadcast  advertising  will  fea¬ 
ture  the  hosiery  made  of  the 
Vectra  fiber  while  magazines 
and  trade  publication  ads  will 
promote  the  polyproplene  olefin 
fiber.  Leath,  McCarthy  and 
Maynard,  working  with  the  out¬ 
lets  for  “Polyvel”  brand  hosiery, 
has  planned  a  separate  tie-in 
campaign  to  go  with  national 
introduction  on  September  20. 

The  Vectra  Co.  is  a  separate 
corporate  division  set-up  by  the 
National  Plastic  Products  Com¬ 
pany  to  manufacture  and  mar¬ 
ket  the  fiber.  National  Plastic  is 
jointly  owned  by  Enjay  Chemi¬ 
cal  Company,  a  division  of  Hum¬ 
ble  Oil  &  Refining  Company,  and 
J.  P.  Stevens  &  Company  Inc. 

W.  B.  Doner  &  Company  in 
Baltimore  is  the  advertising 
agency  for  Vectra  Co.  and  John 
Scott  Fones  Inc.  of  New  York 
is  handling  national  publicity 
and  public  relations. 
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Color  Expertise  aplenty! 

4  Mew  Awards  to  Prove  til 


\ 

1 


gf; 


BEST  REPRODUCTION  for  color  ad  for 
Ford  Motor  Co.,  April  17, 1964. 


BEST  REPRODUCTION  for  color  ad  for 
Oscar  Mayer  Meats,  Aug.  29,  1963. 


BEST  REPRODUCTION  for  color  ad  for 
Ford  Motor  Co.,  Sept.  17, 1963. 


[?f: 


BEST  USE  OF  COLOR  for  presentation  of 
news  and  editorial  features. 


These  awards  were  presented  to  the 
Houston  Post  in  the  fourth  annual 
Southwest  Newspaper  Color  Competi¬ 
tion  sponsored  by  the  Texas  Daily 
Newspaper  Association. 

The  competition  was  among  color  ads 
run  in  daily  newspapers  in  Texas,  dur¬ 
ing  the  year  ended  April  30, 1964.  There 
were  440  entries. 

When  planning  ROP  color  insertions  . . . 
plan  to  place  them  in  the  paper  with 
the  mostest  know-how  . . . 


The  Houston  Post 

Written  and  Edited  to  Merit  Your  Confidence 


4 


REPRESENTED  NATIONALLY  BY 
MOLONEY,  REGAN  &  SCHMITT 


Press  Group 
Set  for  Asia 
And  Europe 


Representatives  of  15  New 
E norland  newspapers  will  leave 
Sept.  29  on  a  three-week  trip  to 
Western  and  Eastern  Europe, 
including  Russia,  Hungarj'  and 
Czechoslovakia.  They  will  also 
visit  Brussels,  Berlin  and  Paris. 

Sponsor  of  the  trip  is  People- 
to-People  Inc.,  Kansas  City,  a 
private  non-profit  organization 
headed  by  former  President 
Eisenhower.  It  operates  a  pro¬ 


gram  to  encourage  international 
understanding  through  non-gov¬ 
ernmental  exchanges  which 
supplements  the  government’s 
cultural  exchange  program. 
President  Johnson  is  honorary 
chairman. 

The  New  England  group  in¬ 
cludes  representatives  of  daily 
and  weekly  papers  with  a  com¬ 
bined  circulation  of  about  620,- 
000.  One  radio  station  will  also 
be  represented. 

Members  of  the  group  will 
meet  with  officials  of  foreign 
governments,  with  American 
diplomatic  personnel  and  with 
representatives  of  the  press  of 
the  countries  to  be  visited.  In 
addition,  they  will  explain  the 
functioning  of  the  American 


press  and  the  American  way  of 
life  generally. 

Those  participating  include 
Edward  T.  Fairchild,  editor  and 
publisher,  Athol  (Mass.)  Daily 
News;  Thomas  Winship,  man¬ 
aging  editor,  Boston  (Mass.) 
Globe;  Malcolm  Hobbs,  editor 
and  publisher,  the  Orleans 
(Mass.)  Cape  Codder;  Philip  S. 
Weld,  president  and  editor, 
Gloucester  Daily  Times,  the 
Newburyport  News  and  the 
Beverly  Times,  all  in  Massa¬ 
chusetts;  John  W.  Haigis  Jr., 
special  correspondent,  Green¬ 
field  (Mass.)  Recorder  Gaj^ette 
and  president  of  radio  WHAI- 
am  and  fm  of  Greenfield. 

Also  Benjamin  Rathbun  Jr., 
special  correspondent,  Hartford 


KDITOK  cl  IM  ItMSHKU 

- 

— Rftsiil  0«“:ilivily  .Awardri — 

YEAR 

NEWSPAPER 

ADVERTISER 

1959 

Chicago  Tribune 

Marshall  Field  &  Co. 

Houston  Post 

Neiman-Marcus 

Rockford  (III.)  Morning  Star  and  Register-Republic  D.  J.  Stewart  &  Co. 

I960 

San  Francisco  Examiner 

Joseph  Magnin  Co. 

Houston  Post 

Neiman-Marcus 

San  Diego  Union 

Marston's 

1961 

Chicago  Tribune 

Burny  Bros. 

San  Antonio  Express  &  News 

Frost  Bros. 

Lancaster  Newspapers  Inc. 

Acme  Markets 

1962 

Boston  Globe 

Filene's  Department  Store 

San  Antonio  Express  &  News 

Frost  Bros. 

Pontiac  Press 

Hughes,  Hatcher,  Suffrin  menswear  store 

1963 

Philadelphia  Bulletin 

Acme  Markets 

San  Antonio  Express  &  News 

Frost  Bros. 

Fontana  Herald-News 

Standard  Brand  Paint  Co. 

KDITHK  in  Itl.I.^IIKK 

— 

\griirv  0«*ali>itv  \uanle — 

Fri.L  CHI.OK 

YEAR 

AGENCY 

ADVERTISER 

1958 

N.  W.  Ayer  &  Son 

Sealtest  Division  of  National  Dairy 

1959 

McCann-Erickson  Inc.,  San  Francisco  California  Packing  Corporation  (Del  Monte  Pineapple) 

I960 

Young  &  Rubicam  Inc. 

Hunt  Foods  Inc.,  Fullerton,  Calif. 

1961 

Young  &  Rubicam  Inc. 

American  Bakeries  Co. 

1962 

Doyle  Dane  &  Bernbach  Inc. 

Sicks'  Rainier  Brewing  Co. 

1963 

Doyle  Dane  &  Bernbach  Inc. 

General  Mills  (Betty  Crocker) 

EDIi'OK  &  in  KIJSIIKK 

— 

\g»*nr>  ('realivilv  \Mar«ir< — 

SIM  )  !■<  (il.OR 

YEAR 

AGENCY 

ADVERTISER 

1958 

McCann-Erickson  Inc. 

Coca-Cola  Co. 

1959 

McCann-Erickson  Inc.,  Chicago 

Swift  &  Co.  (ice  cream) 

• 

Fitzgerald  Advertising  Agency,  New  Orleans,  La.  Brown's  Velvet  Ice  Cream  Inc.,  New  Orleans 

I960 

Grey  Advertising 

Catalina  Inc.,  Los  Angeles 

1961 

N.  W.  Ayer  &  Son  Inc. 

Peoples  Drug  Stores  Inc. 

1962 

N.  W.  Ayer  &  Son  Inc. 

Peoples  Drug  Stores  Inc. 

1963 

Young  &  Rubicam 

General  Foods  (Gaines  Burger) 

•  In  1959  two  spot  color  awards  were 

given  for  1  color  a  nd  black  and  2  colors  and  black.  Since  then,  it  has  been 

(Conn.)  Times;  Miss  Alma  Gal¬ 
lagher,  assistant  publisher,  La¬ 
conia  (N.  H.)  Citizen;  James  D. 
Ewing  and  Walter  C.  Paine,  co¬ 
owners,  Keene  (N.  H.)  Evening 
Sentinel,  the  Lebanon  (N.  H.) 
Valley  News  and  the  Newport 
(N.  H.)  Argus-Champion;  Dane 
P.  Cummings,  general  manager, 
Peterborough  (N.  H.)  Tran¬ 
script;  Richard  D.  Allen,  gen¬ 
eral  manager,  Quincy  (Mas.s.) 
Patriot  Ledger  and  Clharles  W. 
Utter,  editor.  Westerly  (R.  I.) 
Sun. 


News  Photo  Elicits 
Anonymous  $100  Gift 

Philadelphia 

Michael  Viola,  Philadelphia 
Inquirer  photographer,  photo¬ 
graphed  five  Negro  women 
serving  cups  of  coffee  to  police¬ 
men  on  duty  during  Negro  riot¬ 
ing  and  looting. 

The  Inquirer  published  the 
picture  and  it  was  transmitted 
by  the  Associated  Press  to  news¬ 
papers  across  the  nation.  Among 
hundreds  of  newspapers  that 
printed  the  picture  was  the 
Chattanooga  (Tenn.)  News- 
Free  Press.  The  next  day  its 
editor,  Lee  Anderson,  received 
a  $100  bill  and  this  unsigned 
note:  “Fine  coffee  photo.  Send 
this  picture  of  Ben  Franklin  to 
the  coffee  serv’ers.  It  will  be  a 
gesture.” 

Mayor  James  H.  J.  Tate  of 
Philadelphia  gave  the  women 
the  money  and  told  them :  “This 
IS  only  a  token  of  the  tremen¬ 
dous  response  your  good  will  has 
created.”  The  women,  headed  by 
Mrs.  Joan  Briley,  gave  the 
money  to  the  Mercy-Douglass 
Hospital  and  the  American  Can¬ 
cer  Society.  The  women  served 
1,500  cups  of  coffee  and  much 
food  to  the  weary  policemen. 


discontinued. 


Fair  Exhibit  Displays 
County’s  Newspapers 

Victorville,  Calif. 

For  the  second  year  the  San 
Bernardino  County  Fair  will 
spotlight  the  county’s  news¬ 
papers  in  a  giant  exhibit  at  the 
entrance  of  the  feature  exhibit  ( 
building. 

Copies  of  every  paper  in  the 
nation’s  largest  county  will  be 
displayed  around  the  base  of  the 
exhibit.  A  16-foot  octagon  dis¬ 
plays  historical  papers  of  seven 
wars,  from  the  collection  of  re¬ 
tired  printing  salesman  C.  F. 
Shaw.  One  is  printed  on  wall 
paper,  all  that  was  available  as 
Grant’s  forces  bore  down  on 
Vicksburg,  Miss.,  in  1863. 

Board  President  Roger  J. 
Hartwick  said  the  newspaper  ^ 

feature  was  designed  to  recog¬ 
nize  the  importance  newspapers 
play  in  the  community. 
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MORE  THAN 


PLANTS  USE 


FIVE  STAR 

OR 

R.O.R  ROLLERS 

and  keep  on 
using  them! 


Consistently  high  quality 

Five  Star  rollers  are  tempered 
black  rubber,  with  5  times 
greater  resistance  to  heat,  oil 
and  abrasion.  The  Velvet  Finish 
R.O.P.  rollers  are  green  rubber, 
specifically  designed  for  greater 
affinity  for  the  heavier  pigmen¬ 
tation  of  colored  inks. 


Uniformly  fast  service  Continuing  research  program 


Bingham,  and  only  Bingham, 
offers  fast,  personal  service 
from  25  strategically  located 
plants.  You  get  immediate  ac¬ 
tion  on  your  roller  requirements 
...including  both  new  rollers 
and  roller  reconditioning.  More 
newspapers  use  Bingham! 


Bingham  rollers  are  constantly 
improved  to  increase  the  speed 
and  step  up  the  quality  of  news¬ 
paper  printing.  Five  Star  and 
R.O.P.  rollers  have  been  made 
stress-free  to  take  greater 
speeds,  retain  strength,  hold 
compression  setting. 


•  Atlanta,  Georgia,  274  Trinity  Ave.,  S.W 

•  Baltimore,  Maryland,  1011  Curtain  Ave. 

•  Birmingham,  Ala.,  2  Fourteenth  Street,  W. 

•  Cambridge,  Mass.,  23  Harvard  St. 

•  Chicago,  Illinois,  636  S.  Sherman  St. 

•  Cincinnati,  Ohio,  1935  Western  Ave. 

•  Cleveland,  Ohio,  1432  Hamilton  Ave. 

•  Dallas,  Texas,  1310  Patterson  Ave. 


•  Des  Moines,  Iowa,  304Vi  16th  Street 

•  Detroit,  Michigan,  4391  Apple  Street 

•  Houston,  Texas,  2702  W.  Dallas  Ave. 

•  Indianapolis,  Ind.,  1124  N.  Central  Ave. 

•  Jersey  City,  N.J.,  364  9th  Street 

•  Kalamazoo,  Michigan,  223  W.  Ransom  St. 

•  Kansas  City,  Mo.,  706  Baltimore  Ave. 

•  Milwaukee,  Wisconsin,  325  E.  Erie  St. 

•  Minneapolis,  Minn.,  900  S.  Third  St. 


•  Nashville,  Tenn.,  315  13th  Ave.,  N. 

•  Philadelphia,  Pa.,  1317  Race  St. 

•  Pittsburgh,  Pa.,  88  S.  13th  St. 

•  Rochester,  New  York,  980  Hudson  Ave. 

•  St.  Louis,  Missouri,  1300  N.  7th  St. 

•  San  Leandro,  California,  835  Fremont  Ave. 

•  Searcy,  Arkansas,  Lincoln  Street 

•  CANADA:  P.O.  Box  523,  Oakville,  Ontario 


SAM'L  BINGHAM’S  SON  MFG.  CO. 

General  Offices: 

636  South  Sherman  Street  *  Chicago,  Illinois  60605 
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Small  Details 

{Continued  from  page  26) 


Direct-pressure  baked  mats 
are  used  for  all  multi-color  work 
requiring  fine  register. 

Pagre  mats  for  all  color  jobs 
are  carefully  registered  and 
trimmed  in  the  Sta-Hi  Master 
Trimmer,  as  shown  in  Picture 
No.  4.  Stereotype  metal  quality 
is  maintained  by  a  regular  pro¬ 
gram  of  alloy  analysis  and 
adjustment. 

Press  plates  are  re-melted  in 
a  central  re-melt  pot  and  piped 
to  two  electrically  heated  cast¬ 
ing  pots  where  temperature  is 
constant.  Automatic  recording 
thermometers  maintain  constant 
watch  on  metal  temperatures. 

Press  plates  for  all  color  work 
are  milled  on  a  Wood  register¬ 
ing  .4uto-miller  for  underside 
press  lockup,  shown  in  Picture 
No.  2. 

One  unique  feature  in  the 
News’  system  of  color  reproduc¬ 
tion  is  the  press  arrangement. 

“Five  presses  are  used,”  Mr. 
Tufts  explains,  “each  consisting 
of  six  Wood  metropolitan  black- 
and-white  units  plus  one  Wood 
four-color  unit  and  a  folder.  One 
of  the  standard  black  units,  and 
the  four-color  unit,  for  each 
press,  is  set  at  right  angles  to 
the  press  line. 


“There  is  no  reel  under  the 
four-color  unit,  but  the  sheet 
comes  up  through  the  adjacent 
standard  unit  and  is  printed 
black  and  white  on  both  sides 
before  entering  the  color  unit. 

“Wherever  a  color  ad  or  pic¬ 
ture  is  to  be  printed,  a  blank 
space  appears  after  the  sheet 
has  been  printed  in  the  stand¬ 
ard  unit.  The  .sheet  then  receives 
yellow,  red,  blue  and  black  im¬ 
pressions  in  the  four-color  unit. 
If  special  color  inks  are  re¬ 
quired,  they  are  run  from  port¬ 
able  fountains  on  the  appropri¬ 
ate  color  cylinder.” 

In  this  press  arrangement  at 
the  News,  a  separate  black  plate 
is  provided  for  the  black  portions 
of  each  color  ad,  independent  of 
any  black  editorial  matter  on  the 
same  page.  This  permits  control 
of  register  within  the  ad  even 
though  the  editorial  plate  may 
change  several  times  during  the 
day,  and  permits  black  ink  for 
the  ad  to  be  adjusted  independ¬ 
ent  of  the  requirements  of  edi¬ 
torial  matter. 

For  All  Color 

This  system  is  used  at  the 
News  for  all  color  pages,  both 
spot  color  and  process  w’ork.  All 
color  is  printed  on  second  im¬ 
pression,  even  though  a  nor¬ 
mally  first  impression  position 
may  he  called  for.  The  sheet 
may  he  reversed,  to  place  color 


in  a  normally  first  impression 
position,  or  it  may  be  slit  and 
one  half  led  straight  in  and  one 
half  reversed,  thus  putting  color 
in  both  first  and  second  impres¬ 
sion  positions. 

Stereotype  plates  for  all  proc¬ 
ess  work,  and  other  color  work 
involving  screens,  are  nickel 
plated,  as  shown  in  Picture  No. 
1,  to  preserve  the  best  printing 
quality  throughout  the  run. 

“A  unique  system  of  press 
makeready  permits  registering 
color  plates  and  adjusting  color 
fountains  while  the  rest  of  the 
press  is  being  made  ready,”  Mr. 
Tufts  says.  “The  color  units  are 
disconnected  from  the  rest  of  the 
pre.ss  by  a  clutch  in  the  hori¬ 
zontal  drive  shaft,  and  the  web 
on  which  color  is  printed  is  led 
through  the  color  unit  and  re¬ 
wound  on  a  core  driven  by  a 
torque  motor,  keeping  an  even 
tension  on  the  sheet  as  color 
makeready  progresses. 

“When  color  makeready  is 
completed,  the  web  is  torn  off 
the  re-wind  core  and  is  led  into 
the  folder.  The  only  paper  con¬ 
sumed  during  color  makeready 
is  the  sheet  in  the  color  unit 
which  is  wrapped  on  the  re-w’ind 
core.” 

The  BuflFalo  Evening  News  re¬ 
ceives  newsprint  from  six  paper 
mills,  and  the  paper  from  each 
mill  is  programmed  to  run  in 
certain  units  to  take  advantage 


of  the  particular  characteristics 
of  the  various  sheets.  Ink  recei*- 
tivity,  whiteness,  brightness  aiid 
opacity  are  particularly  impor¬ 
tant  for  the  sheet  which  will  he 
used  in  the  color  units,  and  all 
color  printing  is  done  on  the  felt 
side  of  the  paper. 

• 

Contest  Pulls  More 
Than  Million  Entries 

San  Franci.sco 

In  10  w'eeks,  a  blind  poker 
deck  contest  has  pulled  more 
than  a  million  entries  for  the 
San  Francisco  News-Call  Bulle¬ 
tin. 

The  game  which  pays  at  least 
$500  a  week  is  continuing  at  a 
130,000  entries  weekly  pace  for 
the  200,000-circulation  Hearst 
afternoon  newspaper. 

Contest  blanks  are  carried  in 
the  Tuesday  and  Thursday  edi¬ 
tions.  Entrants  list  five  numbers 
from  one  to  52 — in  order  on  the 
face  of  each  blank.  They  retain 
a  claim  check  .showing  their 
selected  numbers. 

A  deck  of  cards  is  flipped  by 
the  NCB  to  determine  the  card 
assigned  to  each  number.  A 
selection  is  posted  with  the  an¬ 
nouncement  of  each  new  game. 

The  top  winner  receives  $500. 
Selection  of  numbers  which  pro¬ 
duce  a  royal  flush  may  add  as 
much  as  $1800. 


This  original 
composition 
stayed  put 
in  San  Francisco 


THE  WALL  STREET  JOl'IOAL 


This  repro  proof 
traveled 
to  Riverside- 
400  miles  in 
5  minutes 


THE  WALL  STHEST  MfSShL 


—  halftones  and  all.  A  line  engraving  was  made.  The  engraving  was 
curved,  mounted  on  saddles  and  printed  in  the  normal  manner. 

The  24  pages  of  that  day’s  paper  were  all  transmitted  the  same  way. 

Thus  an  entire  satellite  edition  was  composed  in  one  city,  and  printed 
in  another.  Total  time?  Less  than  2  hours.  Distance  is  no  obstacle. 

All  this  was  made  possible  by  a  remarkable  high  resolution,  high 
speed  facsimile  transmitting  system  developed  by  Adler/Westrex. 

The  PRESSFAX  System  is  the  first  that  can  transmit  entire  pages  so 
accurately  that  halftones  received  can  be  engraved  in  line  for  letter- 
press  or  offset.  The  facsimile  is  so  much  like  the  original  that  it  takes 
a  microscope  to  tell  them  apart. 

The  PRESSFAX  System  virtually  eliminates  “jitter”  and  “gear  pat¬ 
tern.”  It  transmits  1000  lines  per  inch  (as  opposed  to  the  100  lines 
of  news  photo  transmitting  systems).  Higher  resolutions  are  also  , 
available.  Synchronous  motors  drive  the  heavy,  precision-made 
drums  directly,  without  gears,  and  so  smoothly  that  irregularities  of 
recording  have  a  tolerance  of  better  than  .001". 

The  PRESSFAX  System  presents  newspapers  and  magazines  with  a 
new  low-cost  way  of  operating  satellite  editions  any  distance  from 
your  composing  room.  Operation  is  completely  automatic.  Transmis¬ 
sion  is  performed  over  telephone,  video,  or  telpak  offerings. 

■ 

Newspapers  and  magazines  in  this  country,  Sweden,  and  Japan  are  ( 
printing  satellite  editions  via  PRESSFAX.  You  can,  too.  Contact 
Adler/Westrex  Communications  Division,  Litton  Industries,  Dept. 

501 P,  One  LeFevre  Lane,  New  Rochelle,  N.Y.  10802,  (914)  NE  6-1620. 
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How  many  readership  studies 
does  it  take  to  prove  a  point? 

At  least  five  major  research  organizations  have  conducted  audience  studies  of 
Boston  newspapers  in  recent  years.  And  each  survey  revealed  The  Globe’s  grow¬ 
ing  vitality  and  leadership.  The  new  study  by  SRDS,  DATA,  Inc.  shows  that  The 
Globe  is  now  ahead  of  all  other  Boston  newspapers  —  in  both  high  and  middle  in¬ 
come  households.  Latest  Publishers’  Statements  and  Media  Records  prove  The 
Globe  is  first  in  city  and  retail  trading  zone  circulation,  first  in  total  net  paid  circu¬ 
lation  —  daily  and  Sunday  —  among  standard  size  Boston  newspapers.  The  Globe 
is  first  in  total  advertising  linage,  morning,  evening  and  Sunday  among  all  Boston 
newspapers.  Any  way  you  look  at  it,  The  Globe  is  the  only  growing  newspaper  in 
Boston.  For  all  the  facts,  see  your  Million  Market  Newspaper  Man. 


SRDS,  DATA,  INC.  PROFILE 
OF  BOSTON  DAILY  NEWSPAPERS 

HERALD 

GLOBE  TRAVELER 


SRDS.  DATA,  INC.  PROFILE 


RECORD 

AMERICAN 


TOTAL  READERS  -  TOTAL  READERS 

Net  Unduplicated  (15  &  over)  836.0(X)  649.(X)0  564, (XW  (IS  &  over)  1.160.000  544,000  6 

AGE  OF  READERS  AGE  OF  READERS 

Age  20  to  39  365.000  181.000  235,000  Age  20  to  39  451.000  158.000  2 

Age  40  to  59  276,000  244,000  184,000  Age  40  to  59  411,000  205,000  2 

Age  60  &  over  135,000  166,000  81.000  Age  60  6  over  144.000  134,000 

HIGHER  INCOME  HOUSEHOLDS  HIGHER  INCOME  HOUSEHOLDS 

$10,000  to  $14,999  55.000  44,000  21,000*  $10,000  to  $14,999  70,000  58,000 

$15,000  A  over  43,000  41,000*  12,000*  $15,000  4  over  37,000*  37,000* 

MIDDLE  INCOME  HOUSEHOLDS  MIDDLE  INCOME  HOUSEHOLDS 

$8,000  to  $9,999  76.000  35.000*  44.000*  $8,000  to  $9,999  86,000  35.000* 

$5,000  to  $7,999  142.000  99,000  110,000  $5,000  to  $7,999  188,000  70,000  1 

Under  $4,999  90,000  70,000  53,000*  Under  $4,999  122,000  50.000* 

COLLEGE  EDUCATED  READERS  COLLEGE  EDUCATED  READERS 

College  graduates  123,000  123,000  23,000*  College  graduate  153,000  121,000 

Post-Grad.  College  55,0(X)*  45,000*  6,000*  Post-Grad.  College  57,(XX)*  35,(X)0* 

HOUSEHOLDS  WITH  CHILDREN  HOUSEHOLDS  WITH  CHILDREN 

UNDER  19  239,000  132,000  169,000  UNDER  19  305,000  121,000  1 

Without  Children  165,000  158,000  69,000  Without  Children  197,000  129,000 

NEW  HOUSEHOLDS  NEW  HOUSEHOLDS 

2  years  or  less  117.0(X)  58,0(X)  72,000  2  years  or  less  1S7.0(X)  66.0(X) 

10  years  or  more  153,0(X)  143,000  83.0(X>  10  years  or  more  174,000  113,000 

LARGER  HOUSEHOLDS  LARGER  HOUSEHOLDS 

1  or  2  people  127,000  121,000  44,000  1  or  2  people  155,000  100,000 

3  or  4  people  160,000  110,000  101,000  3  or  4  people  201,000  95,000  1 

5  or  more  people  117,(XX)  60.(XX)  94,0(X)  5  or  more  people  147.0(X)  56.000 

*6ased  on  relatively  small  number  of  respondents. /All  figures  copyright  1964  by  SRDS,  DATA,  Inc. 

The  study  was  conducted  in  the  Boston  ABC  City  &  Retail  Trading  Zone  in  the  Fall  of  1963  by  SRDS,  DATA,  Inc.  a  Subsidiary  of  Standard  Rate  &  Data  Service. 
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The  Boston  Globe  —  Morning,  Evening,  Sunday.  A  Million  Market  Newspaper:  New  York,  Chicago,  Detroit,  Los  Angeles,  San  Francisco 


An  18th  century  wooden  hand  press* 

The  times  called  for  a  fresh  approach  to  web  offset,  a 
break  with  tradition.  And  that’s  why  Fairchild  has  devel¬ 
oped  these  two  web  offset  presses,  combining  advanced 
design  features  that  have  revolutionized  the  industry. 

First  came  the  Color  King'' — less  than  three  years  ago. 
Yet,  it’s  the  fastest  selling  web  offset  press  on  the  market 
today — over  325  perfecting  units  in  use  right  now! 

Next  came  the  News  h'ing^,  with  demand  exceeding 
original  forecast  by  150%! 


At  Fairchild  each  press  is  designed  to  provide  advanced 
features  that  assure  safe,  easy  operation  and  years  of 
trouble-free  service.  Yet,  you  pay  no  more  for  these 
examples  of  Fairchild  Advanced  Engineering.  On  the  Color 
King,  75%  of  all  functions  are  automatically  governed 
by  conveniently-located  pneumatic  controls  (operations 
usually  controlled  by  hand  on  other  presses).  Color  King 
provides  top  quality  printing  and  high  speed  delivery  to 
18,000  newspapers  ...  or  signatures  per  hour. 


On  the  News  King  printing  units  and  separate  roll 
stands  can  be  placed  in  line  or  stacked  to  give  you  true 
flexibility  in  floor  arrangements.  News  King  delivers 
10,000  finished  newspapers  per  hour — Vz  or  14  fold. 

Either  press  lets  you  start  with  just  the  equipment  you 
need,  add  printing  units  as  your  business  expands. 

For  more  information  on  Fairchild's  web  offset  presses 
mail  this  coupon  today: 


Fairchild  Graphic  Equipment,  Dept.  CK-18 
221  Fairchild  Avenue,  Plainview,  L.  I.,  N.  Y. 

□  Please  send  information  on  the  Color  King 

□  Please  send  information  on  the  News  King 

□  Please  have  a  Fairchild  Representative  call. 


GRAPHIC  EQUIPMENT 

A  DIVISION  OF  FAIRCHILD  CAMERA  AND  INSTRUMENT  CORPORATION 
DISTRICT  OFFICES:  EASTCHESTER,  N.  Y.  •  LOS  ANGELES  •  ATLANTA  •  CHICAGO 
IN  CANADA:  FAIRCHILD  GRAPHIC  EQUIPMENT  (CANADA)  LTD.,  TORONTO.  ONT. 
Also  available  in  the  Central  States  through: 

Inland  Newspaper  Machinery  Corporation,  Kansas  City,  Missouri 


PROMOTION 

Survey  Indicates 
Program  Pays  Off 

By  G^orjje  Wilt 


It’s  comforting,  although  not 
too  surprising,  to  find  that 
“Newspaper  in  the  Classroom” 
programs  are  paying  off.  Back 
in  1960,  an  NNPA  sur\'ey 
showed  that  more  than  half  of 
the  respondents  to  a  study  said 
they  conducted  programs  using 
the  newspaper  in  schools.  The 
figure  is  probably  much  higher 
by  now. 

At  the  Eastern  Regional 
NNPA  Conference  in  Bar  Har¬ 
bor,  Maine,  earlier  this  month, 
J.  Wayne  Powell,  promotion 
manager  of  the  Hagerstown 
(Md).  Herald-Mail  reported  on 
a  surN’ey  conducted  by  his  news¬ 
paper  that  suggests  the  game 
is  worth  the  candle. 

The  survey  of  more  than  400 
children  between  the  ages  of  10 
and  15  revealed  extremely  high 
newspaper  readership. 

Mr.  Powell  said  that  the  Hag¬ 
erstown  papers  decided  on  the 
sun’ey  to  counteract  charges 
that  children  under  15  do  not 
read  newspapers. 

“For  some  time  our  editorial 
and  advertising  department 
have  labored  under  the  premise 
that  no  one  younger  than  a 
senior  high  student  reads  a 
daily  newspaper,”  Mr.  Powell 
said.  “We  were  told  and  ex¬ 
pected  to  believe  that  the 
younger  group  was  interested 
only  in  television.” 

The  study  showed  that  95.4 
percent  of  the  sample  regularly 
read  one  of  the  two  Hagerstown 
newspapers.  The  interviewers, 
members  of  the  American  Asso¬ 
ciation  of  University  Women, 
found  that  only  21  of  the  452 
children  interviewed  did  not 
read  either  of  the  two  local 
dailies.  Half  of  the  interviews 
were  made  in  homes  represent¬ 
ing  all  economic  groups,  and 
the  remainder  at  the  city  swim¬ 
ming  pool,  at  various  city  parks, 
and  at  churches  conducting 
summer  Bible  schools. 

Each  surveyor  was  given  a 
three-page  form  for  each  in¬ 
terview,  along  with  a  book  of 
clippings  of  all  types  of  news 
and  samples  of  all  features  for 
which  she  was  seeking  reader- 


ads  were  reported  the  most 
popular  feature  in  the  newspa¬ 
per,  with  90.3  percent  reading 
them  regularly. 

The  front  page  is  read  each 
day  by  97.7  percent.  Pictures 
on  page  one  attract  93  percent; 
local  news  81.7  percent,  and  na¬ 
tional  and  international  news 
64.9  percent. 

Items  on  the  editorial  page 
attract  70.3  percent.  Letters  to 
the  editor  are  read  by  about  .30 
percent. 

Advice  columnists  on  the 
women’s  pages  attract  55.5  per¬ 
cent.  More  than  50  percent  were 
interested  in  just  about  every 
imaginable  sports  story.  Clas¬ 
sified  ads  got  a  45.0  rating; 
department  store  ads  53.4  per¬ 
cent;  food  ads  29.0  percent. 

The  top  comic  in  the  Herald 
was  read  by  90.7  percent,  while 
the  leader  in  the  Mail  polled 
88.7  percent.  When  broken  down 
by  age,  it  was  interesting  to 
discover  that  comic  readership 
was  lower  among  the  13  to  15 
year  age  group  than  among 
those  10  to  12. 

The  fact  that  the  HagerstowTi 
newspapers  have  sponsored 
“Newspaper  in  the  Classroom” 
programs  for  the  past  four 
years  must  certainly  have  some 
bearing  on  the  outcome  of  the 
surv'ey.  Mr.  Powell  has  de¬ 
scribed  their  program  as  the 
“most  valuable  promotion  or 
public  relations  activity  that  we 
perform.”  During  the  past  three 
years,  he  says  that  the  Hagers¬ 
town  newspapers  have  reached 
more  than  4,500  students,  and 
distributed  free  of  charge  to 
the  schools,  about  .50,000  news¬ 
papers. 

One  point  he  enjoys  making 
each  year,  is  that  more  copies 
of  the  Morning  Herald  are  dis¬ 
tributed  free  than  the  paper  has 
paid  circulation.  In  the  past 
year,  Mr.  Powell  sent  17,650 
free  newspapers  to  eleven 
schools.  The  circulation  of  the 
Herald  is  approximately  13,000. 

The  Hagerstown  “classroom” 
program  is  concentrated  in 
junior  high  schools,  jjarticularly 


encouraged  newspaper  reader- 
ship  generally  among  children 
of  all  ages,  both  at  school  and 
at  home. 

*  *  * 

HARD  FASHION  NEWS— A 
new  direct  mail  promotion  of 
the  New  York  World-Telegram 
&  Sun  ties  in  covering  fashion 
news  with  the  daily  reporting 
of  live  or  hard  news  by  a  unique 
visual  technique.  Each  page  of 
the  12-page  booklet  reproduces 
a  fashion  layout  along  with  the 
front  page  of  that  day’s  paper. 
The  result:  an  obvious  sugges¬ 
tion  that  fashion  coverage  is 
news,  too.  It  subtly  contrasts 
the  feature-type  presentation  of 
fashion  in  magazine  with 
hard-hitting  newspaper  cover¬ 
age.  World-Telegram  promoters 
point  out  that  this  is  particu¬ 
larly  important  in  New  York, 
since  so  much  of  the  money  for 
support  of  fashion  advertising 
through  retailers  originates  in 
the  Seventh  Avenue  area.  The 
mailing  was  sent  out  in  deckle- 
edged  plain  envelopes,  addressed 
in  longhand,  to  all  retail  fashion 
people  in  New  York.  Copies  are 
available  from  Cathy  Pizzo, 
World-Telegram  promotion  de- 
))artment. 

*  ♦  ♦ 

SPOTLIGHT— A  line  draw¬ 
ing  of  a  .spotlight  on  the  cover 
of  a  Washington  (D.  C.)  Star 
brochure  carries  a  montage  of 
Capital  political  figures.  The 
headline:  “How  to  be  in  the 
business  spotlight  in  the  news 
capital  of  the  world.  The  folder 
promotes  the  Star’s  annual 
Business  and  Financial  Review 
issue,  scheduled  for  publication 
.January  10,  1965.  Tucked  inside 
is  an  814-by-ll  inch  repro¬ 
duction  of  last  year’s  36-page 
section  to  .show  what  it's  all 
about. 

«  «  « 

FILMSTRIPS  —  The  Pitts¬ 
burgh  (Pa.)  Post-Gazette  will 
distribute  weekly  filmstrips  fea¬ 
turing  the  news  of  the  world 
to  100  schools  in  its  area.  'The 
films,  distributed  every  Mon¬ 
day  morning,  are  used  in  civics, 
historj’  and  current  events 
classes  in  junior  and  senior  high 
classes  in  Pittsburgh  and  Alle¬ 
gheny  County  school  systems 
and  parochial  schools  in  the 
Pittsburgh  Catholic  Diocese. 
Each  filmstrip  is  accompanied 
by  a  teacher’s  guide  and  a  quiz 
tied  in  with  the  events  depicted. 
In  addition,  the  Post-Gazette 
furnishes  a  monthly  “News  in 
Depth”  film  study. 


motion  department.  The  booklet 
gives  advice  on  makeup,  hair 
styles,  diet  and  posture. 

*  ♦  « 

TREASURE  —  Daily  clues 
printed  in  the  Newhall  (Calif.) 
Signal  inspired  much  digging 
for  a  lo.st  Spani.sh  Treasure 
‘planted’  by  the  paper  as  a  pro¬ 
motion  stunt.  Lemoyne  S.  Mc- 
Elvany  dug  up  the  cask  in  a 
river  bottom  and  claimed  the 
$500  prize.  Hundreds  of  persons 
went  digging,  some  every  day. 
The  winners  researched  the 
clues  in  libraries,  used  old 
maps,  Spanish-Engllsh  diction¬ 
aries,  and  even  a  crossword  puz¬ 
zle  dictionary  which  gave  them 
the  final  clue  that  a  piece  of 
mortar  under  a  tree  had  an  al¬ 
ternate  meaning  of  cannon. 

*  ♦  * 

CURRENT  DATA— New  fea¬ 
tures  have  been  added  to  the 
1964  edition  of  Current  Market 
Data,  published  and  distributed 
annually  by  the  South  Bend 
(Ind.)  Tribune.  Most  note¬ 
worthy  feature  of  the  new  pub- 
lication  is  the  effect  of  the  ad¬ 
dition  of  another  county  to 
South  Bend’s  Standard  Statis¬ 
tical  Area.  Complete  infor¬ 
mation  is  given  on  increases 
in  population,  buying  power 
and  retail  sales  which  have 
resulted.  Demographic  charac¬ 
teristics,  compiled  in  conference 
with  standards  recommended  by 
the  AAAA  are  presented.  Sec¬ 
tions  of  the  94-page  book  are 
devoted  to  media  coverage, 
distribution,  marketing  cooper¬ 
ation,  advertising  linage  and 
editorial  features.  Copies  are 
available  from  the  public  rela¬ 
tions  and  research  department 
of  the  South  Bend  Tribune. 

• 

Kicking  and  Sleeping 
.\fake  for  Ad  Linage 

Syracuse 

What  do  football  and  mat¬ 
tresses  have  in  common?  Plus 
linage,  that’s  what. 

In  a  recent  week,  the  Syracuse 
Herald- American  ran  a  12-page 
section  devoted  to  mattresses 
and  the  Post-Standard  published 
a  12-page  tabloid  section  to  mark 
the  opening  of  the  Syracuse  Uni¬ 
versity  1964  football  season. 

The  Herald-American’s  spe¬ 
cial  mattress  section,  which  was 
prepared  in  conjunction  with  the 
Serta  Mattress  Co.  and  the 
Simmons  Co.,  offered  articles 
and  pictures  on  sleeping  equip¬ 
ment.  The  theme  was  “How  to 
Make  Your  Bedroom  a  Fashion 


ship  information.  Each  child  in  the  ninth  grade,  according  to 
was  asked  what  she  read  regu-  Mr.  Powell.  He  added  that  some 
larly  in  each  section.  use  of  the  newspaper  had  been 

57.3  percent  of  the  youngsters  niade  in  both  higher  and  lower 
reported  spending  more  than  20  grades,  too. 
minutes  each  day  reading  their  The  high  i-eadership  among 
newspaper.  Hollywood  will  be  the  10  to  15-age  group  would 
happy  to  discover  that  movie  indicate  that  the  program  has 
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BEAUTY  —  The  Cleveland  Room.” 

(Ohio)  Plain  Dealer  is  distrib-  The  Post-Standard’s  football 
uting  without  charge  a  16-page  special,  an  annual  presentation, 
booklet,  “Beauty  Tips  for  Teen-  contained  features  on  profes- 
Agers,”  written  by  Mary  sional  as  well  as  Central  New 
Strassmeyer,  beauty  editor.  The  York  college  football  teams.  The 
booklet  is  illustrated  by  Jeanne  front  and  back  pages  were  in 
Harris  of  the  Plain  Dealer  pro-  color. 
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This  was  Goldwaters  Prescott  store  in  1878,  predecessor  of  the  famed  stores  of  today 


A  century  ago,  riverboaters  on  the  Colorado  knew  "Big  Mike" 
Goldwater's  trading  post  at  the  Arizona  gold  town  of  La  Paz 
as  a  sure  place  to  pick  up  the  supplies  they  needed  and  to  swap 
a  few  tales  with  the  miners,  soldiers  and  settlers  who  gravi¬ 
tated  there.  When  the  meandering  river  cut  a  new  channel,  the 
immigrant  peddler  and  his  sons  Baron  and  Morris  moved  on  to 
Prescott,  bringing  their  barrels,  bins  and  bolts  along  with  them 
in  mule-drawn  carts.  In  1895,  Baron  moved  Goldwaters  to 
Phoenix,  where  business  was  good.  ■  Today,  business  in  Phoe¬ 
nix  is  phenomenal...  so  is  linage  in  The  Arizona  Republic  and 
The  Phoenix  Gazette.  For  the  first  seven  months  of  the  year 
The  Republic  ranked  fifth  in  the  nation  in  the  morning  held 
and  The  Gazette  was  fourth  among  all  American  evening 
newspapers.  Arizona,  Phoenix,  and  The  Republic  and  The 
Gazette  have  come  a  long  way  since  Baron  Goldwater  (Barry’s 
father)  was  a  top  advertiser.  There  aren’t  any  country  stores 
in  Phoenix,  but  there  is  a  vibrant  market  that’s  growing  at  a 
150-consumers-a-day  pace. 


The  Arizona  Republic  and  The  Phoenix 
Gazette  give  you  83®/®  unduplicated 
household  coverage  of  Metropolitan 
Phoenix.  In  this  area  58^  of  every  Arizona 
retail  dollar  is  spent. 


Represented  Nationally  by  Kelly-Smith  Co. 


THINK  BIG  WHEN  YOU  THINK  OF  PHOENIX 


The  Arizona  .  .ic ,  hu^ima 

Republic  Gazette 

And  Sunday 


‘Minority’  Hiring 
Problem  Discussed 


Berkeley,  Calif. 

News  media  are  competing  in¬ 
tensively  for  capable  minority 
ffroup  employes,  already  in  short 
supply,  according  to  a  report  to 
the  tenth  annual  CNPA  News- 
l)aper  Workshop  here. 

As  a  result  it  is  difficult  to 
hire  Neprroes  and  it  would  be 
very  difficult  to  meet  a  quota 
such  as  that  urped  on  the  Oak¬ 
land  Tribune,  said  Steven  Still, 
managing  editor. 

Mr.  Still  highlighted  the  steps 
the  Tribune  has  taken  under  its 
hiring  opportunity  policy.  De¬ 
spite  the.se  mov’es  the  newspaper 
has  been  picketed  after  working 
hours  once  a  week  by  an  Ad  Hoc 
Committee.  This  protest  move 
has  won  County  Central  Labor 
Council  approval.  (See  story  on 
page  U6). 

The  Tribune’s  talent  quest  has 
led  to  the  recent  hiring  of  two 
news  trainees  from  minority 
groups.  One  is  a  policeman  and 
the  father  of  five. 

Dual  Problem 

All  employes  have  to  meet  the 
newspaper’s  requirements  by  the 


end  of  a  12-week  training  period. 
This  imposes  a  serious  responsi¬ 
bility  on  newspaper  and  trainees 
alike,  Mr.  Still  pointed  out. 

His  remarks  were  in  response 
to  questions  which  followed  a 
panel  discussion  on  the  differ¬ 
ence  between  small  and  metro¬ 
politan  news  work. 

Mr.  Still  joined  the  Tribune 
from  a  smaller  paper.  Joining 
with  him  in  discussions  was 
Frank  Wooten,  who  left  the 
Tribune  to  purchase  the  weekly 
Atwater  (Calif.)  Signal. 

The  publishership  is  more 
satisfying  because  he’s  doing  and 
writing  as  he  w’ants,  although 
he’s  now  “working  for  the  back 
.shop,”  Mr.  Wooten  said. 

Purchase  Warning 

The  big  pitfall  faced  in  buying 
a  newspaper  comes  from  accept¬ 
ance  of  the  seller’s  figures,  Mr. 
Wooten  said.  He  urged  an  in- 
sistance  on  an  audit. 

He  also  suggested  the  poten¬ 
tial  buyer  .stay  in  the  town  a 
month  and  study  conditions  be¬ 
fore  purchasing.  A  good  news¬ 
man  can  learn  all  he  needs  to 


rOH!  ONE  MORE  THINE  A 
MISS  SHARP!  X  DON'T 
WANT  TO  BE  DISTURBED] 
,  FOR  THE  NEXT  Sefl 


Thdt's  about  all  the  time  you  need  to  peruse  a 
copy  of  Editor  &  Publisher.  It's  the  short,  easy, 
dependable  way  of  getting  "in  the  know"  and 
staying  there! 
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know  about  the  paper  in  mat  The  belief  that  newspai  ers 
time  without  violating  any  sec-  are  too  objective  in  their  ri.ws 
recy  that  may  lie  required,  he  writing  was  prc.sented  at  panel 
explained.  sessions. 

His  purchase  resulted  in  a  suit 

which  the  former  Tribune  editor  Papers  Too  Objective 

won,  the  meeting  chairman  Intense  objectivity  causes  “a 
pointed  out.  certain  sterility”  in  news  pre- 

The  publisher  of  an  estab-  sentation,  declared  W.  Jfunes 
hshed  weekly  or  small  town  daily  nill,  attorney  who  is  a  foi  mer 
faces  competition  from  throw-  Minneapolis  Tribune  reporter 
away  publications  which  can  be  foj.  gj^  years  published  the 
.serious,  pointed  out  Tom  Mat-  (Calif.)  Scout. 

thews,  Tracy  Press,  and  Robert  The  deliberately  overstating 
Penland,  Livermore  Herald  &  style  of  the  sports  jiage  might 
News.  l,p  the  answer  for  a  better  read 

Needs  Tfild  suggested.  The  edi¬ 

torial  page  is  not  the  full  an- 
If  he  cuts  ad  rates  to  meet  swer  but  keyed-in  notations  of 
competition  it  shows  his  rates  editorials  on  the  page  one  report 
are  too  high,  warned  Mr.  Mat-  are  of  value,  he  held, 
thews.  Do  take  a  good  look  at  Newspapers  today  have  a 
your  own  paper  and  improve  it,  streak  of  irresponsibility  that 
he  urged.  reminds  Dr.  Bernard  L.  Dia- 

The  Tracy  opposition  provided  mond  of  the  patent  medical  ads, 
by  a  former  Press  ad  manager  the  physician  member  of  the 
has  followed  the  usual  trend  panel  said.  Science  editors  are 
f rom  letterpress  to  offset  produc-  helping  greatly  in  improving 
tion  to  rate  card  disregard  and  medical  stories,  he  added, 
thence  into  giveaway  papers,  he 

charged.  Idea  for  Training 

Mr.  Penland  has  not  cut  rates  Hope  that  publishers  will  .some 
at  Livermore.  He  has  raised  jay  train  reporters  on  school 
them  to  meet  printing  scale  in-  conditions  was  voiced  by  James 
creases.  He  has  emphasized  Merrihew,  head  of  the  Rich- 
greater  ad  promotion  efforts  and  ^^Q^d,  Calif.,  schools  and  once 
tried  to  work  closer  with  all  co-publisher.  Corona  (Calif.) 
Livermore  organizations.  Basic  independent. 
operations  are  unchanged.  The  newspaper  now  has  the 

The  winning  product  is  the  responsibility  of  meeting  the 
newspaper  that  sells  merchan-  needs  of  a  whole  new  generation 
dise  and  gets  to  all  customers,  qJ  readers  developed  by  the 
he  explained.  The  Tracy  and  school  systems,  he  declared. 

Livermore  papers  expanded  paid  »»  nc  i.  i 

,  . .  iT  ...  r  Mr.  Merrihew  expressed  an 

circulations  by  providing  shop-  .  .  ,  xu  i 

.  .  XXI  r  ardent  hope  that  the  newspapers 

pers  to  insure  total  coverage  of 

eir  mar  e  s.  Playboy  Magazine.  This  desire 

“You  have  to  cover  growth  xu. 

with  something,”  Mr.  Penland  ,  , 

1  •  j  Tj  XU  1  X  turned  in  by  seventh  grade  class 

explained.  Both  papers  plan  to....’’  .  x 

X-  X  u  •  j  •  students  to  report  on  a  current 

continue  to  emphasize  paid  cir-  ,  x  ^  xu  i 

,  x-  D  xu  •  1  ixi  news  story.  Most  of  the  class 

culation.  Both  are  in  battle  ,  x  i  j  xu  x  ^  i 

j  X  I  X  1-  detailed  the  story  of  a  people- 

grounds  for  outside  metropoli-  ,  „  /  u  i  • 

r  opoly  game  described  in  a 

tan  papers.  ' 

The  reports  from  the  metro-  nev^spaper. 

])olitan  areas  and  growth  areas  * 

.stirred  corridor  talk  discussions  Gifts  tO  Education 
of  the  values  of  publishing  in  hatched 

more  isolated  markets. 

Employes  of  Copley  news- 
papers  have  received  pamphlets 
outlining  a  Matching  Gift  Pro¬ 
gram,  a  project  to  provide  finan¬ 
cial  aid  to  education. 

James  S.  Copley,  chairman  of 
Copley  Newspapers,  explains 
that  the  program  has  been 
“established  in  an  effort  to  en¬ 
courage  employes  to  make  per¬ 
sonal  contributions  to  the  educa¬ 
tional  institutions  of  their 
choice.” 

He  said  that  through  one  of 
its  charitable  foundations,  the 
Copley  group  will  match  con¬ 
tributions  of  each  employe  up  to 
$100  per  educational  institution 
in  a  calendar  year.  The  contrib¬ 
ution  must  be  a  paid  personal 
gift  of  the  contributor. 
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Reverse  lead  the 
photo  material  with 
1  1 0  point  mere 
ments  You  compose 
complex  copy  blocks 
with  minimum 
machine  changes 


We  can’t  think  of  a  better  testimonial 
to  the  Linotype  Elektron 
than  this  simple  statement  of  fact: 

658  ELEKTRONS  have  now  been  shipped  and  that  total  is  grow¬ 
ing-  daily.  Your  Linotype  Production  Engineer  will  be  pleased  to 
give  you  all  the  reasons  for  this  vote  of  confidence  in  the  most 
advanced  linecasting  machine  ever  built.  Why  not  join  the  club? 


Met^enthaler 


Representatives  Sell 
Color  Aggressively 


Chicago 

AgRressive  promotion  by  the 
American  Association  of  News¬ 
paper  Representatives  has  been 
a  big  factor  in  the  increased 
use  of  ROP  color  in  new'spapers, 
in  the  opinion  of  Albert  J.  En- 
gelhardt,  new  president  of  the 
AANR  and  vicepresident  and 
sales  manager  for  the  Branham 
Company. 

The  association’s  aggressive 
promotion  resulted  in  a  cooper¬ 
ative  effort  of  gathering,  bind¬ 
ing  and  distributing  a  collection 
of  fine  color  ads  known  as  Color 
Showcase.  Initiated  in  1963 
Color  Showcase  was  augmented 
with  new  fresh  color  inserts  this 
year. 

Distribution  of  Color  Show¬ 
case  was  planned  to  concentrate 
heavily  on  the  creative  person¬ 
nel  of  the  advertising  agency — 
art,  production  and  copy  di¬ 
rectors,  Mr.  Engelhardt  said. 

Agen^•ie^  .Slurlled 

“The  reaction  was  as  antici¬ 
pated,”  he  continued.  “The 
agency  people  were  surprised 
and  even  startled  by  this  beau¬ 
tiful  range  of  imaginative  ads 


paper’s  basic  ad%antages. 

“Four,  every  study  ever  made 
clearly  shows  readership  reten¬ 
tion  and  desire  to  buy  jumps 
when  color  is  added.  In  one  in¬ 
tensive  study,  the  Houston 
Chronicle’s  ‘Color  In  Action’  for 
all  ads  tested,  color  increased 
readership  over  black  and  white 
80  percent  and  retention  of  ad 
message  jumped  94  percent.” 

Newspapers  reps’  problems 
are  not  extensive  once  the  agen¬ 
cy  has  been  convinced  that 
newspaper  color  is  valuable  in 
the  marketing  picture,  accord¬ 
ing  to  Mr.  Engelhardt. 

In  the  case  of  press  proofs 
agencies  generally  stock  en¬ 
gravers’  proofs,  some  keep 
newsprint  proofs  of  previous 
ads  and  supplies  are  available 
from  the  platemaker  or  mat- 
maker.  As  for  special  data, 
agencies  don’t  usually  ask  for 
much  since  a  large  amount  is 
always  available  to  them. 

When  the  ad  is  being  pro¬ 
duced,  the  agency  provides  pro¬ 
gressive  proofs  to  the  newspa¬ 
per  showing  how  each  color  is 
being  used. 


Over  the  years  represent¬ 
atives  have  gathered  hundreds 
of  color  success  stories  and  they 
are  prepared  to  produce  them 
for  the  agency  and  the  customer 
at  any  time,  Mr.  Engelhardt 
said.  He  expects  such  supplies 
to  be  heavily  augmented  when 
the  NAEE  and  the  Milwaukee 
.loumal  ROP  Color  Service  an¬ 
nounce  results  of  their  color  ad 
contest  next  January. 

Concerning  the  E&P  annual 
color  awards,  Mr.  Engelhardt 
said: 

“Newspaper  representatives 
have  a  full  appreciation  of  the 
value  of  what  E&P  is  doing  to 
stimulate  interest  and  improve 
and  upgrade  quality  color  ad¬ 
vertising.  E&P’s  contest  stim¬ 
ulates  more  thought  and  action 
in  the  promotion  of  quality 
color  and  I  know  the  reps  ap¬ 
preciate  the  efforts.” 

• 

INR&A  Adds  Staffers 

Joseph  F.  Lorentz,  Jr.,  has 
joined  the  Los  Angeles  and  J. 
Stanley  Fager.strom  the  Chicago 
.sales  staff  of  Nelson  Roberts  & 
Associates,  Inc.  Mr.  Lorentz  has 
been  with  the  Santa  Monica 
(Calif.)  Outlook,  San  Fernando 
Valley  Times  and  Los  Angeles 
Herald-Examiner.  Mr.  Fager- 
strom  has  been  with  Hearst  Ad¬ 
vertising  Service  in  Chicago  for 
18  years. 


6  in  S.F,  Area  Win 
Press  Club  Awards 

San  Franclsco 

A  feature  by  Jane  Eshlenvin 
Conant  and  Jack  McDonald’s 
sports  entry  provided  the  San 
Fraticisco  News  Call  Btillctin 
with  double  winners  in  the  an¬ 
nual  San  Francisco  Press  Club 
awards. 

Jack  Foisie,  San  Francisco 
Chronicle,  and  Roy  Williams, 
Oakland  Tribune  photographer, 
also  won  first  places.  Other  $200 
top  spot  winners  were  Francis 
Flaherty,  Vallejo  News-Chroni¬ 
cle,  and  John  Adams,  Snrita 
Rosa.  Press  Democrat. 

•  I 

In  Newsprint  Sales 

Benjamin  B.  Appleton  has  re¬ 
placed  David  I.  Turnbull  as 
Midwestern  sales  representative 
for  Great  Northern  Paper  Com¬ 
pany,  according  to  Robert  R. 
Powell,  manager  of  Newsprint 
Sales.  Mr.  Appleton,  a  Colgate 
graduate  and  former  Marine 
Corps  helicopter  pilot,  has 
worked  for  Great  Northern  for 
two  years,  most  recently  as  sales 
representative  in  New  England. 

He  moves  to  the  Company’s  Chi¬ 
cago  office.  Mr.  Turnbull  will 
retire  from  Great  Northern  on 
Dec.  31  after  more  than  43 
years  of  service  to  the  indus¬ 
try.  j 


and  agency  comments  were  en¬ 
thusiastic.” 

Mr.  Engelhardt  traced  briefly 
the  history  of  newspaper  color 
from  the  1800’s.  Early  attempts 
were  made  by  the  Milwaukee 
Journal  in  1871,  and  the  New 
York  World  printed  a  picture 
in  yellow  ink  in  1895. 

“Color  in  new’spapers,”  Mr. 
Engelhardt  said,  “has  proven 
it  can  and  does  make  more  peo¬ 
ple  stop,  look  and  read.  .And 
they  go  into  action,  too,  to  pro¬ 
duce  greater  sales  results. 

“What  are  the  key  reasons 
advertisers  buy  color  ads  in 
newspapers? 

“One,  because  it  is  the  most 
dramatic  method  of  displaying 
a  product  in  its  actual  appear¬ 
ance  to  a  mass  audience  in  any 
given  market. 

“Two,  it  is  a  primary  way 
for  an  advertiser  to  stand  above 
the  crowd.  Magazines  may  offer 
better  color  to  the  expert  eye, 
but  they  do  not  give  concen¬ 
trated  circulation  and  coverage 
in  a  given  market.  Because 
magazines  carry  30  to  40  or 
more  color  ads  in  a  single  issue 
their  dramatic  effect  is  watered 
down. 

“Three,  black  and  white 
newspaper  ads  have  been  ring¬ 
ing  cash  registers  for  years.  By 
adding  color  it  has  been  proven 
that  readership  and  sales  in¬ 
crease,  thus  adding  to  the  news- 
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SPECIAL  CITATION — At  the  request  of  the  creativity  judges,  Editor  &  Publisher  awarded  Rich's  department 
store  in  Atlanta,  Ga.  with  a  special  citation  for  their  "continuing,  creative  use  of  color  in  retail  newspaper 
advertising."  Admiring  one  of  the  many  full-color  Rich's  ads  submitted  by  the  Atlanta  Journal  are  (left  to 
right):  Bert  Littmann,  UniGRAPHIC;  Robert  S.  Smith,  Ogiivy,  Benson  &  Mather  Inc.;  and  Philip  J.  Eitxan 

N.  W.  Ayer  &  Son  Inc. 
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...so  will  Namche  Bazar,  and  Chaunrikarka  ( which  also  will 
have  an  airstrip),  and  Mount  Tamserku  will  be  challenged 


Sir  Edmund  Hillary's  new  expedition  into  the  Himalayas  will  be  reported 
through  the  World  Book  Encyclopedia  Science  Service 

Remote  villages,  nestled  among  the  crags  of  the  high  Himalayas,  will  have  school- 
houses.  Sherpa  children,  born  without  promise,  will  learn  about  a  world  they  could 
never  have  hoped  to  see  . . .  learn  how  to  better  their  lives. 

Bridges  will  be  slung  across  the  torrential  Dudh  Kosi  River  and  an  airstrip  will  be  scraped 
across  the  face  of  the  spare  earth  at  Chaunrikarka  to  make  progress  possible. 

Sir  Edmund  Hillary  will  lead  the  first  expedition  up  the  frozen  and  forbidding  face  of 
21,700-foot  Mount  Tamserku,  never  defeated  by  man.  Breath  by  breath  and  step  by 
step,  they  will  fight  to  be  first  into  the  unknown  and  report  their  findings. 

Your  readers  can  live  these  adventures  in  humanity  and  human  courage,  sponsored  by 
the  people  and  publishers  of  World  Book  Encyclopedia,  through  the  World  Book 
Encyclopedia  Science  Service.  This  new  thrust  in  modern  journalism  is  designed  to 
provide  editors  with  a  human  as  well  as  an  authentic  scientific  approach  to  reporting 
in  previously  uncharted  fields. 

^  Your  inquiries  are  invited  ' 

(•j  WORLD  BOOK  ENCYCLOPEDIA  SCIENCE  SERVICE,  INC. 

Bit  Travis  Strsat,  Houston  2,  Tasss 


Photo  by  Karsh,  Ottawa 

SIR  EDMUND  HILLARY,  con¬ 
queror  of  mighty  Mt.  Everest, 
will  again  head  this  expedition 
into  the  Himalayas.  Reports  and 
pictures  never  before  published 
will  scale  new  heights  in  reader 
interest. 
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Progress  Reports 
From  4  New  Papers 


Herewith  are  “progrress  re¬ 
ports”  on  four  newspapers  that 
started  up  or  joined  the  ranks 
of  dailies  in  the  past  year. 

*  *  « 

UP  FROM  WEEKLY 

Winslow,  Ariz. 

Our  first  edition  of  the  Wins¬ 
low  Mail,  eight  tabloid  pages, 
came  off  our  Duplex  right  on 
schedule  at  2  p.m.  July  13,  1964. 
Successive  editions  have  been 
either  eight  or  twelve  pages, 
usually  eight.  Production  prob¬ 
lems  during  the  first  week  were 
fewer  than  expected,  and  the 
daily  operation  has  had  remark¬ 
ably  few  mechanical  problems 
at  all. 

To  say  that  we  switched  from 
weekly  to  daily  operation  is  an 
over-simplification.  We  publish 
four  papers  in  the  plant,  all 
owned  by  Northern  Arizona 
Printers  and  Publishers.  A  year 
ago  we  had  two  eight-column 
weeklies,  the  Winslow  Mail  and 
the  Holbrook  Tribune-News. 

Then  late  last  summer  a  tab¬ 
loid  weekly  for  Snowfiake,  some 
60  miles  southeast,  was  added. 
Finally,  in  June  of  this  year,  a 
second  tabloid,  the  White  Moun¬ 
tain  Pioneer,  which  shares  some 
pages  with  the  Herald  except 
for  dateline,  was  started.  So  in 
July  we  were  publishing  four 
weeklies,  two  eight  column  and 
two  tabloids. 

The  move  to  daily  operation 
of  the  Winslow  Mail  meant  that 
we  dropped  one  two-section 
eight-  column  weekly  and  began 
producing  five  tabloid  dailies 
each  week  instead.  At  the  same 
time,  we  dropped  publication  of 
the  News-O-Grnm,  a  typewriter 
sheet  sized  (4  col  x  10  inch) 
daily  sheet  of  news  in  brief  dis¬ 
tributed  free  to  tourists  and 
business  houses.  The  “Gram” 
had  been  well  received  in  Wins¬ 
low  since  its  inception  almost  a 
year  ago,  and  had  led  to  many 
inquiries  about  prospects  of  a 
full  scale  daily. 

Rapid  Growth 

The  switch  to  daily  operation 
was  made  because  of  the  belief 
that  Winslow  is  due  to  grow 
rapidly  in  the  very  near  future 
(oil  exploration  to  the  north, 
resort  development  to  the  south, 
and  growing  population  pressure 
in  Arizona’s  central  valley) ; 
growing  shopper  and  metropoli¬ 
tan  daily  competition  for  local 
advertisers’  dollars;  and  a  con¬ 
viction  that  such  a  publication 
would  be  well  received. 

To  date  that  conviction  has 


not  been  disappointed  by  the 
readers  though  August  adver¬ 
tising  revenue  was  uninspiring. 
Circulation,  now  mostly  by  car¬ 
rier,  has  leaped  to  new  heights 
and  is  now  about  2,480. 

Local  Editorials 

Firmer  editorial  stands  on 
local  issues,  and  more  of  them, 
plus  added  local  columns  and,  in 
August  Newspaper  Enterprise 
Association  comics  and  news 
photo  service  by  mail,  have  in¬ 
creased  interest  in  both  the  edi¬ 
torial  page  and  the  paper  as  a 
whole.  We  use  Associated  Press. 

We  have  a  time  advantage 
over  Phoenix  and  Flagstaff 
papers,  particularly  on  national 
news,  bwause  of  our  afternoon 
deadline  for  afternoon  publica¬ 
tion.  Often,  our  edition  will  be 
at  the  subscriber’s  home  with 
written  information  on  world 
crisis  as  soon  as  the  wage-earner 
gets  home. 

With  the  daily  we  expect  to 
do  far  more  to  promote  Winslow 
than  has  been  possible  in  the 
past,  and  editorially  we  try  to 
alternate  the  stick  and  the  car¬ 
rot,  praising  the  best  side  of  the 
town  and  hammering  at  the 
worst. 

The  Staff 

The  staff  is  almost  the  same 
as  before  the  switch  to  daily. 
The  Richards  brothers,  J.  Morris 
and  V.  P.,  are  president  and 
vicepresident  of  the  firm,  and 
J.  Morris  Richards  is  publisher 
of  the  Daily  Mail  while  his 
brother  presides  over  the  Hol¬ 
brook  office  and  acts  as  publisher 
of  the  Tribune-News. 

Jim  Edgmon,  who  came  here 
a  year  ago  from  Springdale, 
Ark.,  is  general  manager  and 
advertising  director.  He’s  had 
experience  with  both  daily  and 
weekly  publications  all  across 
the  mid-west.  Ad  manager  is 
Eric  Manola.  Hugh  Morrow, 
production  superintendent  and 
chief  operator,  came  here  in 
.\pril  from  New  Mexico  and  has 
had  prior  experience  in  daily 
and  weekly  publications  and  at 
one  time  was  owner-publisher  of 
an  Idaho  paper.  Martin  Jackson, 
editor,  also  an  April  arrival, 
came  here  from  the  news  desk 
of  the  Lemoore  (Calif.)  Ad¬ 
vance,  and  had  worked  for  other 
weekly  groups  in  California. 
Second  half  of  the  two-man 
news  staff  is  Woman’s  Editor 
Frances  Bristow,  a  recent  addi¬ 
tion  to  the  staff. 

— Martin  Allan  Jackson, 
FMitur 


STEADY  GAINS 

Pascagoula,  Miss. 

Now  in  their  fourth  month, 
the  morning  Mississippi  Press 
Register  and  the  afternoon 
Mississippi  Press  —  serving  a 
large  area  of  southeast  Missis¬ 
sippi — are  progressing  smoothly, 
according  to  W.  J.  Hearin,  ex¬ 
ecutive  vicepresident  and  general 
manager  of  the  parent  company, 
the  Mobile  Press  Register. 

The  Mississippi  Press  and  the 
Mississippi  Press  Register  are 
published  weekdays,  with  the 
exception  of  Monday  and  Satur¬ 
day  and  include  a  Sunday  edi¬ 
tion,  the  Mississippi  Press  Reg¬ 
ister. 

With  the  sections  containing 
local  news  and  advertising,  de¬ 
signated  as  Mississippi  editions 
of  the  Press  and  the  Register, 
subscribers  receive  copies  of  the 
Mobile  papers. 

The  news  and  advertising 
operation  is  housed  in  a  new 
building  here.  The  mechanical 
production  is  in  the  plant  of  the 
Mobile  Press  Register  35  miles 
away. 

Discussing  the  news  operation 
of  this  new  Mississippi  venture, 
George  M.  Cox,  executive  editor 
of  the  Mobile  papers,  said: 

“Newswise  the  Mississippi 
Press  Register  has  made  many 
gains  in  its  first  months  of  oper¬ 
ation. 

“The  community  reception  ex¬ 
tended  to  our  reporters  and  edi¬ 
tors  has  been  gratifying,  with  a 
result  that  news  and  picture  pro¬ 
duction  exceeded  our  expecta¬ 
tion. 

“To  cover  the  territory,  we 
already  have  been  forced  to  add 
to  our  staff.  Other  additions  are 
inevitable. 

The  Mississippi  Press  Regis¬ 
ter  has  a  staff  of  approximately 
20  people  in  its  news,  adver¬ 
tising  and  circulation  operation. 
Photographic  facilities  are  also 
a  part  of  the  operation. 

*  *  * 

TWO-PAPER  TOWN 

RociiESTiai,  Ind. 

The  Fulton  County  Sun  was 
started  because  for  years  I  have 
viewed  wdth  alarm  the  trend  to 
one-paper  towns.  It  has  always 
been  my  contention  that  if  a 
community  is  large  enough  for 
one  newspaper  it  should  have 
two.  Further,  the  reliance  of 
local  small  dailies  on  their  wire 
service  instead  of  getting  out 
and  digging  up  local  news  has, 
in  my  opinion,  weakened  the 
value  of  the  local  daily  to  its 
community. 

Here  we  have  circulating  10 
daily  newspapers  that  cover 
state,  regional,  national  and 
international  news  far  better 
than  any  local  paper  in  a  town 
of  5,000  can  ever  hope  to  do. 

With  small  offset  equipment  it 


is  now  possible  for  a  man  and 
wife  who  are  willing  to  work 
and  who  are  dedicated  nev.s- 
paper  people  to  put  out  a  sm;.ll 
format,  morning  daily  with  very 
little  extra  help,  mainly  corre¬ 
spondents  and  Justowriter  oper¬ 
ator. 

For  three  weeks  prior  to  the 
first  edition  of  July  27,  we  ran 
a  page  ad  each  week  in  a  shop¬ 
ping  guide  announcing  the  event 
and  from  these  ads  picked  up 
nearly  500  subscriptions  at  25 
cents  a  week  by  carrier  or  $10 
a  year  by  mail.  We  had  a  girl 
on  the  telephone  soliciting  for  a 
week  and  she  turned  in  240  sub¬ 
scriptions  which  cost  us  13  cents 
each,  thus,  we  started  off  with 
almost  750  paid  which  we  feel  is 
very  good  in  a  town  of  our  size. 

We  have  made  no  great  effort 
for  advertising  but  each  week  a 
little  more  is  coming  in  as  our 
product  improves  and  our  cir¬ 
culation  increases.  We  do  have  a 
special  pick-up  rate  for  ads  that 
run  in  a  shopping  guide  that 
brings  in  some  business. 

Strong  Local  News 

We  have  no  wire  service  but 
we  run  Drew  Pearson,  Dr.  Joyce 
Brothers,  Dorothy  Dix,  a  comic 
strip  and  some  panels.  We  use 
a  lot  of  local  pictures  and  we 
run  a  daily  editorial. 

Mechanically  we  have  a  set  of 
Justowriters,  a  Headliner,  a  233 
Davidson,  a  Kenro  camera  and 
a  Normanco  collator  folder. 

We  set  up  a  separate  corpora¬ 
tion  for  the  daily  of  which  Rich¬ 
ard  McKee,  publisher  of  Shop¬ 
ping  Guide,  is  president,  I  am 
vicepresident  and  editor  and 
publisher.  We  employ  a  part 
time  reporter-photographer,  a 
society  editor  on  space  rates  and 
we  have  seven  correspondents 
also  on  space  rates. 

We  are  well  pleased  with  our 
progress,  have  applied  for  our 
Second  Class  permit  and  as  soon 
as  it  is  granted  will  raise  our 
subscription  from  the  present 
926  to  about  2000. 

— M.  L.  Whitenberger, 
editor  and  publisher 

*  *  * 

Surprise  Venture 

Thousand  Oaks,  Calif. 

“The  first  two  months  of  our 
daily  operation  have  proven  suc¬ 
cessful  and  we  have  experienced 
a  wonderful  acceptance  on  the 
part  of  our  readers,”  declared 
Frederick  F.  Stannard,  pub¬ 
lisher  of  the  Daily  Chronicle. 

The  Chronicle  started  daily 
operation  on  May  28,  1964. 
Prior  to  that  time  it  was  a  con- 
trolled-circulation  weekly  cover¬ 
ing  all  of  southeastern  Ventura 
County,  including  the  explosive 
growth  areas  of  the  Conejo 
Valley,  Thousand  Oaks  and  Simi. 

The  Chronicle  publishes  Mon- 
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(lay  through  Friday  with  its 
V-Cdnesday  issue  continuing  as 
it  mass  circulation  paper  with 
2  .640  circulation.  In  the  two 
n.onths  since  the  Chronicle 
s’.itched  to  a  paid  circulation 
I  tsis  paid  circulation  has 
jumped  to  3,059,  according  to 
Mr  Stannard. 

Our  biggest  handicap  was 
the  way  we  started  our  daily 
status,”  the  Chronicle  publisher 
(li  clared.  “Because  of  chain  com- 
jietition  we  started  daily  without 
ju  ior  announcement  and  thereby 
caught  our  competition  com¬ 
pletely  by  surprise.  The  chain 
j)aper  announced  it  was  going 
daily  three  days  after  our  first 
daily  issue  appeared.” 

Mr.  Stannard  explained  that 
springing  the  surprise  involved 
maximum  security  during  the 
two  month  jneparatory  period 
prior  to  May  28.  “We  instructed 
employes  as  they  were  brought 
in  on  the  secret  not  even  to  tell 
their  wives,”  he  said. 

Offset  Paper 

The  Chronicle  is  a  complete 
offset,  cold-type  publication. 
Composition  is  set  on  ATF  pho¬ 
totypesetters,  Headliners  and 
Filmo-types.  The  paper  is 
printed  on  a  two-unit  Goss 
Urbanite  Web  Offset  Press  in  a 
plant  located  here. 

The  newspaper  covers  the 
Conejo  and  Simi  Valleys  and  is 
the  first  daily  newspaper  for 
both  communities.  It  emphasizes 
local  news  preferring  not  to  com¬ 
pete  in  the  national  and  inter¬ 
national  news  field  with  the 
Los  Angeles  metropolitan  daily 
newspapers. 

The  Chronicle  is  a  member  of 
the  Associated  Press  and  uses 
Pacific  Coast  News  Service  for 
it  Sacramento  coverage.  Se¬ 
lected  columnists  and  features 
are  provided  by  the  San  Fran¬ 
cisco  Chronicle. 

“Our  aim  has  been  to  present 
a  locally  edited,  locally  produced 
new’spaper  to  l)est  serve  local, 
not  distant,  interests  and  resi¬ 
dents,”  Mr.  Stannard  explained. 
"We  are  fighting  outside  money 
and  outside  direction,  but  we 
are  winning  and  that  is  what  is 
important,”  he  added. 


3  Men  Overseas 

The  Philadelphia  Hulletin  has 
3  men  overseas.  Assistant  man¬ 
aging  editor  Mai  Deans  is  in 
Ireland,  covering  news  of  Irish 
government  installations;  finan¬ 
cial  editor  J.  A.  Livingston  is 
traveling  on  both  sides  of  the 
Iron  Curtain,  analyzing  news  of 
business  and  economics;  reporter 
Burton  A.  Chardak  is  in  South 
Viet  Nam,  writing  about  the 
struggle  for  freedom  in  South¬ 
east  Asia. 


UNUSUAL  CONGRATULATIONS 
— The  Sioux  City  Journal  mark¬ 
ing  its  1 00th  birthday,  received 
this  blue  and  white  cake,  frosted 
to  reproduce  page  one  of  the 
Centennial  edition.  Mr.  and  Mrs. 
MacDonald  Thorson  and  family 
of  Akron,  la.,  presented  this  ori¬ 
ginal  gift  to  their  friends,  Mr.  and 
Mrs.  Raymond  Goodson.  Mr. 
Goodson  is  an  editorial  writer 
and  his  wife  is  in  the  news  room 
at  the  Journal. 

Sioiix  City  Journal 
Recalls  Indian  Days 

Sioux  City 
The  100th  anniversary  of  the 
Sioux  City  Journal  was  com¬ 
memorated  with  a  10-section, 
164-page  edition  Sunday,  Aug. 
16. 

This  was  more  than  twice  the 
size  of  the  usual  Sunday  paper. 
Two  extra  trucks  were  required 
to  haul  papers  to  some  of  the 
towns  in  the  four-state  area  of 
Iowa,  Nebraska,  South  Dakota, 
and  Minnesota,  which  the  Jour¬ 
nal  serves. 

The  additional  sections  of  the 
paper  traced  the  history  of  the 
Journal  since  it  began  publica¬ 
tion  as  a  weekly,  Aug.  20,  1964, 
when  Sioux  City  was  a  turbu¬ 
lent,  pioneer  town  with  a  popu¬ 
lation  of  3,000.  Those  earlier 
days  were  marked,  according  to 
newspaper  records,  with  Indian 
uprisings  as  a  common  occur¬ 
rence. 

Within  five  or  six  years, 
George  D.  Perkins  began  publi¬ 
cation  as  a  daily.  Its  manage¬ 
ment  and  ownership  has  re¬ 
mained  in  control  of  the  same 
family. 

PM  Chief  Named 

San  Mateo,  Calif. 
Monte  Dayton  has  been  named 
promotion  manager  of  the  San 
Mateo  Times,  announces  Harold 
Schlotthauer,  general  manager. 
He  continues  operations  man¬ 
agership  of  the  Post,  the  Times’ 
weekly  affiliate.  His  predecessor 
as  promotion  manager  was  Ger- 
son  Miller,  whose  promotion 
studies  were  reported  recently 
in  E&P. 
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In  The  First  7  Months  Of  1964, 
Chronicle  Published  Over 
1,500,000  Lines  Of  R.  0.  P. 
Color  Advertising— 

36%  More  Than  Houston’s 
Other  Newspaper! 


The  Chronicle’s  22%  gain  over  last  year 
in  R.  0.  P.  Color  linage  is  further  proof 
that  year  after  year  more  advertisers 
turn  to  The  Chronicle  for  their  color 
advertising. 

Largest  Circulation  In  Texas  By  Far! 

HOUSTON  CHRONICLE 

Represented  Nationally  By  The  Branham  Company 
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^The  agency  can  relate  with  accuracy  a  success 
story  every  time  it  has  used  color  in  newspapers’ 


The  proven  effectiveness  of 
full-color  advertising  in  news¬ 
papers  has  made  Fessel,  Sieg- 
friedt  &  Moeller  Inc.  Advertis¬ 
ing  agency  in  Louisville,  Ky. 
one  of  the  medium’s  staunchest 
supporters. 

Donald  L.  Levy,  production 
manager  of  the  agency  .special¬ 
izing  primarily  in  food  accounts, 
told  E&P  the  agency  believes 
strongly  in  the  use  of  appetite 
appeal  in  helping  to  .sell  the 
clients'  products.  To  achieve 
this  the  agency  directs  the 
largest  share  of  its  15%  annual 
newspaper  billings  into  Specta- 
Color,  Hi-Fi  preprints  and  ROP 
color. 

“Only  through  the  use  of 
photographic  realism  in  full 
color  in  newspapers,”  Mr.  Levy 
explained,  “can  we  try  to  get 
across  to  appetite  appeal  sug¬ 
gestion.” 

The  agency  and  its  clients 
have  been  using  color  preprints 
since  19(>0  and  the  agency  was 
among  the  first  in  the  country’ 
to  make  use  of  SpectaColor 
when  it  became  available  in  the 
Louisville  Courier  Journal  and 
Times. 

One  of  the  pluses  the  agency 
has  learned,  Mr.  Levy  pointed 
out  is  the  merchandising  oppor¬ 
tunities  which  are  available 
when  using  newspaper  color. 

“Pre-print  of  the  ads,”  he 
said,  “are  used  by  the  salesmen 
along  with  media  schedules  as 
sales  tools.  They  are  also  used 
as  dealer  mailers  to  cover  the 
entire  area  prior  to  the  running 
of  the  ad  and  the  agency  works 
closely  with  client  sales  organi¬ 
zations  educating  this  personnel 
in  the  merchandising  of  the  ad¬ 
vertising  in  the  store  as  point- 
of-sale  material.” 

Mr.  Levy  mentioned  some  of 
the  clients  who  have  used  full 
color  in  newspapers  with  out¬ 
standing  sales  results — L.  A. 
Frey  &  Sons  in  New  Orleans; 
Klarer  of  Kentucky  in  Louis¬ 
ville,  Ky. ;  Lumberjack  Meats 
Birmingham,  Ala.;  Russer’s  Inc. 
in  Rochester,  N.Y.;  and  the 
Barton  Distilling  Co.  in  Bards- 
town,  Ky. 

“In  most  cases,  these  clients 
are  operating  against  compe¬ 
tition  with  much  larger  budgets 
than  theirs,”  he  said,  “but  in 
all  cases,  the  agency  clients  are 
making  faster  progress  than 
the  competition.” 

Mr.  Levy  said  the  agency  can 
“relate  with  accuracy  a  success 


An  AHard  Winner 
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story  everytime  it  has  emploj’ed 
color  in  newspapers.”  For  e.\- 
ample,  he  cited  the.se  four  in- 
.stances. 

•  Kentucky  Gentleman  Bour¬ 
bon  b>'  Barton  Distilling  Com- 
jiany,  long  a  factor  in  Bond 
sales,  introduced  a  Straight  90 
proof  number  with  two  jiartial 
page  SpectaColor  ads  in  Louis¬ 
ville,  Results:  “Obtained  nearly 
100%  distribution  in  a  matter 
of  weeks.” 

•  Max  Russer  Inc.  used  the 


EYE-CATCHER — One  of  the  reproduction  entries  catches  the  critical 
eyes  of  judges  Dave  Glasson  (left)  William  Esty  Co.;  Errol  Lyon,  Young 
&  Rubicam;  and  Arthur  Pritchard,  D'Arcy  Co.  in  E&P  contest. 


•  In  .Tune  of  1963  a  program 
almost  identical  to  that  of  Lum¬ 
berjack  Meats  was  created  by 
the  agency  in  behalf  of  Klarer 
of  Kentucky,  distributors  of 
Southern  Star  Meat  Products. 

Results:  “Sales  increases  were 
quite  .substantial  although  the 
exact  figures  or  percentages  of 
increase  cannot  be  released  by 
the  company  for  public  infor¬ 
mation.”  Klarer  which  is  a 
heavy  user  of  two-color  ROP 
ads  captured  first  place  for  the 
Indianapolis  (Ind.)  News  in  the 
E&P  Color  Awards  competition. 

Mr.  Levy  said  the  agency 
has  used  all  major  four-color 
processes  with  equal  success 
but  with  varying  techniques. 
“Choosing  which  process  usually 
is  dictated  by  the  process  avail¬ 
able  in  the  majority  of  news¬ 
papers  in  the  marketing  area,” 
he  asserted. 


APPEARANCE  of  Dressel  whipped  cream  cake  full  color  ads  enticed 
these  newspaper  and  agency  men  to  sample  the  product  at  the  Chicago 
Daily  News.  From  left.  Jack  Weigand,  Daily  News  general  food  ad¬ 
vertising  supervisor;  Tom  McBreen  (finger  in  mouth),  production  direc¬ 
tor  of  j.  Walter  Thompson  advertising  agency;  Bob  Reese,  Daily  News 
retail  salesman;  Bob  Koch  (chomping  cake),  of  the  Thompson  agency; 
Lee  Vogler,  Daily  News  mechanical  superintendent,  and  Tony  Raciti, 
Daily  News  color  coordinator. 


Speaking  about  the  Southern  | 
Star  canned  ham  ad  which  won  ^ 
the  E&P  reproduction  award, 
Mr.  Levy  said  the  ad  was  de¬ 
signed  for  four-color  ROP  be¬ 
cause  it  was  run  in  major  mar¬ 
kets  throughout  the  countrj’ 
where  full  color  ROP  is  avail¬ 
able.”  In  other  promotions  for 
Southern  Star  that  included  a 
tri-state  market  and  many  small 
daily  and  weekly  newspapers, 
the  method  best  adapted  was 
Hi-Fi,  he  disclosed.  In  promo¬ 
tions  designed  for  the  Louisville 
market  and  surrounding  sec¬ 
ondary  markets,  SpectaColor  « 
was  used  in  the  Louisville 
Courier-Journal  and  Times,  he 
said. 


Says  Donald  L.  Levy,  Production  Manager, 

Fesssel,  .Sirgfrridt  &  Moeller,  Inc. 


first  full-color  Hi-Fi  newspaper 
ad  for  the  meat  industry  in  New 
York  State.  Before  publication 
in  47  newspapers  in  the  West¬ 
ern  New  York  market,  preprints 
of  the  ad  were  distributed  to 
more  than  1500  dealers  in  the 
urea.  Results:  “From  this  mail¬ 
ing,  the  client  reported  a  sales 
increase  in  e.\cess  of  100%  be¬ 
fore  the  ads  ever  appeared. 


Since  their  appearance,  the 
Russer  i)lant  has  been  operating 
24  hours  a  day  (3  shifts,  G  days 
a  week).  The  client  has  an¬ 
nounced  plans  for  a  new  SIH 
million  installation  to  supply 
the  increasing  demand  for  Rus¬ 
ser  products.” 

•  Pre  -  printed  Hi  -  Fi  full 
pages,  for  Lumberjack  Meats 
of  Birmingham,  Ala.  were  util¬ 
ized  over  a  14-week  staggered 
schedule  from  April  1963 
through  July  1963  in  the  Bir- 
mitigham  News,  Montgomery 
Advertiser  and  several  other 
dailies  in  northern  Alabama, 
promoting  this  company’s  line 
of  sliced  prepai’ed  meats.  Re¬ 
sults:  “Sales  increases  in  excess 
of  400%.” 
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nothing’s 

deader 

than 

today’s 

paper 


♦  Works  from  all  types  of  copy  without  conversions 

♦  Little  or  no  handwork 

♦  A  variety  of  screens 

4  Always  highest  quality  for  matting  or  direct  printing 

♦  Black  and  white  plates  in  minutes  on  all  materials 
Have  your  paper  look  alive— look  into  Vario-Klischo- 
graph  today. 

A^^VARIO-KUSCHOGRAPH 

United  Stales  safes  and  si>rv/c»  ag»nts.  115  CUTTER  MILL  ROAD,  GREAT  NECK,  NEW  YORK 


. . .  if  it  doesn’t  meet  today’s  challenge.  Like  ROP  color, 
for  example.  To  help  insure  a  live— and  lively— paper, 
Vario-Klischograph  electronic  scanner  and  engraver  is 
practically  a  necessity.  With  it,  ROP  color  becomes  rou¬ 
tine,  fast,  economical. 

4  Separations  and  plates  (directly  on  metal)  in  less 
than  one  hour 


IT’S  A  STRIKE — Ken  was  covering  a  bowling  tournament.  He  watched 
awhile  and  noted  Harry  Smith,  a  former  national  champion,  was 
particularly  agile.  Smith  leaped  with  joy  on  his  strikes.  Ross  got  10  feet 
away  at  floor  level  and  waited,  his  camera  set  F/35  at  250  on  his 
Rollieflex.  On  Smith's  next  strike,  Ross  got  this  dramatic  action  picture, 
with  the  bowler  jumping  all  the  way  over  to  lane  18. 


HOORAY! — "I  hit  them!"  No  joy  is  greater  to  an  adult  then  seing  a 
child,  a  victim  of  a  dread  disease,  get  a  genuine  pleasure  out  of  life. 
This  6-year-old  girl,  afflicted  by  muscular  dystrophy,  has  to  wear  leg 
braces.  Once  a  week  the  local  Easter  Seal  Society  sponsors  a  bowling 
outing  for  victims  of  the  disease.  Ross  got  this  poignant  shot  at  one  of 
them.  It  won  the  Tennessee  Press  Association  award  in  1961  as  the  best 
feature  picture  of  the  year  in  the  state. 


FRIENDS — Ross  took  this  superb  candid  shot  while  moving  in  traffic. 
He  happened  to  get  in  behind  a  farm  truck.  He  saw  the  dog  and  gooM 
poking  their  heads  out.  He  always  carries  a  camera  hanging  around  kii 
neck.  This  day  it  was  the  Mamiyaflex.  He  hurriedly  set  it  and  shot  tlw 
picture  with  one  hand.  He  said  if  he  had  set  the  picture  up,  he  would 
have  pulled  part  of  the  tarpaulin  showing  on  left  out  and  let  it  dangit 


PHOTOGRAPHY 

Ken  Ross’  Secret — 
‘Forget  the  Obvious’ 


Ken  Ross  is  the  .superior  kind 
of  photo^apher  who  sees  a  pic¬ 
ture  in  almost  anything  that 
happens — and  many  things  that 
don’t  happen. 

For  that  reason,  he  has  made 
a  superb  news  and  feature  pho¬ 
tographer  for  the  Memphis 
(Tenn.)  Press-Scimitar.  Ken 
delights  editors  and  readers  with 
his  wonderfully  different,  per¬ 
ceptive  treatment  of  photo  sub¬ 
jects  from  animals  to  people. 

He  was  so  good  in  photograph¬ 
ing  people  at  their  best,  in  fact, 
that  the  society  department  in¬ 
sists  on  Ken  Ross  making  all 
their  photos  for  them. 

Forget  the  Obvious 

Ken,  who  takes  all  kinds  of 
pictures,  says  his  secret  is  light¬ 
ing  and  the  unexpected  angle.  It 
adds  up  to  originality  in  most 
pictures,  for  his  rule  is: 

“Look  for  the  obvious  shot 
then  don’t  shoot  it.” 

At  the  circus,  for  example, 
instead  of  shooting  the  action  in 
one  ring,  or  three  rings,  trying 
to  cram  action  and  color  on  a 
broad  scale  into  a  negative,  he 
will  take  a  close-up  of  a  child’s 
face.  She  is  eating  popcorn,  her 
eyes  bubbling  with  excitement. 
The  spirit  of  the  circus  is  there. 
He  doesn’t  have  to  shoot  the 
trapeze  or  tight  wire  artist. 


Ken  works  the  evening  shift 
(3  to  11  p.m.)  and  most  of  his 
really  good  pictures  are  unas¬ 
signed.  He  takes  them  where  he 
.sees  them. 

One  which  was  assigned,  how¬ 
ever,  turned  out  to  be  the  feature 
prizewinner  in  the  state.  It 
showed  a  6-year-old  girl,  a 
muscular  dystrophy  victim  with 
braces  on  her  legs,  leaping  in 
the  air  at  a  bowling  alley.  She 
had  just  thrown  a  ball  which 
knocked  down  some  pins.  She 
was  one  of  a  group  of  crippled 
children  who  are  taken  bowling 
one  night  a  week. 

One-man  Showings 

Ken  has  won  many  newspaper 
l)hotography  awards,  has  had 
several  one-man  showings,  has 
had  his  photos  reproduced  in 
magazines  and  books. 

He  uses  several  types  of  cam¬ 
eras  in  his  work:  the  Speed 
Graphic,  Rollieflex,  Nikon  F  and 
Mamiyaflex  with  135  telephoto 
lens. 

Ken,  44,  was  born  in  Bowling 
Green,  Ky.,  attended  Memphis 
schools  and  Memphis  State  Uni¬ 
versity.  He  was  a  bomber  pilot 
in  World  War  II,  flew  35  combat 
missions  over  Germany  and  won 
the  Distinguished  Flying  Cross 
and  Air  Medal  with  five  clusters. 

(Continued  on  page  116) 
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New!  KODAK  Rapid  Color  Processor 


Now!  EKTACOLOR 
prints  in  less  than  8  minutes! 


This  new  Kodak  Rapid  Color  Processor, 
Model  16-K,  develops,  fixes,  and 
washes  one  16x20  print,  or  two  11x14 
prints,  or  four  8x10  prints  in  a  single 
cycle  requiring  less  than  eight  minutes. 
Using  an  all-new  five-solution  Kodak 
CP-5  chemical  process,  only  the  first 
3V^  minutes  require  total  darkness. 

Speed  isn’t  all.  This  machine  proc¬ 
esses  to  precise  professional  toler¬ 
ances.  A  thermostatic  control  holds 
chemicals  to  within  ±^2°^.  Every  print 
gets  fresh  solutions  every  time — in 
precise  quantities  so  there’s  no  waste. 


The  specially  embossed  drum  takes 
chemicals  directly  and  efficiently  to  the 
entire  emulsion  surface  for  uniform 
agitation. 

The  Kodak  Rapid  Color  Processor, 
Model  16-K,  provides  a  new  high  stand¬ 
ard  of  consistency  and  exactness  in 
repeat  printing.  Processing  variables 
are  carefully,  automatically  controlled. 
A  fine  machine,  carefully  engineered 
for  long  and  dependable  service. 

Operation  is  as  simple  as  putting  the 
exposed  Kodak  Ektacolor  Professional 
Paper  on  the  machine,  pouring  the 


chemicals,  and  taking  the  prints  off. 

The  Kodak  Rapid  Color  Processor  will 
quickly  pay  its  way  in  time  savings  and 
operating  flexibility.  It  will  give  you  a 
real  advantage  on  those  high  priority, 
‘‘needed -yesterday”  jobs. 

For  facts  and  figures,  see  your  Kodak 
Technical  Sales  Representative  or  write: 

Professional  Goods  Apparatus  Sales  Division 

EASTMAN  KODAK  COMPANY 

Rochester,  N.  Y.  14650 
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SUMMER  BEAUTY — The  magnolias  ware  blooming.  It  was  early  summer, 
the  Miss  Memphis  contest  coming  up  soon.  For  a  picture  to  illustrate 
the  story,  Ken  took  a  contestant  to  a  stream  where  he  could  use  effective 
back  light.  He  plucked  a  magnolia  from  a  nearby  tree  for  the  con¬ 
testant  to  hold  and  got  this  sterling  photo  with  an  opening  of  FI  I  at 
100  Ken  was  impressed  by  the  beauty  of  the  girl's  suntanned  legs. 


WINTER’S  MAGIC — It  holds  continuing  fascination  for  the  young.  In  a 
severe  winter  ice  storm,  Ross  was  driving  on  Riverside  Drive,  along  the 
bank  of  the  Mississippi  River,  on  his  way  to  an  assignment.  He  spotted 
this  boy  edging  close  to  side  of  the  bank  which  held  the  marvel  of 
icicles.  But  he  was  careful  not  to  get  too  close  and  tumble  onto  the 
rocks  below. 


{Continued  from  page  114) 

It  was  during  the  war  while 
stationed  in  England  that  he 
became  interested  in  photogra¬ 
phy.  He  took  pictures  of  every¬ 
thing  he  could.  His  interest  in¬ 
creased  after  he  returned  home 
and  began  work  as  a  salesman. 

In  1950  he  turned  professional, 
working  full  time  on  w’eddings, 
portraits,  baby  pictures,  school 
annual  contracts.  He  felt  a  need 
for  more  action  shots  and  vari¬ 
ety  of  subject  matter  and  joined 
the  staff  of  the  Press-Scimitar 
in  1958. 

He  and  his  wife,  the  former 
Jamie  Johnson  of  Memphis,  have 
five  children  aged  2  to  19. 


2  .4c  t  as  Envoys 

Watsonville,  Calif. 
Sam  Vestal,  photographer, 
Watsonville  Register-Paj aron- 
ian,  and  Ron  Reeves,  reporter, 
Santa  Cruz  Sentinel,  arranged 
for  an  attorney  who  conducted 
surrender  negotiations  for  L.  E. 
Rodman  to  end  a  three-hour 
police  siege  here.  The  holdup 
suspect  obtained  exoneration  for 
his  wife  Ijefore  giving  up. 
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SPRING  STORM — If  was  fuming  dark.  A  sform  was  gafhering.  Dark, 
spoffy  sform  clouds  rolled  ominously  over  fhe  cify.  Ross,  looking  from 
fhe  Memphis  Press-Scimifar  fiffh  floor  window  a  dozen  blocks  from 
downfown,  nofed  fhe  clouds  were  moving  quickly  and  fhe  rain,  fhunder 
and  lighfning  would  soon  sfrike.  He  sef  his  camera  on  F/8  for  a  four- 
minufe  fime  exposure  and  gof  this  remarkable  picfure. 
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"It's  fantastic,  the  business  we're  getting 
with  our  new  Cottrell  Vanguard!" 


says  John  T.  Fleetwood,  President 
Tribune  Publishing  Company,  Inc. 
Cartersville,  Georgia 

"We  recently  installed  it  primarily  to 
increase  the  circulation  and  advertis¬ 
ing  revenues  of  our  Daily  Tribune  News 
and  Tribune  News  (a  weekly),  but  we 
already  have  several  contracts  for  print¬ 
ing  other  publications  and  shoppers. 

“Our  new  3-unit  Model  15  Vanguard 
is  one  of  the  finest  investments  we’ve 
made  during  47  years  in  the  publishing 


business.  We  even  designed  a  new  build¬ 
ing  to  make  full  use  of  the  press’s 
potential.  Now,  with  the  Vanguard 
teamed  with  our  modern  tape-fed,  hot- 
metal  linecasting  and  photocomposition 
equipment,  it’s  easier  to  turn  out  sharp, 
more  colorful  photo-packed  pages. 

“Changeover  a  problem?  Not  at  all. 
With  only  one  employee  having  web 
offset  experience  and  Cottrell’s  on-ihe- 
job  assistance,  we  made  a  permanent 
conversion  from  letterpress  to  offset 
over  one  weekend.’’ 


Why  do  so  many  small  -  and  medium- 
size  publishers  change  to  Vanguard 
web  offset?  The  reasons  are  obvious: 
Produces  up  to  24  standard  b  &  w  news 
pages  •  Available  in  1  to  6  units  • 
Speeds  up  to  15,000  papers  per  hour  • 
Low  initial  investment  •  Low  operat¬ 
ing  costs  ‘No  costly  engravings,  but 
lots  of  pictures  •  Better  reproduction 
with  screens  to  133  lines  •  Versatile 
composition  —  hot  metal,  photocom¬ 
position  or  any  combination.  For  more 
information,  wire,  write  or  call: 


HARRIS 

INTERTYPE 


CORPORATION 


COTTRELL  DIVISION 

WESTERLY,  RHODE  ISLAND 
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Letters  from  Our  Readers 


DOUBLE  FRONT  PAGES 

Could  I  comment  briefly  about  your 
“The  Weekly  Editor”  article  of  Aug.  29 
(page  30),  by  Gene  Malott  about  the 
Trimont  (Minn.)  Progress.  The  statement 
is  about  the  “unique  double  front  page 
that  makes  the  Progress  two  newspapers 
in  one. 

The  Farmington  (N.H.)  News,  which  I 
then  owned  and  edited,  used  a  similar 
system  way  back  in  1956  or  so.  The  second 
front  page  was  for  Alton.  H.  The  pres¬ 
ent  publishers.  Richard  and  Fred  Noves. 
have  continued  this,  but  with  Farmington 
and  Pittsfield  as  the  .separate-but-equal 
front  pages. 

When  I  first  adopted  this  plan,  I  be¬ 
lieved  it  was  original  and  new.  I  have  in 
the  past  8  years  heard  or  seen  of  other 
weeklies  doing  the  same  thing — either  with 
a  folding  changeover  or  by  having  the 
second  section  in  front,  etc. 

Sam  S.  Clevenson 

Schenectady,  N.  Y. 

*  *  * 

R-4RITY,  HELL! 

I  go  along  for  several  issues  marveling 
and  liking  what  I  read  in  E&P,  then  comes 
along  a  little  statement  that  makes  me 
wonder  if  the  guy  what  wrote  it  knows 
what  he’s  talking  about. 

The  Page  29  story  in  the  “Weekly  Edi¬ 
tor”  Sept.  5,  is  one  such  statement.  The 
writer  is  talking  about  The  Cape  Coral 
(Fla.)  Breeze  and  he  states  it  has  more 
subscribers  than  there  are  people  in  the 
community  ...  “a  rarity.” 

Rarity,  hell — and  anyone  reading  copy 
on  this  piece  should  know  it  is  not  only 
not  a  rarity,  but  a  commonplace  in  many 
states,  especially  mid- western  states. 

What  makes  the  Cape  Coral  Breeze  a 
rarity  is  that  only  1.280  of  the  3,911  sub¬ 
scribers  are  residents  of  the  town  .  .  .  and 
the  balance  live  in  48  other  states. 

Vehn  Scofield 

(General  Manager, 

Nebraska  Press  Association, 

Lincoln,  Neb. 

*  »  * 

WORTHWHILE  EXPERIENCE 

The  Aug.  29  E&P  article  (Page  60)  re¬ 
porting  that  only  16  journalism  teachers 
were  available  to  take  200  summer  news¬ 
paper  jobs  bothered  me.  So  did  queries  of 
friends  at  the  Association  for  Education 
in  Journalism  convention  who  asked 
whether  I  got  anything  out  of  my  summer 
with  the  Louisville  (Ky)  Courier- Journal. 

Of  course  I  got  something  from  my  sum¬ 
mer  on  the  newspaper,  and  I  think  the 
paper  got  something  too  from  my  being 
there.  It  is  my  hope  that  a  brief  comment 
on  my  experiences  may  encourage  an  ex¬ 
panded  educator-professional  relationship 
next  year. 

It  had  been  11  years  since  I  worked  as 
a  newspaperman,  but  I  found  my  former 
skills  returned — at  least  in  fair  measure. 
A  few  changes  stood  out  Ball  point  pens 
had  largely  replaced  copy  pencils,  nar¬ 
rowed  columns  had  shortened  head  counts, 
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brass  column  rules  used  for  tearing  paper 
had  been  retired  in  favor  of  lead  rules, 
and  “books”  were  available  which  made 
several  copies  without  carbon  paper. 

But  many  things  were  the  same.  Glue 
pots  were  messy  and  reference  books 
battered,  the  air  was  smoky  and  deadlines 
inexorable,  humor  around  the  copy  desk 
was  brilliant  and  people  who  frequented 
the  city  room  interesting. 

I  could  list  many  benefits  from  my  sum¬ 
mer’s  association  with  the  Courier-Journal. 

.\n  obvious  one  is  the  resharpening  of  my 
journalistic  skills.  Then  there  is  the  pride 
and  satisfaction  I  felt  while  having  a  part 
in  the  production  of  a  famous  newspaper. 

Of  particular  importance  to  me  as  a 
teacher  is  the  addition  of  a  different  opera¬ 
tional  system  and  some  new  terminology 
to  my  fund  of  newspaper  knowledge. 

No  doubt  there  are  many  other  benefits, 
but  in  the  final  analysis  the  strongest  case 
for  enlarging  the  program  of  summer 
media  jobs  for  journalism  teachers  is  the 
greater  understanding  which  results  on 
both  sides. 

I  am  grateful  to  the  Courier- Journal  for 
an  opportunity  to  take  an  intimate  look  at 
its  workings,  and  I  am  grateful  to  its  staff 
members  for  listening  when  I  tried  to  ex¬ 
plain  the  function  of  journalism  educa¬ 
tion  in  reaching  our  common  goal  of  a 
better  informed  society. 

Harry  H.  Griggs 
School  of  Journalism  and 

Communications, 

University  of  Fla., 

Gainesville,  Fla. 

«  *  * 

LETTERS  ON  THE  AIR 

E&P  asked  (Aug.  8)  whether  broad¬ 
casters  air  letters  which  disagree  with 
their  editorial  viewpoints.  We  do,  and 
recommend  that  others  follow  suit.  Our 
programs.  “Letters  from  Listeners,”  on 
radio  and  “Letters  from  Viewers”  on  tele¬ 
vision  are  scheduled  daily.  They  carry 
viewpoints  in  opposition  to  ours  as  well 
as  other  letters  with  far-ranging  contents. 

Of  course,  we  copied  the  age  old  idea 
from  newspapers. 

Jack  Krueger 

News  Department 
WTMJ,  Milwaukee,  Wis. 

*  *  # 

CONSIDCVE  MEMORIAL 

On  Sunday,  August  16th,  a  unique 
birthday  party  was  held  at  Rosemont  Col¬ 
lege,  Rosemont,  Pa.  Some  50  descendants 
and  close  family  friends  of  James  P.  Con- 
sidine  a.ssembled  to  commemorate  his 
100  birthday  with  a  dialogue  Mass.  Com¬ 
munion  and  breakfast. 

Participating  in  all  or  part  of  the  day, 
which  ended  with  placing  a  floral  piece 
upon  his  grave  in  Holy  Cross  Cemetery, 
were  four  of  his  five  surviving  children, 

12  grandchildren,  and  11  great-grandchil¬ 
dren.  They  came  to  pay  tribute  to  this 
once  well  known  newspaperman  of  Phila¬ 
delphia’s  old  North  American,  who  died 
18  years  ago. 

\lthough  James  P.  Considine  was  crip- 
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pled  for  life  in  childhood,  he  developed 
with  the  wise  guidance  of  his  fond  par¬ 
ents,  a  love  for  literature,  culture,  the 
arts  and  a  respect  for  education  ai.d  for 
people.  And  these  he  instilled  in  all  his 
children.  With  scant  formal  education 
(all  that  was  available  in  the  1870’s  in 
the  mountain  town  of  Renovo,  Pa.)  he 
grew  up  to  manage  and  guide  to  powerful 
production  the  Wanamaker  newspaper,  the 
North  .\merican,  for  over  20  years,  achiev¬ 
ing  the  position  of  President  of  that  organ 
before  it  was  sold  by  the  heirs  in  the  early  . 
1920’s.  ’ 

Betty  Considine  McMani’s 
Bala-Cynw\d.  Pa. 


CARTOONS  ON  TV 

I  began  newspaper  cartooning  as  a  teen¬ 
ager.  Leaving  it  for  drawing  airborne 
cartoons  was  not  accomplished  without 
much  thought  and  with  mingled  emotions. 
I  was  very  happy  at  the  States-Item,  and 
reluctant  to  leave.  But  I  simply  could  not 
resist  the  opportunities  of  this  new 
medium. 

I  have  found  that  the  regular  presenta¬ 
tion  of  editorial  cartoons  is  not  only  a 
new  dimension  lor  television,  but  also  a 
new  dimension  for  cartooning  itself.  Im¬ 
agine,  a  political  cartoon  set  to  music,  for 
instance! 

John  Chas| 

New  Orleans,  La. 


AUTOMATION  THREAT 

Congratulations!  You  have  finally  seen 
fit  to  admit  the  threat  automation  posea 
for  the  newspaper  industry  (editorial, 
Aug.  29).  During  the  New  York  strike, 
article  after  article  relating  to  automation 
developments  appeared  side-by-side  witW 
accounts  of  the  strike.  But  no  co-relatiotr 
was  mentioned. 

As  automation  advances,  bargaining 
positions  of  the  craft  unions  become 
weaker.  Perhaps  this  was  why  the  ITU 
held  out  so  long. 

While  late.  E&P’s  recognition  of  auto* 
mation’s  problems  gives  some  degree  oi 
consolation  to  us  Guildsmen  who  werej 
dragged  through  those  114  days  of  no 
newspapers.  ' 

William  A.  Brannicaih 
East  Rockaway,  N,  Y. 


ADDS  NAME 

The  name  of  Gene  Gilmore  should  be 
added  to  the  list  of  Journalism  educate^ 
who  accepted  newspaper  positions  thio 
summer.  He  worked  on  the  IF ashingtot 
(D.C.)  Post  copy  desk,  and  was  obtained^ 
after  receiving  the  list  of  job  openin 
resulting  from  my  survey.  His  name 
not  previously  reported  to  me. 

Alvin  E.  Aust 
Department  of  Journalism, 

University  of  North  Dakota, 

Grand  Forks,  N.  D, 
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His  business  is  quiet.  He’s  a  General  Motors  development  engineer  and  his  job  is  to 
help  see  to  it  that  every  GM  car  operates  as  smoothly  and  quietly  as  advanced 
technology  and  human  skill  can  reasonably  achieve.  His  work  takes  him  into  an 
anechoic  chamber  at  the  Milford  Proving  Ground  where  walls  made  of  glass-fiber- 
wedges  up  to  a  yard  deep  absorb  99  percent  of  the  sound  made  by  a  car  in  operation. 

In  this  room  GM  cars  are  “road  proved”  on  a  chassis  dynamometer  under  many 
driving  conditions  and  at  varying  speeds.  Every  significant  noise,  no  matter  how 
slight,  is  studied,  charted,  evaluated.  Object:  quiet.  This  man  and  others  like  him 
never  stop  striving  to  reach  that  goal. 

Highly  refined  laboratory  setups  like  the  Milford  anechoic  rooms  contribute  vitally 
to  the  constant  improvement  of  General  Motors  cars.  But  they  would  be  valueless 
without  the  knowledge  and  experience  of  the  men  who  use  them.  People,  after  all. 
are  the  key  to  the  continuing  excellence  of  GM  products.  General  Motors  owes  its 
position  in  industry  to  the  dedication  and  ability  of  a  great  many  exceptional  people. 

GENERAL  MOTORS  IS  PEOPLE... 

Making  Better  Things  For  You 


SYNDICATES 


John  O’Hara  Comes 
‘Home’  to  Newspapers 


By  Ray  Erwin 

Princeton,  N.  J. 

One  of  the  most  famous  and 
successful  authors  of  all  time 
is  retuminp  “home”  to  write 
(part-time)  for  newspapers, 
which  trained  and  developed 
him  in  the  first  place. 

The  column:  “My  Turn.” 

The  columnist:  John  O’Hara. 

The  format:  Weekend  column 
of  700  words. 

The  release:  Oct.  3  or  4. 

The  distributor:  Newsday 
Specials,  Garden  City,  N.  Y. 

John  O’Hara,  by  making  in¬ 
cisive  and  individualistic  com¬ 
mentary  on  the  current  scene 
each  week  for  newspapers,  will 
not,  of  course,  curtail  his  stag¬ 
gering  output  as  a  novelist  and 
short-story  writer. 

25th  Book 

His  publisher.  Random  House, 
will  issue  his  25th  book  in  No¬ 
vember,  “The  Horse  Knows  the 
Way,”  a  collection  of  short 
stories.  He  has  completed  600 
pages  on  his  next  novel.  The 
books  already  published  have 
sold  20,000,000  copies  in  20  lan- 
gtiages. 

\^en  John  O’Hara’s  byline 
appears  over  his  kickoff  column 
Oct.  3,  it  will  be  the  first  news¬ 
paper  writing  he  had  done  in 
10  years.  He  wrote  a  series  of 
Sunday  essays  and  literary  dis¬ 
cussions  a  decade  ago  for  the 
Trenton  (N.  J.)  Timea-Adver- 
tiser  and  the  columns  were  col¬ 
lected  into  a  book,  “Sweet  and 
Sour.” 

"My  Turn,”  however,  will  not 
deal  with  literary  criticism  but 
will  offer  opinion  on  public 
affairs  and  political  policies  and 
the  fancies  and  foibles  of  the 
passing  parade. 

First  newspapers  to  sign  for 
oracle  O’Hara’s  outlook  were 
the  Philadelphia  (Pa.)  Bulletin, 
Chicago  (Ill.)  Daily  News,  Mil¬ 
waukee  (Wis.)  Journal,  Boston 
(Mass.)  Globe,  St.  Petersburg 
(Fla.)  Times,  Minneapolis 
(Minn.)  Tribune  and  Pitts¬ 
burgh  (Pa.)  Press. 

Eager  to  Return 

The  former  newspaper  re¬ 
porter  and  critic  appear^  eager 
to  get  back  into  the  active 
newspaper  work  he  never  left 
in  spirit.  (He’s  a  member  of  the 
Society  of  the  Silurians,  an  or¬ 


ganization  of  veteran  New  York 
newsmen;  Sigma  Delta  Chi,  so¬ 
ciety  of  journalists;  and  the 
National  Press  Club,  Washing¬ 
ton). 

The  Squire  of  “Linebrook,” 
spacious  white-brick  home  he 
and  his  wife  built  on  bedrock 
in  deep  woods  three  miles  from 
Princeton  on  the  historic  Prov¬ 
ince  Line,  dividing  North  and 
South  Jersey,  on  which  Wash¬ 
ington  frequently  rode  at  the 
time  of  the  Battle  of  Princeton, 
and  Pretty  Brook  Road,  happily 
discussed  his  newspaper  home¬ 
coming  over  luncheon  trays 
served  in  his  luxurious  hard¬ 
wood-paneled  study.  (A  neigh¬ 
bor  up  the  road  is  Bernard  Kil¬ 
gore,  president  of  the  Wall 
Street  Journal  and  publisher  of 
the  Princeton  Packet).  Inciden¬ 
tally,  the  O’Haras  had  returned 
the  day  before  from  their  sum¬ 
mer  cottage  at  Quoque,  Long 
Island. 

Mr.  O’Hara  sat  at  his  antique 
desk,  relaxed  in  an  open-necked 
blue  shirt  matching  his  bright 
blue  eyes,  and  surveyed  his 
newspaper  days,  gone  and  com¬ 
ing. 

Always  A  Writer 

“I  was  always  going  to  be  a 
writer,”  recalled  the  tall  and 
handsome  laird  of  the  manor. 
“I  finished  prep  school  in  1924 
and  took  a  job  on  the  best-writ¬ 
ten  newspaper  in  my  home  town, 
the  Pottsville  (Pa.)  Journal, 
which  was  a  good  paper  by  al¬ 
most  any  standards.  The  editor 
liked  good  writing  and  did  not 
always  have  his  eye  on  the  busi¬ 
ness  office.  I  began  for  nothing, 
then  was  paid  $6  a  week  and 
was  raised  to  $15. 

“I  learned  everything  —  tsrpe- 
setting,  makeup,  stereotype,  how 
to  feed  a  job  press,”  he  proudly 
proclaimed.  “Later,  when  I 
worked  on  the  New  York  Herald 
Tribune,  I  found  that  many  did 
not  know  what  the  hell  went  on 
downstairs.  At  19,  I  covered 
everything  from  small  fires  to 
gubernatorial  campaigns.  I  was 
a  real  cub,  not  a  top  reporter, 
but  there  were  few  assignments 
I  did  not  fill  and  I  wrote  a  hu¬ 
morous  column  and  a  Friday 
feature  story  on  page  one  and 
jump.  Our  town  was  sports 
crazy  in  a  sports  conscious  coal 
region  and  had  good  pro  foot¬ 
ball  and  basketball  teams,  so 
I  wrote  a  lot  of  sports  news. 


John  O'Hara 

“I  worked  seven  days  a  week 
really  and  wrote  millions  of 
words  about  everything  from 
football  to  church  suppers  and 
it  was  great  experience,”  Mr. 
O’Hara  continued.  “The  United 
Press  bureau  there  distributed 
by  Morse  wire  pony  stuff  to  10 
papers  in  three  counties,  so  I 
saw  at  first  hand  press  associa¬ 
tion  operation.  It  was  great  ex¬ 
perience  and  I  loved  it.  I  knew 
I’d  be  a  novelist,  but  I  very 
easily  could  have  stayed  in  the 
newspaper  business.  I  still  be¬ 
long  to  newspaper  organiza¬ 
tions. 

“If  I  lose  my  ability  to  write 
fiction,  I  can  still  go  back  to  a 
newspaper  copy  desk  and  be  a 
damn  sight  better  than  many 
men  on  the  rim  today.  I  wrote 
my  own  heads  and  after  40 
years  can  still  remember  the 
numbers  of  the  heads  we  used 
and  how  many  units  they  took.” 

Was  E&P  Reporter 

After  leaving  home,  Mr. 
O’Hara  worked  on  the  Tamaqua 
(Pa.)  Courier  and  then  went  to 
New  York  and  worked  on  the 
Herald  Tribune,  Daily  Mirror, 
Morning  Telegraph,  Time,  New 
Yorker  and  Newsweek,  Henry 
Luce,  editor  of  Time,  gave  him 
a  letter  of  recommendation  to 
the  late  James  Wright  Brown, 
then  publisher  of  Editor  &  Pub¬ 
lisher,  and  he  was  a  staff  re¬ 
porter  on  E&P  for  a  period  dur¬ 
ing  the  editorship  of  Marlen 
Pew.  He  became  a  war  corre¬ 
spondent  with  Task  Force  38 
in  the  Pacific  in  World  War  II. 

As  he  talked  of  his  past  and 
future  newspaper  work,  John 
O’Hara  was  surrounded  by 
memorabilia  of  one  of  the  most 
notable  literary  careers  in 
American  history.  Engraved 
silver  bowls  and  boxes  and  tro¬ 
phies  attested  to  acclaim  and 
achievements.  (He  has  won  the 


National  Book  Award,  Critics 
Circle  Award  and  Gold  Medal 
Award  of  the  American  Acad¬ 
emy  of  Arts  and  Letters). 

Over  the  great  brick  fireplace 
is  the  O’Hara  coat  of  arms 
carved  in  a  wooden  plaque  by  a 
kinsman  and  another  wooden 
plaque  bears  his  favorite  quota¬ 
tion  from  Joseph  Conrad:  “My 
task,  which  I  am  trying  to 
achieve,  is  by  the  power  of  the 
written  word,  to  make  you  hear, 
to  make  you  feel.  It  is,  before 
all,  to  make  you  see.  That  and 
no  more,  and  it  is  everything.” 

Country  Scpiire 

As  the  country  squire  sits  at 
his  writing  desk  and  looks  out 
a  large  bay  window  across  a 
small  back  lawn  enhanced  with 
Italian  sculptured  marble  fig¬ 
ures  he  sometimes  sees  as  many 
as  15  deer  at  the  encroaching 
forest’s  edge  and  an  equal  num¬ 
ber  of  pheasants. 

Although  he  has  a  collection 
of  guns,  he  doesn’t  shoot  any¬ 
thing.  Indeed,  the  quietude  of 
the  study  with  its  book-lined 
walls  and  thick  carpet  and  deep 
red-leather  chairs  is  so  profound 
that  the  faint  ticking  of  a  small 
antique  clock  on  the  mantle 
seems  all-pervasive  in  its  in¬ 
sistency  and  regularity.  “Go 
Away”  is  the  humorous  but 
significant  warning  of  a  mat 
outside  the  door. 

During  the  day,  the  most 
widely  read  author  in  the  world 
takes  time  to  read  five  news¬ 
papers  to  keep  currently  abreast 
of  breaking  news  developments. 
He  is  relaxed  and  enjoys  look¬ 
ing  about  him  at  his  brass  stag 
horns  and  hunting  horns,  col¬ 
lected  in  Paris  and  London;  at 
two  old  brass  railway  coach 
lamps,  huge  silver  ink  wells  sur¬ 
rounded  by  Wyoming  bighorns, 
carefully-collected  reference  li¬ 
brary  and  the  long  shelf  hold¬ 
ing  his  own  25  books,  presenta¬ 
tion  volumes  bound  in  leather. 

But  as  night  comes  on  the 
O’Hara  dynamo  is  turned  on 
along  with  the  lights  and  the 
imaginative  writer  swiftly  types 
away  on  a  noiseless  typewriter 
in  the  study’s  stillness  througdi 
the  long  night,  sometimes  until 
dawn’s  early  light. 

Exactly  30  years  ago  Mr. 
O’Hara’s  first  novel,  “Appoint¬ 
ment  in  Samarra,”  was  published 
and  it  was  an  immediate  hit. 
It  was  followed  by  such  stellar 
sellers  as  “Butterfield  8,”  “Ten 
North  Frederick,”  “From  the 
Terrace,”  and  the  musical,  “Pal 
Joey.”  His  books  rank  third 
among  90  paperback  best-sell¬ 
ers.  Enormous  mail  comes  to 
him  from  readers  in  India, 
South  Africa,  England  and  all 
over  the  world. 

Now,  he  turns  his  restless 
intellect  newspaperward  again. 
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‘On  Campus’ 
Life  Told  by 
Young  Girl 

Just  to  prove  to  editors,  pub¬ 
lishers,  the  Justice  Department 
and  members  of  Congress  that 
free-enterprise  is  still  alive  in 
the  newspaper  business,  we  in¬ 
terviewed  18-year-old  LaLinda 
LaMotte,  Alexandria,  Va.,  who 
is  starting  her  sophomore  year 
as  a  university  student  and  syn¬ 
dicated  columnist. 

Miss  LaMotte  launched  her 
journalism  career  last  autumn 
with  a  weekly  column  entitled 
“On  Campus”  —  the  campus 
being  Ohio  University,  Athens, 
Ohio. 

Using  individual  initiative, 
Miss  LaMotte  let  fly  a  sample 
of  her  work  to  a  random  selec¬ 
tion  of  newspapers  culled  from 
the  Editor  &  Publisher  Year¬ 
book.  Rejections  were  of  course 
in  the  majority,  but  the  Dallas 
(Tex.)  News,  Miami  (Fla.)  Her- 
ald,  Washington  (D.  C.)  Star, 
Phoenix  Arizona  Republic,  Phil¬ 
adelphia  (Pa.)  Evening  &  Sun¬ 
day  Bulletin  and  the  Roanoke 
(Va.)  Times  subscribed,  giving 
her  a  circulation  of  well  over 
a  million. 

Flying  Start 

Off  to  this  flying  start,  Miss 
LaMotte  started  grinding  out 
her  pieces  on  such  varied  topics 
as  the  major  problems  facing  a 
college  freshman;  the  cost  of  a 
college  education,  whether  it 
was  wiser  to  live  at  home  or  on 
campus;  and  how  hard  univer¬ 
sity  professors  worked. 

She  was  prompted  to  take  up 
her  journalistic  pen,  she  said, 
when  a  senior  at  Washing¬ 
ton-Lee  High  School,  Alexan¬ 
dria,  Va. 

“I  tried  to  find  out  all  I  could 
about  college  life. 

“I  decided  there  must  be  many 
others  like  me  who  would  also 
appreciate  getting  an  inside 
slant,  so  I  decided  to  try  my 
hand  at  it.” 

She  said  that  Sunday  is  her 
day  for  considering  her  weekly 
subject;  Monday,  she  goes 
around  researching  and  talking 
to  people;  Tuesday,  she  writes 
her  piece,  getting  it  in  the  mail 
for  the  next  Sunday’s  publica¬ 
tion. 

Miss  LaMotte  was  surprised 
when  the  inevitable  letters  and 
questions  started  rolling  in  to 
find  that  parents,  grandparents, 
aunts  and  uncles  of  prospective 
students  were  her  most  respon¬ 
sive  readers.  She  said  one  grand- 


LaLinda  LaMotte  on  campus. 


mother  wrote  for  an  extra  copy 
of  one  of  her  pieces  to  send  to 
her  grandson,  then  a  week  later 
wrote  for  still  another  copy  for 
another  grandchild. 

Broaden  Srope 

Since  she  started  the  feature 
with  high  school  and  college 
students  in  mind  primarily,  she 
said  this  Fall  she  will  try  to 
broaden  her  scope  to  provide 
additional  information  to  aid 
the  parents. 

Miss  LaMotte  is  not  alto¬ 
gether  new  to  journalism,  in 
that  her  father,  Clyde  LaMotte, 
is  Washington  editor  for  the 
Oil  and  Gas  Journal. 

Asked  if  the  column  cut  into 
her  study  time,  the  cheery  bru¬ 
nette  said:  “It’s  my  main  extra¬ 
curricular  activity,  so  when 
other  students  are  playing  in 
the  band  or  engaging  in  club 
activities.  I’m  writing.” 

Mr.  LaMotte  .said  that  he, 
like  a  lot  of  newsmen,  had  tried 
to  discourage  his  daughter  from 
getting  involved  in  journalism, 
but  the  best  compromise  he 
could  work  out  was  that  she 
plans  to  major  in  government, 
not  journalism  while  at  the  uni¬ 
versity.  He  said  he  gets  an  oc¬ 
casional  “dig”  from  LaLinda  on 
their  respective  circulation  fig¬ 
ures,  the  Gas  Journal  having 
about  50,000  subscribers. 

Even  if  her  efforts  don’t  make 
her  rich  or  famous,  she  was  at 
least  able  to  land  a  Summer  job 
this  year  with  the  Dallas  (Tex.) 
Morning  News'  Washington  bu¬ 
reau.  She  was  assigned  to  cover 
President  Lyndon  B.  Johnson’s 
signing  of  the  Civil  Rights  Bill 
and  was  given  one  of  the  pens 
which  she  now  calls  her  most 
prized  possession. 

Prior  to  her  dip  into  the  na¬ 
tional  market.  Miss  LaMotte 
won  a  reporter  -  of  -  the  -  year- 
award  from  her  high  school  pa¬ 
per.  She  lends  a  hand  on  the 
Ohio  University  Post. 

This  year,  she’s  adding  the 
Jersey  City  (N.  J.)  Joursey 
Journal  to  her  list  of  subscrib¬ 
ers  and  has  been  hired  as  a  col¬ 
lege  correspondent  for  the  Na¬ 
tional  Observer  which  will  call 
for  an  extra  article  each  month. 
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Presitlent  Johnson’s 
New  Book  Condenseil 

Books  in  the  News,  subsid  arj- 
of  the  Hall  Syndicate,  an-  ' 
nounced  that  it  has  obtained  na¬ 
tional  newspaper  syndication 
rights  for  six  installments  of  a 
new  book  written  by  President 
Lyndon  B.  Johnson. 

The  new  book,  a  discussion  of 
the  President’s  viewpoints  on 
basic  issues  in  the  current  elec¬ 
tion  campaign,  is  titled  “My 
Hope  For  America”  and  will  be 
published  by  Random  House 
Oct.  5.  Among  the  areas  ex¬ 
plored  by  President  Johnson  is 
his  war  on  poverty,  the  strength 
of  NATO,  the  paths  to  world  1 
peace,  civil  rights,  the  challenge 
of  communism,  the  state  of  the 
U.  S.  economy,  .states  rights  and 
other  topics. 

*  *  * 

Unusual  Election 
Cartoons  Are  Ready 

NEA  is  distributing  a  new 
service  in  the  field  of  election 
cartoons  this  campaign  year. 

Because  editorial  cartoons 
can’t  say  “Yes,  but  .  .  .”  or 
“On  the  other  hand.  .  .  .”  News¬ 
paper  Enterprise  Association  is 
supplementing  the  unbiased 
daily  cartoons  of  its  chief  edi¬ 
torial  cartoonist.  Bill  Crawford, 
with  the  strictly  partisan  work 
of  a  panel  of  guest  contributors, 
who  represent  both  sides  of  the 
election. 

Mr.  Crawford’s  staff  cartoons 
will  remain  in  the  broad  main¬ 
stream  of  election  issues;  the 
pro-Republican  and  pro-Demo- 
cratic  viewpoints  are  offered  for 
editors  who  occasionally  wish  to 
express  their  opinions  more 
sharply. 

Contributing  members  of  the 
panel  are:  Charles  Werner,  In¬ 
dianapolis  (Ind.)  Star;  Tom 
Little,  Na.shville  (Tenn.)  Ten¬ 
nessean;  Ross  Lewis,  Milwau¬ 
kee  (Wis.)  Journal;  Cal  Alley. 
.Memphis  (Tenn.)  Commercial- 
Appeal;  John  Hudson,  Phoenix 
(Ariz.)  Gazette;  and  Ed  Valt- 
nian,  Hartford  (Conn.)  Times. 

*  *  « 

WOMEN’.S  BOWLING 

Mile.  Gigi  Robin,  European  * 
women’s  bowling  champion,  has 
written  a  special  20-part  illus¬ 
trated  -series  on  bowling  for 
men  and  women,  beginners  or 
better.  Bill  McCormick,  sports 
staffer  for  Newspaper  Enter¬ 
prise  Association,  aided  her  in 
interpreting  her  stories  for  her 
.4merican  audience  (with  the 
assistance  of  a  French-English 
dictionary). 

Petite  and  pretty  Gigi,  the 
Irest  gal  kegler  in  Europe, 
teaches  the  sport  in  her  native  ^ 
France.  She  outlines  in  the 
series  many  ways  good  bowling 
can  be  accomplished. 
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A  news  story  on  a  railroad  accident  today  doesn’t 
cover  all  the  essentials,  if  it  fails  to  tell  whether 
there  was  a  locomotive  helper-fireman  on  the  left 
side  —  the  engineer’s  “blind”  side  -  of  the  loco¬ 
motive  cab. 

A  compulsory  arbitration  award  allows  railroads  to 
operate  many  trains  daily  without  a  second  engine- 
man,  the  locomotive  heliier-fireman,  in  the  cab. 

Even  before  helpers-firemen  were  forced  off  many 


locomotives,  railroads  had  an  average  of  12  acci¬ 
dents  i)er  day,  with  more  than  1600  persons  killed 
or  injured  annually  and  property  damage  of  more 
than  $50,000,000  per  year. 

Without  the  fireman  —  the  accident  rate  is  up. 

The  answer  to  the  6th  “W”  is  news  today  —  es¬ 
sential  to  complete  coverage  of  railroad  accidents. 
“Was  there  a  locomotive  helper-fireman  in  the  cab?” 
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Peg  Bracken  Pokes 
Fun  At  Daily  Life 


virtues  of  weaving  their  own 

draperies  and  baking  their  own  •*  VU&tMt 

bread  from  scratch  and  taking  r  a  n  » 

a  perfectly  good  already-pre-  MS  mOVOOY 
pared  product  and  fancying  it 
up  with  a  lot  of  nonsense  that  iMn  A 
makes  the  whole  project  as 

much  work  as  it  would  have  rviTv>Tii».io  FonhirAQ  S 


On  Astrology 


Chronicle  Features  Syndicate, 


Irreverent  fun  will  be  poked 
at  life  in  general  by  a  woman 
author  whose  amusing  books  on 
cooking  and  housekeeping  are 
best-sellers. 


The  column:  “And  Another 
Thing.” 

The  columnist:  Peg  Bracken. 
The  format:  Three  times  a 
week. 

The  release:  Immediate. 

The  distributor:  The  Hall 
Syndicate. 


Peg  Bracken,  an  attractive 
and  sparkling  wife,  mother,  cook 
and  housekeeper,  is  the  author 
of  “I  Hate  To  Cook,”  “I  Hate 
To  Housekeep,”  “I  Try  To  Be¬ 
have  Myself”  (etiquette)  and 
“The  Nine-Months’  Wonder,” 
about  how  to  have  a  baby.  Her 
irreverent  wit  bubbles  to  the 
surface  constantly. 


A  Non-Expert 


“I’m  a  qualified  non-expert, 
and  I’m  very  careful  to  preserve 
my  amateur  standing,”  she  con¬ 
fessed  with  a  ready  laugh. 
“Most  women  know  about  as 
much  as  I  do  about  whatever 
I’m  writing  about,  so  it’s  more 
like  a  conversation.  And  if  it 
turns  out  funny  sometimes, 
that’s  just  because  so  many 
things  are,  if  you  look  them 
square  in  the  eye.  Or  if  you 
just  sit  easy  in  your  chair  and 
look  with  your  eyes  half-shut. 
Which  is  a  comfortable  way  to 
sit,  incidentally.” 

The  new  columnist  was  charm¬ 
ing  but  somewhat  evasive  about 
subject  matter  for  her  column. 

“How  can  I  tell  what  I’ll  write 
about  until  it  happens?”  she 
countered.  “People,  inconsisten¬ 
cies,  national  events  or  foibles 
from  an  unexpected  viewpoint. 
I  like  the  word  ‘behavior,’  be¬ 
cause  it  covers  a  lot  of  ground. 


Varied  Topics 


been  if  she’d  started  from  the  Francisco,  is  distributing 

beginning  unless  she  loves  ^  new  weekly  feature,  “Yaur 

to  do  those  things,  I  mean.  0th-  clouded  Star,  a  Weekly  Horror- 
erwise,  ^e  s  much  better  off  to  scope,”  designed  as  a  hilarious 
go  on  with  her  bio-chemistry  or  parody  on  the  mystic  and  co.^mic 
petunia-raismg  or  whatever  it  ^orld  of  astrology. 


is  she  likes  best.” 


Columnist  Says 
Coin  Collecting 
Grows  Rapidly 


With  sources  close  to  the  U.S. 
Treasury  estimating  the  number 
of  citizens  now  collecting  coins 
at  10,000,000,  it  isn’t  surprising 


The  “Horrorscope”  is  the 
creation  of  Harry  V.  Plate,  San 
Francisco  public  relations  man 
and  advertising  executive.  Real¬ 
izing  that  daily  astrological 
guides  are  among  the  most 
popular  newspaper  features, 
Mr.  Plate  conjured  up  the  hu¬ 
morous  series  for  the  enjoy¬ 
ment  of  not  -  very  -  star  -  struck 
star  gazers. 

A  typical  “Clouded  Star  Hor¬ 
rorscope”  reads:  “Report  a 


that  ’Robert ’Svensson  receives  FBI  today, 

several  thousand  letters  each 


Nazi  tendencies.  Patriotism  is 


Peg  Bracken 


elude  the  Philadelphia  (Pa.) 
Inquirer,  Cleveland  (Ohio) 
Press,  Fort  Wayne  (Ind.)  Jour¬ 
nal -Gaaette,  Toledo  (Ohio) 
Blade,  Charlotte  (N.  C.)  Ob¬ 
server,  San  Francisco  (Calif.) 
Examiner,  Houston  (Tex.) 
Chronicle,  Washington  (D.  C.) 
Star  and  others. 

Peg  Bracken  was  bom  near 
Twin  Falls,  Idaho,  grew  up  in 
St.  Louis,  was  graduated  from 
Antioch  (College  in  Ohio  in  1940 
and  now  lives  in  Bolinas,  Calif. 

What  else  does  she  do  be¬ 
sides  her  writing? 

“Well,  pickling  and  preserv¬ 
ing  thing^s,  like  apricots  and  cu¬ 
cumbers  and  whatever.  That’s 
one  department  of  cooking  I’ve 
always  liked,  because  you  have 
something  to  show  for  it,  and 
it  sticks  around  awhile.  And 
bicycling  and  walking  and  try¬ 
ing  to  keep  up  with  this  large 
interesting  world,  these  nervous 
times. 


Once-Over-Lightly 


“Like  how  come  the  fortune 
tellers  and  seers  always  live  in 
the  crummiest  houses,  and  why 
do  little  boys  always  run  and 
little  girls  always  skip,  and  not 
just  what’s  eating  De  Gaulle, 
but  what’s  De  Gaulle  eating? 
And  why  should  you  keep  a 
thimble  on  your  coffee  percola¬ 
tor  pipe,  and  why  do  happily 
married  people  usually  call  each 
other  Hey,  while  the  others  say 
Darling.” 

Newspapers  already  lined  up 
for  the  Peg  Bracken  column  in- 


“It  seems  to  me  you  have  to 
do  a  fast  once-over-lightly  job 
on  a  lot  of  things  if  you’re  ever 
going  to  have  time  to  do  the 
things  you  do  best,  or  like  best. 
People  who  assume  that  every¬ 
body  should  be  good  at  every¬ 
thing  give  me  a  big  pain. 

“There’s  hardly  anything  a 
man  can  do  that  a  woman  can’t, 
these  days  —  anything  that’s 
any  fun,  I  mean.  After  all,  what 
woman  wants  to  be  a  sandhog? 

“The  only  thing  is,  women 
should  be  careful  not  to  get 
sold  a  bill  of  goods  about  the 


month  from  his  nationally  syndi-  « 

cated  column,  “Coin  Collector’s 
Comer.” 

The  column  is  in  the  second 
year  of  s3mdication  by  the  Los 
Angeles  (Calif.)  Herald-Ex¬ 
aminer  and  is  in  17  papers. 

The  current  coin  shortage  and 
soaring  prices  of  some  coins 
largely  confirm  the  estimate  of 
collectors.  Mr.  Svensson  not 
only  has  accurately  predicted 
the  areas  of  growth  in  collect¬ 
ing,  but  has  pinpointed  the  price 
rise  of  many  sought-after  coins. 

Typical  is  the  1950-D  nickel, 
a  coin  only  14  years  old.  One  of 
Mr.  Svensson’s  first  columns 
picked  this  coin  as  a  comer. 

At  the  time  his  column  ran,  the 
coin  was  selling  for  around  $2.  Harry  Plate 

Today  collectors  gladly  pay  any¬ 
where  from  $12.50  to  $25,  de-  large  on  your  Gemini  planetary 
pending  on  the  coin’s  condition,  chart,  which  could  mean  others 

An  Uncirculated  Roll  with  a  doubt  your  loyalty.  Prove  loyal- 

face  value  of  $2  brings  over  ty  by  pointing  out  faults  of  oth- 
$750  today.  ers.  Accuse  a  tmsted  civic  offi- 

Along  with  the  increased  num-  cial  of  nepotism  and  govem- 
ber  of  collectors,  Mr.  Svensson’s  mental  incest,  in  anonymous  let- 
mail  has  soared  and  he  answers  ter  to  the  editor.” 
about  2,000  letters  each  month.  An  avid  Aries  might  be 
Readers  who  have  discovered  a  stunned  by  reading:  “Be  thrifty 
cache  of  coins  around  the  house  this  week.  Overcome  tempta- 
write  to  learn  what  their  value  tions  to  indulge  in  luxuries, 
might  be.  He  estimates  that  of  Skip  breakfast.  Walk  to  work, 
the  people  collecting  coins  today.  Drink  water  on  coffee  break.  Get 
about  6,000,000  are  hard  core  friend  to  share  his  lunch  with 
collectors  of  all  ages,  both  men  you.  Take  home  some  office  sup- 
and  women,  and  children.  These  plies.  Dine  on  cocktail  lounge 
are  the  people  who  engage  in  hors  d’oeuvres,  but  do  not  buy 
coin  collecting  for  the  pure  in-  a  drink.  Sleep  in  the  park. 


terest  the  hobby  affords,  more  Steal, 
than  for  the  profit  possibilities. 

The  others  are  looking  for  a  Rue 


Russell  Kirk,  “To  The  Point" 


quick  profit,  but  some  may  con-  conservative  columnist  for  Gen- 
tinue  on  to  become  hobbyists,  eral  Features  Corporation,  au- 
Mr.  Svensson  is  quick  to  point  thor,  professor  and  a  membw 
out  that  it  is  almost  impossible  of  Senator  Goldwater’s  brain 
not  to  make  a  profit  if  the  trust,  was  married  Sept.  19  in 
hobbyist  stays  with  the  hobby  New  York  to  Miss  Annette 
for  any  length  of  time.  Yvonne  Courtemanche. 

EDITOR  ac  PUBLISHER  for  September  26,  1964 


fST!! 


124 


Composing  Unit 

(C  mtinued  from  page  13) 


such  .1  machine  should  be  made.” 

All  Papers  Can  Adapt 

Mr.  Dissly  said  the  news- 
papf’-s  of  all  sizes,  with  all  vari¬ 
ation*:  in  local  conditions  and 
requin  ments,  can  adapt  and  in¬ 
stall  this  typesetting  system. 

“It  is  not  designed  to  benefit 
only  those  papers  with  special 
problems,”  he  declared.  Rather, 
it  is  hoped  to  be  a  basic  system 
for  all.  The  same  research  ap¬ 
proach  is  applicable  in  areas  of 
page  assembly,  ad  assembly, 
plate  preparation  and  the  print¬ 
ing  press. 

“Future  mechanical  research 
holds  the  promise  of  being  able 
to  unscramble  the  jigsaw  puzzle 
of  the  many  different  newspaper 
production  systems  available  to¬ 
day.  Further,  and  perhaps  more 
important,  research  may  find  the 
simplest,  most  economic  method 
of  producing  a  newspaper.” 

Mr.  Dissly  prefaced  his  revela¬ 
tion  of  the  self-contained  com¬ 
posing  room  by  stating  that  each 
new  piece  of  newspaper  equip¬ 
ment  which  claims  to  perform 
an  existing  task  faster  or  better 
makes  it  more  difficult  to  decide 
which,  if  any,  of  the  available 
systems  would  be  better  than  the 
one  producing  today’s  news¬ 
paper. 

Newspaper  research  cannot 
continue  to  produce  new  ma¬ 
chines  which  simply  speed  up 
specific  operations,  or,  are  elec¬ 
tronic  rather  than  mechanical, 
Mr.  Dissly  asserted.  Before  auto¬ 
mating  or  speeding  up  existing 
machines,  the  very  need  for  and 
economics  of  these  advantages 
should  be  challenged. 

One  of  the  basic  and  real 
problems  of  converting  copy  into 
type,  he  said,  is  to  produce  it 
correctly  and  accurately.  Pres¬ 
ently  available  punched  tape 
systems  do  little,  in  Mr.  Dissly’s 
opinion,  to  improve  proofreading 
and  correction. 

“In  fact,”  he  said,  “some  de¬ 
vices  and  systems  make  these 
functions  more  difficult  and  ex¬ 
pensive  to  accomplish.” 

The  Research  Center’s  new 
study  is  part  of  a  program  of 
taking  a  look  at  the  total  re¬ 
quirements  of  a  typesetting  sys¬ 
tem,  and,  if  possible,  identify 
the  simplest  methods  and  equip¬ 
ment  to  accomplish  it. 

■Sel  Up  Basic  System 

In  the  new  program  it  is 
planned  to  identify  the  basic 
tasks,  methods  and  materials 
and  set  up  a  basic  system  ap¬ 
proach  to  newspaper  mass  pro¬ 
duction  where  the  printing  press 

editor  sc  publisher 


and  distribution  of  the  news¬ 
paper  to  the  reader  are  viewed 
as  a  single  problem. 

“If  this  program  sounds  vague 
and  overly  ambitious,”  Mr. 
Dissly  remarked,  “it  is  because 
it  is  new  and  in  the  process  of 
development.  Manufacturers  are 
producing  new  machines  faster 
than  newspaper  people  can 
properly  evaluate  their  advan¬ 
tage  in  actual  production. 

“The  Research  Center, 
through  a  basic  system  ap¬ 
proach,  plans  to  evaluate  these 
many  alternative  methods  of 
producing  a  newspaper.” 

• 

Harold  Carlson  Dies; 
Started  Wireplioto 

Cheyenne,  Wyo. 

Harold  Carlson,  former  chief 
engineer  for  the  Associated 
Press  who  supervised  transmis¬ 
sion  of  the  first  Wirephoto  Jan. 
1,  1935,  died  of  a  heart  ailment 
in  a  hospital  here  Sept.  11. 

Mr.  Carlson  supervised  instal¬ 
lation  of  the  Wirephoto  network 
which  started  with  47  news¬ 
papers  in  25  cities.  Today  AP 
Wirephotos  move  around  the 
world.  Mr.  Carlson  traveled  all 
over  the  world  setting  up  radio¬ 
teletype  and  radiophoto  commu¬ 
nications. 

He  learned  telegraphy  at  18 
from  a  railroad  operator,  and 
joined  AP  in  1922  as  a  printer 
maintenance  supervisor. 

Upon  retirement,  the  Carlsons 
moved  to  Carpenter,  Wyo.  They 
built  an  ultra-modem  home  with 
power  and  telephone  lines 
brought  in  underground  so  they 
would  not  interfere  with  their 
radio  hobby.  A  tall  radio  tower 
stood  in  the  backyard.  Both  Mr. 
Carlson  and  his  wife  had  talk¬ 
ing  acquaintances  with  people  all 
over  the  world. 

• 

Paul  Cochrane  Dies 

New  Haven,  Conn. 

Paul  V.  Cochrane,  64,  retired 
chief  of  the  Connecticut  Bureau 
of  the  Associated  Press,  died 
Sept.  21  of  hepatitis  at  the  Vet¬ 
erans  Hospital.  He  retired  in 
1959,  closing  out  17  years  with 
AP.  He  had  attended  the 
Harvard  School  of  Business  Ad¬ 
ministration  after  working  for 
newspapers  in  Pittsburgh,  Cleve¬ 
land  and  Erie,  Pa. 

• 

Ad  Manager  Dies 

Cache  Creek,  B.  C. 

Kenneth  McLellan,  49,  adver¬ 
tising  manager  of  the  Prince 
George  Citizen,  died  in  hospital 
Sept.  19  four  hours  after  his 
car  skidded  out  of  control  on  a 
rain-slicked  highway.  He  had 
been  with  the  Victoria  Colonist 
for  many  years  before  joining 
the  Citizen  in  1960. 
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Iowa  Paper’s 
Attack  on  Civic 
Blight  Is  Cited 

Des  Moines 
The  Clinton  Herald  was  named 
winner  of  the  Iowa  Daily 
Press  Association’s  “Community 
Award,”  last  week.  The  award 
was  presented  to  John  Notman, 
publisher  of  the  Clinton  Herald, 
at  the  annual  meeting  of  the 
newspaper  association  here. 

The  Clinton  Herald  started  a 
campaign  after  a  newly  ap¬ 
pointed  city  health  officer  casu¬ 
ally  mentioned  at  a  council  meet¬ 
ing  that  a  lot  of  places  in  Clin¬ 
ton  needed  cleaning  up. 

The  Herald  swallowed  its 
civic  pride  and  splashed  pictures 
on  the  editorial  page  day  after 
day  with  provocative  headlines. 
There  was  immediate  reaction. 
The  Herald  was  deluged  with 
telephone  calls  from  citizens 
giving  tips  about  other  blighted 
areas.  The  original  set  of  six 
photos  snowballed  to  28. 

One  property  owner  is  facing 
court  action  for  non-compliance 
with  city  orders  to  clean  up.  In 
most  instances  publication  of 
the  photo  and  a  warning  by  the 
city  has  been  sufficient. 

Hollis  J.  Nordyke,  Ames  Daily 
Tribune,  was  re-elected  presi¬ 
dent  of  the  association,  which 
comprises  34  dailies. 

• 

Columnist  Defended 
In  Contempt  Judgment 

The  American  Newspaper 
Publishers  Association,  Ameri¬ 
can  Society  of  Newspaper  Edi¬ 
tors  and  the  New  Mexico  Civil 
Liberties  Union  have  filed  ami¬ 
cus  curiae  briefs  with  the  New 
Mexico  Supreme  Court  in  sup¬ 
port  of  Will  Harrison,  newspa¬ 
per  columnist,  in  his  appeal  of 
a  contempt  judgment. 

Mr.  Harrison  was  found 
guilty  of  criminal  contempt  of 
court  by  a  Las  Cruces  (N.  M.) 
District  Court  for  his  printed 
comments  about  two  similar 
court  cases.  He  was  fined  $250 
and  given  a  10-day  jail  sentence. 
He  has  been  free  pending  ap¬ 
peal. 

The  columnist  wrote  six  col¬ 
umns  about  a  case  involving  a 
former  county  assistant  district 
attorney  who  was  convicted  of 
involuntary  manslaughter  in  an 
automobile  accident  in  which 
five  people  were  killed. 

The  ANPA  brief  contends 
that  the  articles  did  not  con¬ 
stitute  a  clear  and  present  dan¬ 
ger  to  the  administration  of 
justice  and  therefore  were  con¬ 
stitutionally  protected  utter¬ 
ances  not  punishable  as  con¬ 
tempt. 


OOPS! 

Oxnard,  Calif. 

When  an  anonymous  adver¬ 
tising  employe  of  the  Oxnard 
Press-Courier  dummied  up  a  21- 
page  paper,  the  embarrassing 
mistake  wasn’t  discovered  until 
it  was  too  late  to  do  much 
changing. 

Since  a  newspaper  press  will 
print  only  even  numbers  of 
pages,  the  solution  was  to  elim¬ 
inate  the  comic  page.  It  was  a 
Saturday  edition,  and  the  press 
was  carrying  a  tabloid-sized 
magazine  at  the  same  time  as 
a  standard-sized  newspaper, 
nothing  could  be  added,  but  one 
page  could  be  dropped. 

A  front  page  box  explained 
the  red  faces — “enough  to  use 
in  tomato  ads,”  the  story  said. 


T.  M.  Reynolds  of  UPI 
Dies  in  Car  Collision 

Steele,  N.  D. 

Thomas  M.  Reynolds,  25, 
North  Dakota  State  manager 
for  the  United  Press  Interna¬ 
tional,  and  two  other  persons 
were  killed  in  a  car-truck  colli¬ 
sion  here. 

Also  killed  were  Robert  Ray¬ 
mond,  31,  a  former  newsman 
with  the  Bismarck  (N.  D.)  Trib¬ 
une  and  Alabama  newspapers, 
and  Gordon  Olson,  35,  a  Coopers- 
town,  N.  D.,  farm  implement 
dealer. 

Mr.  Reynolds  was  returning 
to  his  office  at  Bismarck  from 
Buffalo,  N.  D.,  where  he  had 
covered  the  National  Plowing 
Contest  for  UPI.  Mr.  Raymond, 
an  employe  of  the  North  Dakota 
State  Travel  Department,  was 
traveling  with  him. 

Mr.  Reynolds  was  the  son  of 
Thomas  F.  Reynolds,  former 
White  House  correspondent  for 
United  Press  and  later  man¬ 
aging  editor  of  the  Chicago  Sun- 
Times.  The  elder  Reynolds  is 
manager  of  the  Illinois  Insur¬ 
ance  Information  Service  in 
Chicago. 

• 

Home  Improvement 
Section  Wins  Prize 

Milwaukee 

The  Milwaukee  Sentinel  has 
received  a  first  place  award  in  a 
newspaper  editorial  competition 
conducted  by  the  National  Home 
Improvement  Council  (NHIC). 

The  award  cites  the  Sentinel 
for  “editorial  excellence  in  the 
preparation  of  special  news  ma¬ 
terial  designed  to  encourage 
community  betterment  through 
home  improvement.” 

The  Sentinel  published  a  32 
page  section  last  Feb.  4  in  con¬ 
junction  with  its  Improve  Your 
Home  Clinic.  David  E.  Link  was 
editor  of  the  special  section. 


125 


AP  Denies 
‘Rate  War’ 

In  Oklahoma 


Foley  Named  Mc-E 
Chairman;  F  oote  Quits 


utive  posts. 

In  his  most  recent  assignment 
Mr.  Gilliatt  has  directed  the 
world-wide  operations  of  the  ac¬ 
count  of  the  Coca-Cola  Com¬ 
pany,  for  which  he  will  continue 
to  have  responsibility'. 

Mr.  Foote  and  Mr.  Sarmento 
jointly'  noted  that  an  avoidance 
of  a  conflict  of  interest  was  the 
reason  for  Mr.  Foote’s  leaviiiR 
the  company. 

Public  Position  on  Smoking 

Mr.  Foote  has  informed  the 
company  that  he  wishes  to  be 
free  to  take  a  public  position 
on  cigarette  smoking,  after  De¬ 
cember  1. 

Mr.  Foote  and  Mr.  Sarmento 
added:  “Since  McCann-Erickson 
handles  important  cigarette 
business  in  world  markets,  it 
was  mutually  agreed  that  there 


■  The  Associated  Press  this 
week  denied  it  has  launched  a 
rate  war  against  United  Press 
International  in  Oklahoma,  as 
charged  by  the  Wire  Service 
Guild  in  its  new.spaper,  IP/iJc- 
port. 

An  E&P  spokesman  made  this 
statement  to  E&P: 

“The  Associated  Press  has 
been  making  membership  gains 
in  Oklahoma  and  other  states, 
but  there  is  no  rate  war. 

“The  Associated  Press’  basic 
membership  rates  are  fixed  ac¬ 
cording  to  a  foi  mula  e.stablished 
___  by  the  Board  of  Directors  and 

V  ^  Jr  *  apply  equally  everywhere  across 
*  Jr  X  ^  the  country, 

PPER — Eric  Ridder,  publisher  “As  far  as  the  Guild’s  article 
■ho  New  York  Journal  of  Com-  jg  concerned,  it  is  erroneous  both 
ce,  was  all  s'’’iles  for  newsmen  jjj  j^g  conclusion  and  in  details 
!r  the  Constellation  boat  Bn-  cites’’ 

's  Sovereign  in  four  successive  'j  i-  j  j. 

>s  to  retain  the  America’s  Cup  COmmenU 

he  U.S.  The  story  of  Mr.  Ridder  “Publishers  report  that  A? 
a  yachtsman  appeared  in  E&P  ^as  made  offers  of  $20  to  $50 
June  27.  per  week  below  UPI  in  some 

cases  and  in  one  instance  offered 
Sunday  Paper  a  complete  AP  TTS  report  to  a 

ned  in  Memphis  newspaper  for  $51.50  per 

^  week,’’  the  guild  newspaper 

Memphis  stated, 

IS  for  publication  of  a  new  ^n  article  in  a  bulletin  pub- 
r  newspaper  with  city-wide  Hshed  by  the  Oklahoma  Press 
ation  have  been  announced  Association  was  quoted  as  say- 
5s  Publications  Inc.  ing: 

in  Ross,  president  of  the  “Wire  service  connections  of 
said  the  Sunday  Times  long  standing  are  being  cut  in 
begin  publication  Nov.  8  Oklahoma.  Some  say  Associated 
stand  sales  and  home  de-  Press  is  raiding  United  Press 
He  said  initial  circula-  International  daily  newspaper 
.’as  expected  to  he  ;>0,000.  clients  through  the  come-on  of 
lower  prices  which,  they  allege, 
in  some  cases  barely  cover 
«  AT&T  line  charges. 

,»  “Not  so,’’  says  an  AP  spokes- 
man,  it’s  a  case  of  UPI  pricing 
themselves  out  of  the  market. 
A  recent  9  percent  rate  hike  by 
UPI  is  cited  as  ‘the  straw.’ 

“Of  50  dailies  in  Oklahoma, 
41  are  UPI  clients,  24  are  AP 
clients,  tat  15  daily  newspapers 
have  both  services.’’ 


Paul  E.  Foley 

Neal  Gilliatt,  a  senior  vice- 
president  of  the  company,  has 
been  appointed  vicechairman  of 
McCann-Erickson,  succeeding 
Mr.  Foley. 

These  developments  were  an¬ 
nounced  by  Armando  Sarmento, 
president  of  McCann-Erickson. 

In  commenting  on  the  pro¬ 
motions  of  Mr.  Foley  and  Mr. 
Gilliatt,  Mr.  Sarmento  said:  “It 
has  been  a  policy  of  this  com¬ 
pany  to  reward  our  long-term 
executives  for  outstanding  per¬ 
formance.  Mr.  Foley,  who  has 
been  with  McCann-Erickson 
since  1955,  and  Mr.  Gilliatt, 
since  1945,  have  contributed  im¬ 
portantly  over  the  years  to  the 
growth  of  our  clients’  business.’’ 

Mr.  Foley,  who  became  vice- 
chairman  in  1963,  has  manage¬ 
ment  responsibility  for  the  cre¬ 
ative  product  of  the  agency 
throughout  the  United  States. 
He  is  recognized  as  one  of  the 
top  creative  practitioners  and 
spokesmen  in  advertising. 

Earlier,  Mr.  Foley  was  exec¬ 
utive  v'icepresident  of  McCann- 
Erickson,  and  creative  director 
of  the  Home  Office.  He  joined 
the  company  as  manager  of  its 
Detroit  office,  after  ten  years 
with  MacManus,  John  &  Adams 
Inc.,  where  he  was  executive 
vicepresident. 

Mr.  Gilliatt  has  had  a  20-year 
career  with  McCann-Erickson, 
and  has  most  recently  been  a 
senior  management  officer  in 
the  company’s  account  serv’ice 
division. 

Since  starting  with  McCann- 
Erickson  in  Chicago  in  1945  as 
assistant  to  the  research  di¬ 
rector,  he  has  progressed 
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7-Day  Protl action 

The  Daily  American,  English- 
language  newspaper  published  in 
Rome,  has  begun  a  seven-day 
operation.  Until  now  the  paper 
published  six  days  a  week,  with 

_  _  a  combined  Sunday-Monday  edi- 

Majority  control  of  the 
S-3  -.rsrtr.-.sr  Daily  American  was  acquired 

by  Samuel  W.  Meek,  retired  vice- 
,  J  chairman  of  the  J.  Walter 
Whel*the  BaJk  Company,  last  May 

,n  the  financial  pages  and  ‘The  Daily  American  will  cel^ 
»n$  by  about  100%.  The  brate  its  20th  birthday  next 
Osborn  Inc.  client.  year. 
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Editors  Rap 
Government 
News  Leaks 


Tlu'  lion-attributed  news  story 
from  trovernment  sources  came 
under  iire  this  week  from  the 
Freedom  of  Information  Com¬ 
mittee  of  the  Associated  Press 
Manapinp  Editors  Association. 

The  committee,  whose  annual 
report  was  released  in  advance 
of  the  APME  convention  at 
Phoenix,  Nov.  17-21,  said  “the 
current  Fol  committee  thinks 
this  is  one  of  the  most  vital  area 
of  the  Fol  problem  today.” 

“It  believes  sincerely  that 
these  devious  news-gathering 
techniques  not  only  result  in 
less-than-factual  news  being  dis¬ 
pensed,  but  also  that  these  tech¬ 
niques  arouse  a  considerable  cyn¬ 
icism  and  loss  of  confidence  by 
the  public  as  readers  see  the 
press  itself  being  party  to  man¬ 
aged  news,”  the  report  added. 

Specifically,  the  committee 
suggests  that  either  the  APME 
committee  or  the  AP,  or  the  two 
together,  look  back  over  the  past 
decade  and  reassess  some  of  the 
stories  that  have  come  out  of 
“stag  dinners,”  “background¬ 
ers,”  “off-the-record  news  con¬ 
ferences,”  Palm  Beach,  Fla., 
coffee  klatches,  and  Johnson 
City,  Tex.,  beer  busts. 

“Precisely,”  the  committee 
asked,  “how  accurate  and  in¬ 
formative  has  the  information 
been?  How  has  it  stood  the  test 
of  time?” 

(iode  Effort  Noted 

The  report  termed  “a  pleasant 
surprise,”  a  study  by  the  House 
Government  Operations  Commit¬ 
tee  on  nonattributed  news 
stories. 

It  noted: 

“The  Congressional  committee 
— concerned  about  the  leak,  the 
trial  balloon,  the  unidentified 
spoke.sman,  as  they  are  enemies 
of  freedom  of  information — 
asked  leading  journalists  to  com¬ 
ment. 

“Comment  was,  as  could  be 
expected,  divided.  Many  news¬ 
men  defended  the  practices; 
others  condemned  them.  And 
many  .saw  both  sides. 

“The  Congressional  commit¬ 
tee’s  aim  was  to  see  if  there 
might  be  a  basis  for  a  code  of 
ethics  that  could  be  used  to 
govern  these  instances  of  less- 
than-frank  news  dispensation. 
The  consensus  was  that  such  a 
code  would  be  desirable,  but  that 
none  could  be  drawn  to  which 
all  might  agree.” 

The  Fol  committee,  headed  by 
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Dick  Smyser  of  the  Oak  Ridge 
(Tenn.)  Oak  Ridger,  urged 
.\PME  to  continue  interest  in 
this  area.  Other  members  of  the 
committee  are  Jack  Craemer, 
San  Rafael  (Calif.)  Independ¬ 
ent;  A1  Hewitt,  Shreveport 
(La.)  Times;  Delbert  McGuire, 
Texas  A.  and  M.  University; 
Kenneth  Michael,  Perth  Amboy 
(N.  J.)  Evening  News;  John 
Moran,  Bangor  (Me.)  Daily 
News;  Robert  Notson,  Portland 
Oregonian;  David  A.  Yuenger, 
Green  Day  (Wis.)  Press-Gazette. 

Pre-Trial  Restraint  Seen 

The  committee  report  said 
there  were  no  signs  of  “decisive 
consideration”  in  Congress  this 
.session  for  passage  of  Senate 
Bill  1802.  This  bill  .states:  “It 
shall  constitute  a  contempt  of 
court  for  any  employe  of  the 
U:uted  States,  or  for  any  de¬ 
fendant  or  his  attorney  or  the 
agent  of  either,  to  publish  in¬ 
formation  not  already  properly 
filed  with  the  court  which  might 
affect  the  outcome  of  any  pend¬ 
ing  criminal  litigation,  except 
evidence  that  has  already  been 
admitted  at  the  trial,  and  said 
contempt  shall  be  punished  sum¬ 
marily  by  the  court,  on  motion 
of  any  party  to  the  litigation, 
by  a  fine  of  not  less  than  $500 
for  each  such  publication.” 

While  this  measure  applies 
only  to  U.S.  government  em¬ 
ployes,  the  committee  raised  the 
(luestion  whether  there  might 
not  be  implications  for  all  pre¬ 
trial  coverage. 

Generally,  it  is  the  committee 
view  that  late  1963  and  1964 
produced  news  events  (notably 
the  assassinat’on  and  the  en¬ 
suing  Jack  Ruby  trial)  “that 
have  aroused  new  sentiment  for 
restricted  courtroom  coverage.” 

“The  committee  l)elieves,”  it 
.said,  “there  are  some  grounds 
for  restraint,  but  it  hopes  that 
these  can  come  from  the  news 
media  voluntarily  rather  than 
being  impo.sed  by  law.” 


Former  AinbasHadur 
To  Become  Publisher 

Victoria,  B.  C. 

Appointment  of  W.  Arthur 
Irwin,  former  Canadian  Ambas¬ 
sador  to  Mexico,  as  publisher  of 
the  Victoria  Times  and  vicepres¬ 
ident  of  Victoria  Press  Limited 
becomes  effective  Oct.  17. 

Also  announced  was  appoint¬ 
ment  of  R.  J.  Rower  as  pub¬ 
lisher  of  the  Victoria  Colonist, 
morning  newspaper.  He  has  lieen 
editor  of  the  paper  since  1960 
and  continues  in  that  position. 

Mr.  Irwin  succeeds  Stuart 
Koate  who  became  publisher  of 
the  Vancouver  Sun  last  May. 
Mr.  Irwin  is  a  former  editor  of 
Maclean's  magazine. 
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FCC  Weighs 
Ownership 
Rule  Change 


Washington 

The  Federal  Communications 
Commission  may  act  this  year  to 
tighten  up  regulations  on  mul¬ 
tiple  ownership  of  broadcast 
facilities,  and  newspaper  owner¬ 
ship  might  be  one  of  the  factors 
considered. 

In  a  recent  closed-door  meet¬ 
ing,  Commission  members  re¬ 
portedly  listened  to  a  staff  pro¬ 
posal  to  change  the  basis  for 
limitation  of  ownership  of  broad¬ 
cast  facilities.  The  recommenda¬ 
tion  would  replace  the  old  stand¬ 
ard  of  number  of  stations  owned 
with  a  new  guideline:  the  total 
population  served  by  stations 
and  newspapers  owned  by  one 
man  or  company. 

The  staff  proposal  would  re¬ 
portedly  bar  the  acquisition  of 
new  facilities  by  a  single  owner 
if  the  purchase  would  mean  that 
his  facilities  would  serve  more 
than  25  percent  of  the  popula¬ 
tion  of  the  U.S. 

The  staff  proposal  was  said 
to  contain  a  provision  that  would 
protect  existing  licensees.  It  also 
specified  that  where  ownership 
is  limited  to  individual  states, 
newspaper  circulation  would  not 
be  a  factor  in  setting  station 
ownership  limits. 

The  rules  now  permit  licensees 
to  own  seven  AM  stations,  seven 
FM  .stations,  and  seven  tele¬ 
vision  .stations  (no  more  than 
five  VHF). 

No  immediate  action  on  the 
proposal  is  likely.  An  FCC 
spokesman  said  the  discussion 
was  a  “general”  one,  and  that 
staff  members  in  the  Broadcast 
Bureau  had  been  asked  to  come 
up  with  a  number  of  specific 
l)roposals.  It  will  probably  be 
two  months  l)efore  this  can  be 
done.  The  Commission  declined 
to  discuss  the  specifics  of  the 
staff  recommendations,  and  said 
the  report  would  not  he  made 
public. 

The  commission  has  already 
started  an  inquiry  into  mutual 
funds  and  other  investment 
houses  that  own  more  broadcast 
facilities  than  the  rules  allow. 


Editors  Move  Up 

Ix)s  Angeles 
Don  Goodknow  has  been  pro¬ 
moted  from  Sunday  editor  to 
managing  editor  of  the  Herald 
Examiner,  succeeding  the  late 
“Bud”  Lewis.  Long-time  city 
editor  Agness  Underwood  is 
now  assistant  managing  editor. 


Sports  Editor  Kayoes 
Clay-Liston  Publicity 

SYR.\ClfSE,  N.  Y. 

The  Herald- Journal  has  “kay- 
oed”  the  return  boxing  match 
between  Cassius  Clay  and  for¬ 
mer  heavyweight  champion 
Sonny  Liston. 

In  his  column,  executive  sports 
editor  Arnie  Burdick  said  the 
paper  will  not  publicize  the 
event  in  Bo.ston. 

“The  Clay-Liston  return  bout, 
homeless  until  rescued  by  the 
great  State  of  Mas.sachusetts, 
gives  off  a  stench  that  can  only 
be  paralleled  by  the  first  fraud 
perpetrated  on  the  American 
public  last  winter  by  these  two 
seamy  characters,”  Mr.  Burdick 
write. 

Clay  won  the  heavyweight  title 
from  Liston  last  winter  in  a 
fight  which  has  been  roundly 
criticized  ever  since. 

Mr.  Burdick  questioned  ar¬ 
rangements  made  between  the 
two  fighters  before  the  last  fight 
regarding  selection  of  future 
opponents  in  the  event  Clay  won. 

“In  no  way  will  we  help  with 
the  buildup  of  this  odorifereous 
ring  hoax.  Editorial  space  these 
days  is  simply  too  dear  to  waste 
on  such  fragrant  promotions,” 
Mr.  Burdick  wrote. 


Shaw  Named  Manager 
Of  Minn.  Association 

Minnbupous 

Robert  M.  Shaw  was  named 
this  week  as  manager  of  the 
Minnesota  Newspaper  Associa¬ 
tion,  to  succeed  Ralph  W.  Keller, 
71,  who  is  retiring  Dec.  31.  Mr. 
Keller  has  headed  the  associa¬ 
tion  for  23  years. 

Mr.  Shaw,  42,  attended  high 
school  in  International  Falls  and 
was  graduated  from  the  Univer¬ 
sity  of  Minnesota  where  he 
earned  a  B.A.  in  philosophy  and 
an  M.A.  in  Journalism.  He  also 
did  post  graduate  work  at  the 
University  of  Heidelberg,  Ger¬ 
many. 

He  was  named  manager  of  the 
Washington  Newspaper  Pub¬ 
lishers  Association  in  1961  after 
serving  four  years  as  assistant 
manager  and  also  assistant  pro¬ 
fessor  at  the  University  of 
Washington  Department  of  Com¬ 
munications. 


Heyn  Leaving  FW 

Family  Weekly  and  Suburbia 
Today,  newspaper  supplements, 
will  have  a  new  editor  Oct.  12. 
Robert  Fitzgibbon,  managing 
editor  of  FW  for  eight  years, 
is  being  moved  up  to  editor-in- 
chief  when  Ernest  V.  Heyn 
leaves  to  become  associate 
publisher  and  editor  of  Popular 
Science  Monthly. 
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three  ads  would  depend  the  ads  than  any  other  period  within  ^nwaw 

future  scope  of  the  campai^  the  last  seven  years  .  . 
which  ultimately  could  give  each  “2.  Your  publishers’  active  ^ 
paper  13  full-page,  full-color  ads.  merchandising  help  with  our  dis-  aCDSI  JjmOVCS 
Mr.  Wilcox  made  it  plain  that  tributors  at  the  local  level  has  ^ 
neither  the  agency  nor  the  generated  a  tremendous  amount  Pepsi-Cola  Company  bottlen 
brewery  was  making  any  com-  of  enthusiasm  for  newspaper  used  four  newspaper  color  ad- 
mitments  or  promises  which  it  advertising  in  our  distributor  vertisements  in  Northern  Cali- 
might  not  be  able  to  live  up  to.  organization.  fornia  areas  to  support  the  conj. 

Mr.  Wilcox  tactfully  but  di-  “3.  My  salesmen  are  also  re-  pany’s  successful  advertising  de. 

rectly  explained  to  the  news-  enthused  on  the  importance  of  scribed  in  E&P  Sept.  19,  page  19. 
paper  executives  that  Lone  Star  newspaper  merchandising  at  the  In  addition,  the  Pepsi-Cola 
was  ready  to  commit  33%  of  its  local  retail  level.”  Bottling  Co.  of  Stockton,  Inc., 

ad  budget  to  newspapers  in  1964  “4.  I  feel  sure  that  many  re-  used  a  special  “shopping  .spree" 

— compared  to  5%  in  1963 — if  tailers  contacted  (by  local  news-  contest,  advised  Roy  Boatman, 
newspapers  could  deliver  the  ad-  paper  ad  people)  were  left  with  president.  This  event  and  the 
vertising  effectiveness  and  the  the  impression  that  Lone  Star’s  winners  were  announced  in  a 
merchandising  support  from  in-  advertising  was  second  to  none  series  of  eight  1000-line  ads  in 
dividual  newspapers  as  TDNA  as  far  as  quality  and  quantity  the  Stockton  (Calif.)  Record. 
had  claimed  they  could  deliver,  are  concerned.”  San  Francisco  and  Stockton 

And  finally,  Mr.  Jersig  re-  area  bottling  associations  both 
Merchandising  Requested  ported  to  the  TDNA  that  Lone  used  a  full  page  of  full  color,  a 
Specifically,  he  asked  for  mer-  Star’s  sales  for  1964  were  20,-  two  color  page  and  two  1000- 
chandising  support  which  would  000  barrels  ahead  of  1963,  line  two-color  Diet-Pepsi  ads  in 
deliver  (1)  the  inclusion  of  Lone  through  July,  an  increase  of  13  cities.  The  copy  was  released 
Star  Beer  in  the  local  adver-  better  than  4%.  by  Post-Keyes-Gardner,  Inc. 
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Benefit  from  our  Vast  Newspaper  Audience 


ANNOUNCEMENTS 


ANNOUNCEMENTS 


Newspaper  Appraisers 


Newspaper  Brokers 


APPRAISALS  FOR  ESTATE.  TAX. 
Partnership,  loan  and  insurance  pur¬ 
poses.  Sensible  fees.  Brochure.  Marion 
R.  Krehbiel,  Box  8S,  Norton,  Kansas. 


IT'S  NOT  THE  DOWN  PATMENT 
that  buys  the  newspaper — it's  the  per¬ 
sonality  and  ability  of  the  buyer.  Thii 
is  why  we  insist  on  personal  contact 
selling. 

LEN  FEIGHNBHt  AGENCY 
P.O.  Box  189,  Mt.  Pleasant,  Michigaa 


APPRAISALS  FOR  ALL  PURPOSES 
Newspaper  Service  Company,  Inc. 
P.O.  Dr.  12428,  Panama  City,  Fla. 


CONFIDENTIAL  NEGOTIATIONS 
for  purchase  and  sale  of 
Daily  NEWSPAPERS  Weekij 
in  Eastern  states 
W.  B.  GRIMES  &  CO. 
Dupont  Circle  Buildinir 
Washington,  D.C.  20036 
DEcatur  2-2311 


Newspaper  Brokers 


The  DIAL  Agency,  1503  Nazareth, 
Kalamazoo,  Mich.  Phone  349  -  7422 
"America’s  No.  1  Newspaper  Broker" 


SALES-FINANCING-APPRAISALS 
P.  T.  Hines,  Publishers  Service 
Box  3132,  Greensboro,  N.C.  27402 


CONFIDBa4TIAL  INFORMATION 
Daily  Newspaper  Properties 
W.  H.  Glover  Co..  Ventura,  Calif. 


FINANCIALLY  ABLE  CLIENTS 
want  papers,  tiet  us  explain  our  con¬ 
fidential  plan.  It  will  appeal  to  those 
who  want  to  sell  without  it  being 
generally  known.  Dixie  Newspapers. 
P.O.  Box  490,  Gadsden,  Ala. 


DEAN  SELLE3tS  sells  Arizona  and 
Western  Newspapers,  625  E.  Main. 
Mesa,  Arizona.  Phone  964-2431. 


E&P  Employment  Zone  Chart 

Use  zone  number  to  Indicate  location  without  apecinc  Identification 


AND  COMFANY 

NEWSPAPER  SALES, 
PURCHASES,  LEASES 


FINANCIAL  CONSULTANT 


YOUR  CONFIDENCE 
RESPECTED 


Tfmote  3-3018 
KAIEIGM.  N.  C. 
1807  McDonald  lane 


NATION  WIDE  PERSONAL  SERVICE 
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!Setc»paper  Brokers 


pacific  northwest  Licensed 

BroUer  of  Newspaper  Properties 
HARRIS  ELLSWORTH 
p.  O.  Box  509,  RoseburK,  Oregon 

ypicspapers  For  Sale 

HAILIES  and  WEEKLIES 
Midwest  and  Southeast 
now  ivailable.  Require  as  little  as 
$15,U0U  down  payment.  Call  or  write: 
Bill  M  itthew.  Broker,  Panama  City, 
Fla.  Phone  234-3743.  day  or  night. 

FINUST  SUBURBAN  NEWSPAPEHI 
PKOPERTY  IN  THE  WEST! 

Only  1150,000  down  includes  receiva¬ 
bles.  ultra  modern  plant,  finest  locale, 
most  iiermissive  terms  I  have  ever 
offered. 

J.  A.  Snyder,  Newspaper  Broker 
2234  E.  Romneya  Dr.,  Anaheim,  Calif. 


CLASSIFIED 

Advertising  Rates 

Line  Rotes  EACH  CONSECUTIVE 
Insertion 

SITUATIONS  WANTED  (Payable  with 
order)  4  times  ®  80c  per  line  each 
insertion;  3  times  ®  90c;  2  @  $1.00; 
1  time  $1.10  per  line.  If  keyed,  add  50c 
for  box  service  and  count  as  1  addi¬ 
tional  line  in  your  copy.  3  lines  minimum. 
Air-mail  service  on  blind  ads  $1.00  extra. 
Do  not  send  irreplaceable  clippings,  etc. 
in  response  to  Help  Wanted  ads  until 
direct  request  is  made  for  them.  E&P 
cannot  be  responsible  for  their  return. 

ALL  OTHER  CLASSIFICATIONS: 
4  times  ®  $1.25  per  tine  each  insertion; 
3  times  ®  $1.35;  2  9  $1.45;  1  time 
$L55  per  line.  If  keyed,  add  50c  for  box 
service  and  count  as  1  additional  lint  in 
your  copy.  3  lines  minimum.  Air-mail 
service  on  blind  ads  $1.00  extra. 

NEWSPAPERS  FOR  SALE 
(Payable  with  order) 

52-Time  Contract  Rate 
85c  per  line 

MEASUREMENTS  AND  CHARGES: 
EtP  classified  advertising  is  set  in  6-peint 
type.  Advertisements  set  completely  in 
6-point  up  to  a  maximum  of  20  lines, 
without  white  space,  display  heads,  etc., 
will  be  billed  at  the  specified  rate  (see 
rate  chart  of  various  numbers  of  inser¬ 
tions)  on  a  line  count  basis.  For  example, 
an  advertisement  of  ten  lines  will  be 
billed  at  10  times  the  classified  line 
rate,  etc. 

Advertisements  using  extra  white  space 
and/or  display  heads,  text,  or  signature 
in  Vogue  Light  8.  10.  12,  or  14-point 
maximum,  will  be  charged  by  agate  rule 
measurement — (14  lines  per  inch)  at 
the  prevailing  rate  for  the  number  of 
insertions. 

DI5PLAY  CLASSIFIED:  The  use  of 
rules,  boldface,  cuts,  or  other  decorations 
changes  your  classified  ad  to  “classified 
display.”  The  rate  for  Classified  Display 
is  $2.50  per  agate  line — $35  per  column 
inch  minimum  space. 

DEADLINE  FOR  CLASSIFIED  AD¬ 
VERTISING,  Tatsdoy,  5:00  P.M. 
Count  five  average  words  to  the  line.  No 
abbreviations.  Box  holders’  identities  held 
in  strict  confidence.  Replies  mailed  daily. 
Editor  &  Publisher  reserves  the  right  to 
edit  all  copy. 

Editor  &  Publisher 

$50  Third  Avw.,  N.  Y.,  N.  Y.,  10022 
Phonw  PLcaa  2-7050 
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Newspapers  For  Sale 


ONE  OF  CALIFORNIA’S 
FINEST  NON-DAILY 
PROPERTIES 
■fk  Isolation 
■A  Growth 
^  Good  Earnings 
dr  Well-Equipp^  Plant 
Will  Require  $90,000  Cash  Down 
★ 

ABBO’TT  E.  PAINE 
P.O.  Box  222 

San  Bernardino,  Calif.,  with 
VERNON  V.  PAINE 
Newspaper  Broker 
899  West  Bonita  Avenue 
CHaremont,  California 

ROCKY  MOUNTAIN  and  southwest¬ 
ern  newspapers  ranging  from  $17,000 
with  $6,000  down  to  $250,000.  Lyle 
Mariner  Associates,  1441  Welton  St., 
Denver,  Colo.  534-6009. 

COUNTY  SEAT  WEEKLY.  Will  pay 
entire  cost,  plus  interest  and  salary, 
in  11  years.  Exclusive  in  rich  Midwest 
farm  area.  Please  list  experience. 
Larry  Towe  Agency,  Winter  Park, 
FTa. 

SEVERAL  GOOD  IOWA  WEEKLIES, 
L.P.  or  Offset.  Write:  D.  C.  Griggs, 
c/o  Hopkins  Real  Estate,  New  London, 
Iowa. 

AFTERNOON  DAILY  for  sale  in 
Zone  6.  Ideal  for  joint  ownership  hy 
adman  and  newsman.  Owner  ready 
to  retire.  Give  full  details  of  ability 
and  financial  health  to  Box  477,  Edi¬ 
tor  &  Publisher. 


liONO  RSTABUSHED  8MAIJ,  DAILY 
in  growing  area  of  northern  California, 
I  $40,000  down.  Lyle  Mariner  Assoc., 
i  1441  Welton,  Denver,  Colo.  Phone  584- 
I  6009. 


1.  NORTHEAST.  1963  volume  exceed¬ 
ed  $40,000.  Adequate  plant.  Priced 
at  $30,000.  Terms. 

2.  SOUTHWEST.  Weekly  group  serv¬ 
ing  fast  growing  area.  Offset. 
Priced  at  $75,000.  Terms. 

JACK  L.  STOLL  &  ASSOCIA’TES 
6381  Hollywood  Blvd, 

Los  Angeles  28,  California 


WEEKLY  NBnVSPAPER,  Westchester, 
N.Y..  with  national  advertising.  Aver¬ 
age  gross  last  3  years  $11,000  with  no 
solicitation.  Pric^  for  quick  sale  at 
$5,000.  Call  (203  934-0841). 


WEEKLY  WITH  UNTAPPED  POTENTIAL 
in  rapidly-growing  Northern  New  Jer¬ 
sey.  Annual  income  $70,000.  No  plant. 
Reasonably  priced — terms.  Box  608, 
Editor  &  Publisher. 


Business  Opportunity 


WASHINGTON-BASED  NEWSLETTERS, 
highly  regarded  and  authoritative. 
Well  established.  Editorial  staff  avail¬ 
able,  but  ideal  for  editor-owner  desir¬ 
ing  to  draw  $18,000-1-  annually.  Down 
payment  $15,000.  Box  619,  Editor  & 
Publisher. 


Publications  For  Sale 


NEWSPAPER  SERVICES 


Features — Photos 


WEEKLY  NEWS  PHOTO  SERVICE 
Free  editorial  cartoon.  Write  for 
proofs.  Jim  Harvey,  HARVEY  ART 
SHIRVICB,  P.O.  Box  “F,”  Mount  Pros¬ 
pect,  Illinois. 

LET  US  SELL  YOUR  FEATURES  in 
Britain,  Commonwealth  &  Europe.  Top 
prices  obtained  for  top  interviews,  arti¬ 
cles.  profiles,  series.  Fisher  Features, 
47  Fleet  St.,  London,  E.  C.  4. 


HANDY  FILLERS,  printed  11  pica 
unit  copy — save  editorial  and  composing 
costs.  P.O.  Box  5461,  San  Francisco. 

Press  Engineers 


Newspaper  Presses  and  Conveyors 

’THE  EDWARDS  ’TRANSFER 
Co.,  Inc., 

1100  Ross  Ave.  -  1315  Ashland  St. 

Dallas  2,  Texas  Riverside  1-6363 

ERECTING,  DISMANTLING 
TRUCKING.  REPAIRING 
AND  PROCESSING 
Serving  the  South  and  S.W.  since  1900 


NEWSPAPER  SERVICES 


Press  Engineers 


Newspaper  Press  Installations 
MOVING— REPAIRING— ’rRU(3KING 
Hbepert  Service — World  Wide 
SKIDMORE  AND  MASON  INC. 
55-59  Fourth  Street 
Brooklyn  31,  New  York 
JAckson  2-6106 


EQUIPMENT  MART 


Composing  Room 


FOR  SALE 

Used  T.T.S.  Perforators.  In  daily 
production  prior  to  installation  of  new 
equipment.  Contact  Coleman  Wright. 
The  Sun  Company,  San  Bernardino, 
California. 


L.  &  B.  HEAVY  DUTY 
NEWSPAPER  ’TURTLES 
are  in  use  all  over  the  United  States 
and  foreign  countries.  “Ask  the  man 
who  uses  Uiem.”  $84,60  to  $97.60.  None 
better  at  any  price.  Write  for  litera¬ 
ture. 

L.  &  B.  SALES  COMPANY 
111-113  W.  Market  St.,  Elkin.  N.C. 

World’s  largest  distributor  of 
Newspaper  Form  Trucks 
Telephone:  836-1613 


CLASSIFIED  ADVERTISING 
Order  Blank 


Address. 


Clastification. 


CANADIAN 

PUBLISHING  BUSINESS 

Small  Canadian  publishing  busi¬ 
ness  has  built  up  for  two-and- 
half  years  a  considerable  oper¬ 
ating  loss.  At  present  operating 
with  a  small  profit  but  owner 
discontented  and  wishes  to  dis¬ 
continue.  What  we  are  selling 
is  a  tax  loss  situation  plus  a 
property  which  can  be  reason¬ 
ably  attractive,  plus  an  oppor¬ 
tunity  to  obtain  a  foothold  in 
Canada.  Full  information  will  be 
furnished  to  interested  parties. 

BOX  475 

EDITOR  &  PUBLISHER 


Q  Assign  a  box  number  and  mail  my  replies  daily. 


To  Run: . Times 

Mail  to: 


Till  Forbidden 


BDITOI  a  PUBLISHft  •  SU  ThM  Avenue  e  New  York,  New  York.  1002] 
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Equipment  Mert 


BUY  OR  SELL  NEW  OR  USED  NEWSPAPER  EQUIPMENT  IN  THIS  BIG  MARKET-PLACE 


Compoting  Room 


INTERTYPE  WITH  TTS.  MODEL  C 
(3  mas.)  with  adapter  keyboard  and 
standaH  operating  unit.  Electric  pot, 
motor,  Marsrach  feeder,  4  molds.  Per¬ 
forator  not  included;  otherwise  ready 
for  tape  production,  $3,250.  Times-  ' 
Journal,  Cobleskill,  N.Y,  518-AF  4-  I 
2515. 

Perforator  Tape 

LOWEST  PRICE  and  liest  quality  j 
perforator  tapes  in  USA.  $.31  per  roll  : 
for  8*  and  $.95  for  14" — all  widths 
%  fob  Cincinnati,  Ohio.  Cartons  only. 
Order  now  from : 

PORTAGE  NEWSPAPER  SUPPLY 
44  E.  Exchange  St.,  Akron,  Ohio 

PERFORATOR  TAPE-TTS  &  FRIDEN 
8"  or  14"  dia.  rolls.  Quality  &  Economy 
FURMAN  O.  RUFF  SALES  ! 

P.O.  Box  12256,  St.  Petersburg,  Fla.  j 

Pretse*  &  Machinerr 

MUST  GO— WILL  SACRIFICE!  i 

5  UNITS 
GOSS  UNITUBE 

Twin  Arrangement 
600  series 

Color  deck,  page  folder,  built  in.  ! 
Complete  w/vacuum  casting  box  and 
late  style  stereo  type  equipment  In¬ 
cluding  tubular  router. 

UNIVERSAL  PRINTING 
EQUIPMENT  CO.  INC. 

Lyndhurst,  New  Jersey 
N.J.  GE.  8-3744  N.Y.  OX.  5-5458 

8-UNIT  GOSS  23-9/16''  j 

With  2  extra  color  cylinders,  two 
reversible  units  for  full  color.  Two  i 
double  folders,  C-H  conveyors,  reeis.  | 
AC  drives. 

Con  he  divided  into  2  Octuples 
/Available  immediately! 

BEN  SHULMAhTASSOCIATES 

60  E.  42nd  St.  N.Y.  17  OX  7-4590 

Harris  Mod.  LTC — 22  x  30  Offset 
Harris  Mod.  EL— 22  x  .36  Offset  i 

(2)  Ludlows— Gas  and  Electric  Pot 
(1)  Left  Hd.  Cabinet  w/mats  (Send  for 
Mat  List) 

Linotype  Mod.  8  Electric  Pot 
APEX  PTG.  MACHY.,  210  Elisabeth 
St..  NEW  YORK-12.N.Y.  WOrth  6-0070 

Twin  75  HP  Electric  drives. 

Curved  Routers  all  lengrths. 

Tubular  Routers. 

Pony  Autoplate  23^''  length. 

What  are  your  needs? 
GEORGE  C.  OXFORD 
Box  903  Boise,  Idaho 

8-UNITS.  2  DOUBLE  POLDERS. 
224i"  3  color  hum,.s,  2-100  H.P.  AC 
drives,  reels  and  tensions,  complete 
stereo.  j 

LOYAL  S.  DIXON  CO. 

"Newspajier  Equipment  Dealers” 
11426  Penrose  St.,  Sun  Valley.  Calif. 

16-PAGE  HOE  single  width  two-deck 
stereotype  press  with  re-built  folder, 
overhauled  25  HP  motor  and  main 
drive.  22% "  cut-off,  7000  per  hour  16- 
l>age  papers.  Available  now,  $12,500. 
Daily  Ledger-Gazette,  P.O.  Box  711, 
I.Ancaster,  Calif. 

GOSS  Cox-O-Type  press.  Excellent 
condition.  Available  now  due  to  offset 
conversion.  Maintained  under  Goss 
service  contract.  Priced  to  sell.  Sub¬ 
urban  Publications,  134  N.  Wayne 
•Ave..  Wayne,  Pa. 

HARRIS  S7L,  running  good  —  3.900 
copies  24-pages  weekly;  big  No.  8 
Omaha  folder  with  extra  trimmer.  8 
years  old :  4-pnge  vacuum  frame  with 
arc;  all  for  $5500.  (^ing  web.  Enter¬ 
prise,  Natchitoches,  La. 


Presses  &  Machinery 


MUST  SELL  QUICKLY 
AS  IS  —  WHERE  IS 

Miehle  No.  3 — 4  roll.  2  revolution  press. 
Serial  7668,  Printing  Machinery  Main- 
I  tenance  Co.  Extension  delivery.  Cross  j 
I  28  X  43  inches.  Model  C-176  continuous 
feed  belt  connection  to  5  h.p.  motor, 
3-phase,  60-cycle,  220-volt,  1130  r.p.m. 

!  push  button  control. 

ty  ☆  ☆  ! 

American  Tj-pe  Founders  Kelly  B  auto-  ] 
I  matie  cylinder  press  17  x  22  inch  with 
i  oversized  cylinder  extended  printing 
surface.  1  h.p.  motor,  3-phase,  60-cycle. 
220  volt.  One  Leiman  1  inch  air  pump. 

]  Belt  driven  by  G.E.  H  h.p.  motor,  3- 
phaee,  60-cycle,  220-volt,  1740  r.p.m. 

☆  ☆  ☆ 

Golding  Job  Press.  12  x  18-inch  plate 
I  with  ink  distributor  and  counter.  G.E. 

I  H  h.p.  motor,  1-phase,  60-eycle,  110- 
j  volt,  variable  speed. 

I  lY  ☆  •Y 

Miehle  No.  .3 — 4  roll.  2  revolution  press. 

I  serial  No.  9401.  G.E.  3  h.p.,  .3-phase, 
i  60-cycle.  220-volt.  1725  r.p.m.  push  but¬ 
ton  control. 

Contact:  Horace  Heller 
Daily  Record — Stroudsburg,  Pa. 
717-421-3C00 

^  HOE  OCTUPLE  PRESS ' 

4  Eloor  Units  &  Folider 

Four  straight  pattern  16-page  units 
with  one  double  folder,  two  deliveries. 
22%"  cut-off.  Prints  standard  news- 
'  papers  4  to  .32-pages  by  2-p.'ige  jumps; 

'  or  32  to  64  pages  by  4-page  jumps.  End 
roll  paper  brackets  and  AC  motor  drive. 

JOHN  GRIFFITHS  CO..  INC. 

420  Lexington  Ave..  N.Y.,  N.Y.  10017 
I  Area  Code  212  MU  .3-4774 

!  "  5-UNIT  GOSS  PRESS 

!  Arch  Type — 22-34" 

,  fine  Extra  Color  (Cylinder  plus  two 
Reverses,  for  Full  and  Snot  Color. 
Reels  and  Tensions.  Double  Folder  with 
Conveyors.  Balloon  Formers. 

Ercrllent  emdition.  Available  August. 
Located  California. 

BEN  SHULnT^nT ASSOCIATES 

60  E.  42nd  St.  N.Y.  17  OX  7-4590 

,3— UNIT  HOH  21>(." 

Web  2.301.  Two  Folders,  Reliance  Motors. 
Excellent  Otndition. 

PONY  AUTOPLATE  EQUIPMENT— 
Factor}'  Rebuilt,  Metal  Pump  3-Ton 
Furnace,  G.E.  Immersion  Heating 
Elquipment. 

GO.SS  CTURVED  ROUTER  Serial  194. 
MOTOR  GENERATOR  SET 

Contact 
R.  J.  Hummel 

CALL-CHRONICLE  NEWSPAPERS 
Allentown.  Pa. 

COLE  FOLDERS 
TRIMMERS-GLUERS 

-  *.4  -  Double  Parallel  or  anv  combi¬ 
nation  for  Rotary  Presses.  High  Speetl. 
Okla.  City  Mach.  Wks..  Tnc..  1637  W. 
Main,  Oklahoma  City,  Oklahoma. 

AC  405  CEntral  6-8841 

ATF  SOLNA  18x24"  PERFECTOR,  3 
years  old  with  roll  feed  attach.  ;  16 
station  Normanco  tabloid  collator- 
stitcher-folder.  Excellent.  FLASHES 
PUBLISHERS.  Allegan.  Mich.  616- 
673-2141. 

MODEL  “E"  DUPLEX,  ser.  2^1580. 
new  1947.  A-1  condition.  16  Chases.  8- 
col.,  11  em  plus  double  truck.  Reduced 
to  $6. .300.  Available  Oct.  People’s 
Press,  Owatonna,  Minn. 

HARRIS  S7L  in  good  condition.  On 
the  floor.  Paper  consolidation  forces  iis 
to  dispose  of  this  press  immediately. 
Make  us  a  bid  I  Detroit  Lakes  News¬ 
papers.  Detroit  Lakes,  Minn. 


Presses  &  Machinery  ' 


Sta-Hi  Final  Trim — 22%"  I 

Monomelt  Plane-O-Plate — Extra  Blade  i 
— Factory  rebuilt 

Hammond  Plate  Shaver  Model  S-8C — 
Like  new 

Hammond  E-7,  Raster — 8  column — gas 
R.  Hoe  Curved  Router  21  %"  Enclosed 
and  22 Vi"  Enclosed 

Gas  Ludlow  —  Universal  Cabinets  — 
Standard  Cabinet 

(Send  for  our  mat  list — over  100 
fonts) 

Power  Page  Storage  Bin — Double  Unit 
— Store  36  pages 
Stereo  Chases — All  cut  offs 
Wood  Mat  Roller— Medium  Heavy — re¬ 
built — chain  drive  A/C 
Goss  45U  Mat  Roller — ^The  Industries 
Giant  13,000  lbs.  for  around  the  clock 
molding 

Duplex  Tubular  Mat  Roller 
Pony  Autoplate — 23^"  cutoff 
Goss  Cox-O-Type — Rebuilt 
Goss  Comet  Press 
AB  Duplex  Press 

Tandem  %  and  Duplex  Tubular  Fold¬ 
ing  Machine — Takes  6  Webs,  Speeds 
over  20,000  copies  t>er  hour 
Hand  Mat  Rollers — Wescl — Hammond — 
Nolan 

Model  8  Linotype — Electric — Fan  Type 
Model  F.  Elrod — Electric — 7  molds 

Universal  Printing  Equipment  Co.,  Inc. 

Lyndhurst.  New  Jersey 
201  GE.  8-3744  N.J.  OX.  5-5458  N.Y. 

TuNIT  SCOTT— 223/4'' 

Steel  CVlinder — Roller  Bearing — Arch 
typo  in-line  Units  with  2  H-D  3/2 
Double  Folders — 2  AC  Drives — Reels 
and  Tensions — Trackage  C-H  (Convey¬ 
ors— 4  Capco  Portable  Color  Fountains 

Attractively  Priced — Removed  &  Loaded 
Located  Pontiac,  Michigan 

BEN  SHULI^iTaSSOCIATES 

60  E.  42nd  St.  N.Y.  17  OX  7-4590 

TOMPKINS  SPECIALS  FOR  SEPT. 
Miller  simplex,  good  condition 
Several  C&P  &  Kluge  units 
18  &  24"  Kenro  cameras-colortran 
LTG  Harris  OMC  spray-LSN  Harris 
40"  Seybold  power  cutter 
51"  C&P  power  cutter 
All  sizes,  NuArc  equipment 
Royal  Zenith  23x30",  demo 
Royal  Zenith  cutters 
Ask  about  our  Rent-A-Plan 
Call  collect— .31 3-TA  .5-8800 
TOMPKINS  PRINTING  EQUIP.  CO. 
1040  W.  Grand  Blvd. 

Detroit.  Mich.  48208 

16-page  two-to-one  Duplex  Tubular 
complete  with  AC  drive,  rubber  rollers, 
chases  and  color  fountains.  Late  style 
stereo  includes  vacuum  back  casting 
box,  heavy  plate  finisher,  pot.  pump 
and  curved  router.  Complete  at  $30,000. 
NEWS-VIRGINIAN 
Waynesboro.  Virginia 

SACRIFICE  good  Model  D  Duplex.  Two- 
way  printer,  and  fast.  Not  a  web 
breaker.  Good  printer.  Idled  by  con¬ 
solidation  and  web-offset  conversion. 
Can  he  seen  running.  $3500.  Must  move 
in  60  days.  Lovington  Leader,  loving- 
ton.  N.  M.  Contact  W.  H.  Graham.  Box 
265.  Farwell,  Texas,  or  phone  481-3877, 
Farwell. 


Presses  &  Machinery 


SCOTT  PRESSES— 23-9/16" 

14  UNITS— 2  FULL  COLOR  DEf  KS— 
4  HALF  COLOR  DECKS— REVI.ilSES 
—2  HEAVY  DUTY  3/2  DOUBLE 
bXILDERS  WITH  (X)NVEYOR.8— 14 
REELS,  TENSIONS  AND  WOOD 
ELECTROTAB  PASTERS  —  TRACK- 
AGE— HURLETRON  COLOR  Rl'.GIS 
TER  CONTROL— WEB  SEVERING 
DEVICES  —  MAGNETTIC  CYLINDER 
BRAKES— PORTABLE  COLOR 
FOUNTAINS. 

WOOD  JR.  AUTOPI^TB 
WOOD  HEAVY  DUTY 
AUTOSHAVER 

This  is  high  speed  equipment — 45,004 
per  hour — with  Cylinder  Gears  in  Oil 
Casings.  Can  he  split  up  as  2  Presses 
to  suit  your  requirements.  Available 
immediately — Located  Vancouver.  B.  C. 

BEN  SHULMAN  ASSOCIATES 

60  E.  42nd  St.  N.Y.  17  0X  7-4590 


Stereotype  Equipment  For  Sale 

lO-TON  ELECTRIC  FURNACE:  pneu¬ 
matic  pump;  Wood  Jr.  Autoplate.  21^ 
inch:  Wood  Standard  Autoshaver.  Ben 
Shulman  Associates.  60  B.  42nd  St., 
New  York,  N.Y.  10017. 

MOLDING  PRESS 

Lake  Erie  Directomat.  800  ton,  24  x  30 
Steam  Platens  in  “new”  condition,  used 
only  experimentally  for  one  year.  Com¬ 
plete  automatic  cycling  for  closing, 
pre-heating,  low  and  high  pressures 
and  opening.  With  or  without  extra 
pre-heating  station.  Immediately  avsil- 
able.  can  be  seen  in  operation.  (Con¬ 
venient  terms  can  be  arrangerl. 

MOSSTYPE  CORPORATION 
Waldwick.  N.  J.  Phone:  444-8000 

Wanted  to  Buy 

Linotypes— Intert  ypes — Ludlows 
PRINTCRAFT  REPRESENTATIVES 
136  Church  Street.  New  York  7.  N.  Y. 

TWO  GOSS  HEADLINER  UNITS. 
22% "  cut-off  with  reels,  pasters  and 
motors  if  available  The  Herald  Com¬ 
pany.  220  Herald  Place,  Syracuse. 
N.  Y.  13201. 

THREE  LINOTYPE  fX)METS.  with  or 
without  TTS.  Delivery  Oct.-Dec.  Box 
83.  Ekiitor  &  Publisher. 

ONE  24-PAGE  #460  GOSS  Straight- 
line  Junior.  State  location  and  price. 
Write:  Lozano  Transfer  Co..  2219 
Victoria  St.,  Lareclo.  Tex. 


NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  POLI.ERS 
-STEREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  East  42nd  St..  N.Y,  17  OXford  7-4590 


.Web  rotogravure  MAGAZINE  PRESS, 
Offset  Press,  16-page.  2  folders,  ideal  4.unit8  or  more,  folder.  Claremont 
for  large  weekly  or  small  daily  papers.  ji.i;  san  l>eandro  Way,  San 

can  be  seen  running;  Benson  Printing  Francisco-'’?  Calif 
Co..  Inc..  P.O.  Box  142.  Channelview. 

Texas  77630.  Phone  GL-2-2614  GL-2- - 

-322.  HF.I.P  WANTED 


GOSS  COMET  FLATBED  #324.  Need 
space.  Outstanding:  condition  —  mini¬ 
mum  use.  Can  be  move<l  on  trailer 
without  dismantling::  low  re-erection 
costs.  $45C0.  Genesee  Valley  Newspa¬ 
pers*  7  State  St.,  Pittsford,  New  York. 

FOR  SALE;  Take  immediate  posses¬ 
sion  of  fpood  8-page  Goss  Comet  flat 
bed  press.  $2,250— AIWI.  Wm.  H. 
James,  Valley  Courier,  Alamosa,  Colo. 

GOSS  COMET  #409  located  in  Eustis. 
Fla.,  complete  with  V-Speetl  motor. 
$2,500.  Box  473,  Editor  &  Publisher. 


Administrative 

"'TABoiTiL^nO^ 

Metrot»Iitan  West  Coast  daily  hM 
immediate  need  for  a  man  with  solid 
background  in  Labor  Relations.  Degree 
require<l  in  addition  to  good  foundation 
in  other  aspects  of  Industrial  Relatione 
function.  This  position  offers  unusual 
opportunity  for  the  right  individual. 
Please  include  e<lucation,  experience 
and  salary  history  in  your  reply.  All 
replies  confidential.  Box  462,  Editor 
&  Publisher. 
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Help  Wanted 

READ  THESE  COLUMNS  FOR  THE  BEST  JOB  OPENINGS  IN  THE  NEWSPAPER  INDUSTRY 


Administrative 

YOl"'  <1  MAN  with  snies  ability  to  run 
me<li  -size  commercial  printinK  and 
ortice  upply  dept,  (or  rapidly-Krowinit 
newsi  :|>er  in  Zone  3.  Experience  not 
essen  d.  most  imiiortant  is  desire  to 
learn  .  nd  produce.  E.xcellent  opinirtuni- 
ties  f""  advancement.  Initial  $100  week 
salary.  Write  Box  434,  Editor  &  Pub¬ 
lisher. 


GEN.  RAL  MANAGER 
GROWING  SOMEWHERE? 

prnirressive  daily  (50-100,000  circu¬ 
lation  class)  located  in  a  fast-Krowine 
comniiinity  in  Zone  9  is  seekint?  a  (len- 
cral  ManaRer.  This  is  an  exceptional 
irrowth  opportunity  for  the  man  who  is 
.suHiciently  experienced  to  assume  full 
responsibility  for  a  profitable  and  ex- 
pandinR  oi>eration. 

Broad  newspaper  business  exi>erience, 
creativeness,  and  successful  leadership 
proven  by  past  iwrformance  results  are 
essential.  Editorial  exi>erience  would 
l«  an  added  plus.  Excellent  salary, 
lienefits  ami  workinR  conditions  are 
offered  with  this  Rrowth  opportunity, 
.■tend  complete  confidential  resume  to 
Box  .51.').  Editor  &  Publisher. 


GENERAL  MANAGER  to  completely 
run  daily  for  absentee  owner  in  l>eau- 
tiful,  well-balanced  community.  Prefer 
native  of  Maryland,  Ohio  or  Pennsyl¬ 
vania.  Must  be  collefte  trraduate,  35- 
15,  with  journalism  backftround  and 
successful  record  in  advertisinir  and 
business  manairement  on  .small  or 
medium-size  daily.  Salary  $12,000  to 
start  plus  incentive  plan  with  stock 
option.  Our  personnel  know  of  this 
advertisement.  Ck>nfidence  Ruaranteesl. 
Box  .510,  Editor  &  Publisher. 


PUBLISHER’S  ASSISTANT— Newspa- 
l)er  in  60,000  ranRe.  Heavy  emphasis 
on  lator  relations  and  neRotiations 
plus  diversified  newspaper  experience. 
.\dvancement  potential  unlimited.  Box 
498,  Editor  &  Publisher, 

Circulation 


CIRCULATION  MANAGER  for  Na¬ 
tional  Catholic  Weekly  Newspaper  to 
promote  circulation  in  the  Province 
of  Ontario.  Must  be  ambitious  and 
promotion-minded.  Send  resume,  salary 
expected,  to:  D.  J.  Cox,  Canadian 
ReRister,  Ltd.,  220  BaROt  St.,  KinR- 
ston,  Ont.,  Canada. 


SOUTHWEST 

Circulation  ManaRer,  RrowinR  small 
suburban  daily  &  shopper.  Bir  Rrowth 
opportunity  for  ambitious  man.  Go^ 
schools,  ideal  climate,  fine  town.  .Send 
complete  resume,  references.  &  salary 
requirements.  Box  461.  Editor  &  Pub¬ 
lisher, 


aRCULATTON  MANAGER  for  small 
daily  in  Area  6.  Write  RivinR  complete 
I  hackRround  resume  and  salary  re<inire- 
I  ment  in  first  letter.  All  replies  will  be 
kept  strictly  confidential.  Box  492, 
Editor  &  Publisher. 

Classified  Advertising 

CLASSinro  ADVERTISING  MANAGER 
for  larRe  metro  daily.  Chart  Area  2. 
Take  over  established  department,  Imth 
outside  sales  and  iihone  room.  Must  be 
particularly  experienced  in  phone  train- 
inR  and  direction.  Five-fisrure  salary 
and  l>onu8.  Replies  confidential.  Box 
521,  Editor  &  Publisher. 

Display  Advertising 

retail  advertising  salesman  — 
Solid  opportunity  on  fast  movinR  24,- 
000  daily  in  central  Florida.  Our 
I  Rro^h  demands  one  more  man  with 
•ellinR  ideas,  quick  layouts,  and  force¬ 
ful  approach.  Send  resume  of  expe¬ 
rience  and  small  photo  to  Box  428. 
Editor  &  Publisher. 

editor  ac  PUBLISHER 


Display  Advertising 

ADVERTISING  SALESMAN  needed 
by  Utah’s  larRest  and  fastest-RrowniR 
weekly  newspaper.  Newspaper  adver- 
tisjnR  sales  exi>erience  desirable,  but 
an  ability  to  sell  with  imaRination  and 
enthusiasm,  plus  Rood  Reneral  sales 
experience  more  imirartant.  This  is 
a  challenRinR  opportunity  in  a  solid 
field.  Write  full  qualifications  and 
backRround  to  P,  O.  Box  17377.  Salt 
1-ake  City,  Utah  84117.  No  out-of-town 
travelinR. 


AD  MANAGER — Immediate  openinR 
in  Florida.  GrowinR  firm  now  publishes 
2  annuals  with  more  planned.  Liberal 
commission  and  allowances  can  put 
income  well  up  in  5  fiRures  with 
definite  possibility  of  IiecominR  part 
owner.  Send  complete  resume  and 
references  to:  P.O.  Bo.x  11853 — St. 
PetersburR,  Florida. 


ADVERTISING  MANAGER 
Opportunity  for  experienced  and  ambi¬ 
tious  adman  on  established  weekly  in 
prosperous  community  on  the  E’astern 
Shore  of  Maryland.  Salary  desiRned 
to  attract  and  hold  person  with  imoR- 
ination  and  sales  ability. 

TTIE  STAR  DEMOCRAT 
Easton.  .Md. 


DUE  TO  RECENT  EXPANSION.  TTie 
Philadelphia  Inquirer  has  immeilinte 
openinRS  for  retail  display  salesmen. 
Would  prefer  2  to  4  years’  minimum 
sales  display  exjierience ;  also  open¬ 
inRS  in  the  classified  department.  Ex¬ 
cellent  Rrowth  potential.  Please  sub¬ 
mit  resume  to:  Personnel  Dept..  The 
Philadelphia  Inquirer,  400  N.  Broad 
St.,  Philadelphia,  Pa.  19101. 


ADVERTISING  MANAGER  for  small 
Pacific  Northwest  daily.  Want  man 
with  advertisinR  sales  experience,  dem¬ 
onstrated  leadership  ability.  Write  full 
details  to  Box  514,  Editor  &  Publisher. 


ADVERTI.SING  SALESMAN  on  Rroup 
of  Indiana  newspapers.  Good  sLartinR 
salary  and  future  in  small  community 
with  excellent  schools.  Write  RivinR 
full  backRround  resume  and  salary  re¬ 
quirement  in  first  letter.  All  replies 
will  lie  kept  .strictly  confidential.  Box 
495,  Eklitor  &  Publisher. 


ADVERTTSING  SALESMEN,  retail 
and  classifieil,  for  daily  newspaiiers  in 
E&P  Zones  5.  7  anil  8.  Send  complete 
typewritten  resume,  references  to  In¬ 
land  Daily  Press  Assn..  7  S.  Dearborn, 
ChicaRo  3.  Ill. 


ASPIRING  IN  ADVERTISING? 

Webster  defines  aspiring — 
“to  desire  eagerly.” 

An  ad  salesman  is  retirinR  from  our 
display  staff.  We  neeil  to  replace  him 
with  an  aspirinR  prospect. 

Formal  traininR  and  proven  sales 
record  are  prime  requisites. 

This  is  a  "hard  to  Ret”  job  for  the 
man  who  is  "hard  to  find.’’ 

WilminRton,  Delaware  is  a  rissI 
place  to  live.  'The  News-Journal  Com¬ 
pany  is  a  fine  place  to  work. 

Tell  us  aliout  yourself — then  ask  any 
questions  you  like. 

Write  to:  Personnel  Director.  News- 
Journal  Co..  831  OranRe  St.,  WilminR¬ 
ton,  Delaware, 


DISPLAY  ADVERTISING 
Opportunity  for  younR  ad  salesman  on  ' 
ChicaRO  staff  of  aRRressive  daily  news-  i 
paper  representative  firm.  .Some  mid-  j 
west  travel.  Salary  plus  expenses.  Sub¬ 
mit  experience,  .salary  and  references 
to  Box  512,  Fklitor  &  Publisher.  ! 


MANAGER-SALESMAN  to  head  Rrow¬ 
inR  commercial  printinR  business  in 
Indiana.  Gooil  future  in  small  com¬ 
munity  with  excellent  schools.  Please 
write  RivinR  full  backRround  resume 
and  salary  requirement  in  first  reply. 
All  replies  will  be  kept  strictly  confi¬ 
dential.  Box  ,507.  Editor  &  Publisher. 


NEEDED:  SALESMAN-MANAGER  for 
daily  In  town  of  4,500  In  midwest.  Nice  j 
town— Rood  paper.  Opportunity  for  ad  ' 
man  on  weekly  wantinR  to  step  up.  ' 
Write  Box  478,  Editor  &  Publisher. 

for  September  26,  1964 


Display  Advertising 


Editorial 


TOP  U.S.  DAILY  in  Zone  2  necls 
younR,  aRRressive  salesman  for  im¬ 
mediate  retail  display  opixirtunity.  Sal¬ 
ary  up  to  $150  i>er  week.  Write  full 
details  to  Box  518,  Editor  &  Publisher. 

Editorial 

METROPOLITAN  MORNING  Sunday 
newspaper.  Chart  Area  8,  has  immedi¬ 
ate  uiieninRS  for  qualified  copy  readers 
and  reporters.  This  is  an  ideal  situation 
for  younR  people  who  wish  to  move 
out  of  the  small  paper  cateRory.  Give 
full  details  of  education  and  work  ex- 
lierience  in  first  letter  to  Box  393,  Edi¬ 
tor  &  Publisher. 


DESKMAN 

Experienced  in  editinR,  head  writinR 
and  dummyinR.  News  staff  of  10.  No 
Sunday  paper.  Immediate  openinR. 
Write  fully  to  Tribune,  Fremont. 
Nebraska. 


GENERAL  NEWSMAN  for  small  city 
daily  that  wants  to  maintain  its  hiRh 
level  of  local  news  coveraRe.  Salary 
open  because  we  seek  experience  and 
will  pay  for  it.  Applicants  should  have 
some  news  camera  experience.  Excel¬ 
lent  workinR  conditions,  company-paid 
pension,  life  and  hospital-surRical 
plans,  other  usual  benefits.  Chart  Area 
5.  Box  415,  Editor  &  Publisher. 


LIVELY 

WEEKLY 

Is  RraduatinR  one  of  its  top  staffers 
to  a  major  daily,  and  has  immediate 
openinR  for  a  new 

WOMEN'S 

EDITOR 

We’re  lookinR  for  an  exceptional  younR 
woman  in  her  early  or  mid-208  with 
a  rare  writinR  touch,  makeup  know¬ 
how,  likes  variety  and  is  versatile. 
Our  50,000-eirculation  operation  offers 
unusual  opportunity  (just  ask  the  rbI 
who’s  stepped  up  into  biRRer  thinRsl). 
We’re  located  in  the  most  deliRhtful 
suburb  of  a  major  Florida  city.  Com¬ 
plete  resume  and  photo  with  first  let¬ 
ter.  please.  Box  414,  Editor  &  Pub¬ 
lisher. 


REPORTER 
W’e  want  an  experienced  man.  prefer¬ 
ably  one  from  smaller  daily  lookinR 
for  advancement.  Top  salary  and  liene- 
fits.  Send  full  resume  to  Kenneth  L. 
Gunderman,  ManaRinR  Editor,  The 
State  Journal,  LunsinR,  MichiRan. 


SPORTS  WRITER— HiRh  school  and 
feature  assiRnments.  ^uthern  New 
EnRiand  weekly.  Real  opportunity. 
$190  weekly  to  start.  Box  424,  Editor 
&  Publisher. 


CITY  EDITOR  for  six-day  evening 
county  seat  newspaper  with  depth  of 
experience  qualifyinR  him  to  direct 
younR  news  staff  of  eight.  Enthusiasm 
for  broad  local  news  coverage  and 
liberal  use  of  Unifax  and  local  pic¬ 
tures,  effective  and  imaginative  page 
layout  ability  and  cooperative  spirit 
are  requisites.  Modern  air-conditione<l 
offices,  thriving  college  and  industrial 
community  of  20,000  plus  excellent 
insurance  benefits,  two  weeks  vacation 
and  good  starting  salary  await  the 
man  who  can  meet  our  needs.  Write 
stating  qualifications  and  references 
to  Howard  Smallsreed,  Managing  ed¬ 
itor,  ’The  Ashland  Times-Gazette,  Ash¬ 
land.  Ohio  44185. 


COPY  EDITOR 

National  business  magazine.  Heavy 
consumer  or  financial  magazine  ex¬ 
perience,  Zone  2.  To  $13,000  or  more. 
Box  448,  Editor  &  Publisher. 


COPYREADER  wanted  for  prize-win¬ 
ning  Chart  Area  5  evening  daily.  Right 
man  will  get  top  salary — free  life 
and  hospital  insurance — bonus,  sick 
pay,  profit-sharing,  chance  for  ad¬ 
vancement.  Modem,  high-class  oper¬ 
ation.  Write  Box  468,  Editor  & 
Publisher,  giving  background,  date 
available,  salary  expected. 


EDITORIAL  WRI’TER 
Position,  assistant  editor  of  editorial 
page,  available  on  one  of  the  coun¬ 
try’s  largest  morning  metropolitan 
dailies.  Conservatively  oriented  edi¬ 
torial  policy.  Superior  salary  and  other 
benefits.  College  graduate  preferred; 
between  ages  35  to  45,  Chart  Area  5. 
Write  Box  418,  Editor  &  Publisher. 


SOMEWHERE  our  man  is  hidden  in 
a  "second”  reporter’s  slot  on  a  small 
or  medium  daily  newspaper.  We’d  like 
to  give  him  the  top  spot  with  excel¬ 
lent  salary  for  general  assignment  re¬ 
porting  sprinkled  with  a  few  feature 
assignments.  Position  affords  a  route 
to  an  editor’s  desk  for  the  right  man. 
Box  430,  Bklitor  &  Publisher. 


WE’LL  EXCHANGE  top  working  con¬ 
ditions.  excellent  salary  and  a  free 
hand  for  a  young  woman  with  ideas, 
initiative  and  ability  to  assume  posi¬ 
tion  as  women’s  editor  on  Midwestern 
daily.  The  person  we’re  looking  for  can 
produce  a  lively,  interesting  section 
designed  to  pull  its  own  readership 
weight.  Top  benefits.  Excellent  loca¬ 
tion.  Box  444,  Editor  &  Publisher. 


BIC^TEN  UNIVERSITY  needs  two 
outstanding  newspapermen  to  teach 
reporting  and  copyreading  on  its  grow¬ 
ing  journalism  faculty.  Top  p:iy,  ex¬ 
cellent  opportunity  for  advancement. 
Box  470,  ^itor  &  Publisher. 


FEA'TURE  WRITER 
Excellent  opportunity  for  one  who 
wants  to  locate  in  fast-growing  uni¬ 
versity  city.  Field  wide  open  for  right 
person.  Salary  commensurate  with 
ability  to  produce  good  copy.  Many 
benefits  including  insurance,  sick 
leave,  vacations  with  pay.  Zone  5.  Box 
452,  Editor  &  Publisher. 


MANAGING  EDITOR  NEEDS  ex¬ 
perienced,  dependable  assistant  for  7- 
man  newsroom.  Help  with  area  news, 
heads,  planning.  Permanent.  Write 
fully.  Daily  Dispatch,  Oneida,  N.Y. 


REPOR’TER  with  government  or  polit¬ 
ical  background  for  Midwest  daily. 
Give  all  details  and  salary  expect^ 
in  first  letter.  Box  454,  Editor  &  Pub¬ 
lisher. 


REPORTER  -  PHOTOGRAPHER 
for  Midwest  daily.  Will  consider  be¬ 
ginner  with  some  experience.  Ideal 
opportunity.  Write  William  Burfeindt. 
Daily  Sentinel,  Woodstock,  Illinois. 


CREATIVE  EDITOR 

Highly  successful  graphic  arts  company,  located  in  the 
Central  Midwest,  has  excellent  growth  opportunity  for 
talented  young  writer  with  editorial  skill.  Major  respon¬ 
sibility  will  be  to  enrich  company  products  through  superior 
editing.  We  seek  a  man  with  strong  interest  in  creative 
writing  who  probably  has  publication  record.  Candidates 
may  now  be  working  in  advertising,  publishing,  PR  or 
other  fields  requiring  proficiency  with  words.  Must  be 
articulate,  versed  in  the  arts  and  capable  of  directing  others. 
Successful  candidates  must  have  potential  for  greater  man¬ 
agement  responsibility.  Please  .send  complete  resume  in¬ 
cluding  present  salary  and  salary’  requirements  to 

Box  490,  Editor  &  Publisher 
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HELP  WANTCD 

Editorial 


HELP  WANTED 

Editorial 


HELP  WANTED 

Editorial 


HELP  WANTED 

Promotion 


TWO  GOOD  ME^  to  work  niKhts.  A 
reporter  with  2  years’  experience  for 
general  aasigainent  and  police:  a 
sports  writer  with  ability  to  learn 
desk  operation.  Wide-awake  25,000 
daily — young  staff — modem  city  in 
mountainous  East.  Box  474,  Editor  & 
Publisher. 


UNIVERSITY  EDITOR 
Newly  created  post  in  expanding  Pub¬ 
lications  department  requires  person 
with  proven  experience  in  writing,  or¬ 
ganisation,  layout  and  editing  of 
publications,  particularly  in  magaxine 
format,  Elxceptional  opportunity  for 
person  now  serving  as  assistant  editor 
to  move  up.  Salary  commensurate  with 
experience.  Free  insurance,  hospitali¬ 
sation  and  major  medical  programs: 
exception^  retirement  plan.  Exmllent 
opportunity  for  continue  education  at 
no  cost  for  Editor  and  members  of 
family.  Send  resume  and  work  samples 
now  to:  Director  of  University  Pub¬ 
lications.  The  University  of  Akron, 
Akron,  Ohio,  44304. 


YOUNG  MAN.  REPORTER— sports, 
general  news,  features — for  3,902  ABC 
circulation  weekly,  25  miles  from 
Itouisville,  Ky.  Box  460,  Editor  & 
Publisher. 


YOUNG  NEWSPAPERMEN :  Earn  a 
master's  degree  and  23,000  a  year. 
Graduate  assistantships  open  at  inajor 
university  professional  school  of  jour- 
n^ism.  Graduate  study  includes  work 
on  big-city  newspapers.  If  you  have 
some  experience,  a  bachelor’s  degree 
and  earned  a  B  average  in  college, 
you’re  eligible.  Box  465,  Editor  & 
Publisher. 


CHALLENGING  OPPORTUNITY. 
Zone  Chart  6,  for  man  of  proven  writ¬ 
ing  and  editing  ability,  agrf  30-45. 
Work  involves  research,  writing,  edit¬ 
ing  of  papers,  phamphlets,  training 
manuals  designed  to  promote  the  pro¬ 
gram  of  an  international  service  asso¬ 
ciation.  Must  have  potential  ability  to 
direct  work  of  other  writers.  College 
degree  in  journalism  and  familiarity 
with  Spani^  and  French  languages  de¬ 
sirable  but  not  essential.  Knowledge  of 
printing  processes  and  production  help¬ 
ful.  ’Top  employee  benefits.  Respond  in 
writing  and  submit  resume  of  educa¬ 
tion,  work  experience  and  salary  re¬ 
quirements.  Box  488,  Editor  &  Pub¬ 
lisher. 


EDITOR-DESKMAN  with  solid  expe¬ 
rience.  Crisp  editing,  lively  heads, 
imaginative  layout  and  good  photo 
sense  are  essential.  Top  pay  for  top 
talent.  National  Enquirer,  N.Y.C. 
Phone  MU  8-1111,  Ext.  31.  10:a.m.  to 
4  :p.m.  for  api^intment. 

FAIRFIELD  COUNTY  (CONN.)  WEEKLY 
newspaper  desires  man  with  newspaper 
experience  to  do  an  occasional  local 
feature.  Replies  confidential.  Box  464, 
Elditor  &  Publisher. 


OUTSTANDING 

EDITORIAL  OPPORTUNITY 

For  a  man,  preferably  in  his  thirties  or 
forties,  who  would  like  to  join  the  edi¬ 
torial  department  of  a  large,  distin¬ 
guished  Southern  newspaper,  and  dem¬ 
onstrate  the  capacity  for  growth  and 
advancement  within  this  department. 
Prior  experience  in  editorial  writing  is 
desirable,  but  not  mandatory. 

We  want  someone  with  a  deeply-felt 
conservative  viewpoint,  with  a  strong 
background  in  economics,  politics  and 
tte  liberal  arts,  who  can  write  brilliant¬ 
ly  and  in  depth  on  the  major — and  some 
minor — issues  of  the  day:  local  as  well 
as  national. 

If  you  meet  these  requirements,  we  urge 
you  to  send  us  a  precis  of  your  back¬ 
ground  and  expmrience,  and  samples  of 
any  writing  that  you  have  done.  All 
replies  will  be  held  in  strict  confidence. 

Box  480,  Editor  &  Publisher 


.SPORTS-OENEBAL  NEWS  REPORTER. 
Need  immediately.  12,000  circulation. 
Send  all  details  first  letter.  Times- 
Press,  Streator,  III. 
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COPY  EDITORS.  REWRITE.  REPORTER 
Progressive  daily  has  immediate  open¬ 
ing  for  experienced,  dependable  and 
competent  personnel.  Salary  range 
from  $2.50  to  $4.00  an  hour,  depending 
on  experience,  (lualifications.  and  job. 
Personnel,  The  Record,  150  River  St., 
Hackensack,  N.  J. 


REPORTERS,  DBSKMEN,  for  daily 
newspapers  in  E&P  Zones  5,  7  and  8. 
Experienced  or  qualified  beginners. 
Send  full  typewritten  resume,  refer¬ 
ences  to  Inland  Daily  Press  Assn.,  7 
S.  Dearborn,  Chicago  3,  111. 


SCIENCE  WRITER,  preferably  with 
newspaper  experience,  for  news  depart¬ 
ment  of  physician-oriented  bi-weekly 
abstract  journal  in  midwest  metropoli¬ 
tan  area.  Some  travel.  Modern  Medi¬ 
cine  Publications,  4015  West  65th 
Street,  Minneaix>lis  24,  Minnesota. 


SKIING  NEWSMAN  needed  to  cover 
both  local  and  ski  news  for  small  but 
"hep”  New  Hampshire  radio  station 
that  publishes  a  sophisticated  weekly 
ski  sheet.  Must  be  Journalism  grad  — 
amateur  photographer  —  young  and 
plenty  eager.  Picture  and  resume  to: 
Radio  WBNC,  Conway,  New  Hamp¬ 
shire. 


SPORTS  WRITER-DESKMAN  for  #2 
spot  on  small  N.J,  daily.  Reply  stating 
experience  and  salary  desired.  Box  499, 
Editor  &  Publisher. 


THE  PHILADELPHIA  INQUIRER 
Due  to  recent  expansion  of  zoned  edi¬ 
tions,  we  have  immediate  positions 
available  for  experienced : 

REWRITE 

COPY  READERS  &  SLOT  MAN 
EDITORIAL  WRITERS 
DESK  ASSISTANT 
We  will  be  inter\'iewing  in  New  York 
City  on  Wednesday,  Sept.  30,  and 
Thursday,  Oct.  1.  Please  call  Mrs.  M. 
P.  Harlan,  Monday  through  Wednes¬ 
day.  for  an  appointment.  Telephone 
752-3684. 


TWO  OPENINGS  FOR:  Police  and 
Courts  reporter :  and  general  assign¬ 
ment  and  features  reporter,  on  me¬ 
dium-sized  6-day  PMS  daily  in  pleasant 
Central  Virginia  city  near  scenic  Blue 
Ridge  Mountains.  (lood  pay  and  short 
hours.  Box  504,  Editor  &  Publisher. 


WE  NEED  A  "TAKE  CHARGE  GUY” 
with  a  talented  wife  to  become  editor 
and  general  manager  of  a  county-seat 
weekly  and  commercial  shop  in  the 
$225M  class.  The  man  we  seek  must  be 
an  experienced  newspaperman  familiar 
with  all  phases  of  weekly  operation, 
and  must  have  a  thorough  business 
background.  Mechanical  and  sales  per¬ 
sonnel  are  all  trained  and  need  only 
management.  Good  salary  and  percent¬ 
age  to  right  team  with  chance  for 
ownership.  We  seek  only  the  top  team 
for  a  Southern  weekly  with  a  strong 
conservative  editorial  policy.  Send  all 
details  and  a  picture  of  both  of  you 
to  Box  500,  Editor  &  Publisher,  Per¬ 
sonal  interview  will  be  arranged. 


WIRE  EDITOR — Morning  newspaper 
in  Central  Virginia  metropolitan  area 
needs  wire  editor,  keen  on  heads,  make¬ 
up — able  to  run  sports  desk  two  nights 
a  week.  Five-day,  40-hour  week.  Nu¬ 
merous  fringe  benefits.  David  W. 
Wright.  Managing  Editor,  The  News, 
Lynchburg,  Va. 


WIREJ-COPY  EDITOR:  Editing,  make¬ 
up  exiwrience.  Aftenumn  daily  except 
Sunday,  Write:  W.  S.  Richardson,  Box 
549,  Greenwood,  Miss.  38931. 


WOMEN’S  NEWS  EDITOR  for  up¬ 
state  New  York  daily  and  Sunday.  Ex¬ 
perience  and  skill  essential  in  writing, 
layouts,  development  of  features  and 
direction  of  small  staff.  This  is  a  chal¬ 
lenging  position  on  alert,  progressive 
paper  with  excellent  working  condi- 
ditions.  Box  482,  Editor  &  Publisher. 


TRADE  SCHOOLS 

Linotype  School 

OHIO  LINOTYPE  SCHOOL 
LOGAN  4.  OHIO 
Linotype.  Intertype  Instruction 
Free  Information 


WRITER,  with  flair  for  design,  to  as¬ 
sume  responsibility  for  the  special  pub¬ 
lications— ilescriptive  brochures,  special 
announcements  and  reports,  etc. — of  a 
major  university  in  Zone  2.  We’re 
looking  for  a  young,  yet  mature,  per¬ 
son  with  interests  in  a  broad  range  of 
subjects,  imagination,  and  the  ability 
to  write  clearly,  accurately,  and  i;>er- 
Buasively.  Describe  yourself  fully  in  a 
letter  to  Box  502,  ^itor  &  Publisher. 

Free  Lance 

$2  IF  LEW  LITTLE  SYNDICATE  USES 
funny  tjrpo,  double-meaning  you  mail 
first.  210  Post,  j$915E.  San  IVancisco 


FREE  LANCE  REPORTERS.  Extra 
side  income  reporting  unusual  sensa¬ 
tional  high-interest  stories  (Sex.  Nar¬ 
cotics,  Raids,  Riots,  Rape,  Murder, 
intimate  biogs  on  belly  dancers,  strip¬ 
pers,  etc.)  Pictures  helpful.  Nationsd 
Bulletin,  Inc.,  Box  22,  Ciuyahoga  Falls, 
Ohio  44222. 


Miscellaneous 

THOUSANDS  of  $7.000-$70,000  jobs 
available.  Get  free  report.  National 
Employment  Reports,  519-EP  Center, 
Racine.  Wisconsin, 

Pressmen 


PRESSMAN  wanted,  top-notch  for 
high-speed  Web  letterpress.  Must  be 
excellent  color  man :  also  assistant  to 
press  foreman.  Nights.  One  hour  from 
N.Y.C.  Union.  Top  salary.  Box  412, 
Editor  &  Publisher. 


NO.  2  MAN  WHO  WANTS  TO  BE  NO.  1 
Top  opportunity  for  pressroom  foreman 
thoroughly  familiar  with  single  and 
double  width  newsprint  rotary  letter 
presses.  Must  be  capable  in  areas  of 
press  operations,  maintenance  and  plate 
making.  Should  be  able  to  train  a  com¬ 
plete  press  crew.  Write  full  details  of 
your  experience  in  first  letter.  Zone 
Chart  5.  Box  494,  Editor  &  Publisher. 

Production 


PRODUCTION 

EXECUTIVE 

Large  daily  and  Sunday  in  Zone  6  has 
excellent  opiwrtunity  for  a  top  man  to 
assume  full  control  of  all  production 
processes  in  plant  with  11  craft  unions. 
Must  have  outstanding  record  in  all 
phases  including  equipment  selection, 
cost  control,  exi^iting,  new  technologry 
and  production  output.  Must  be  able  to 
plan  all  production  facilities  for  new 
plant.  Engineering  degree  helpful  but 
not  required  if  record  shows  adequate 
substitute  experience. 

Excellent  career  opportunity  if  jrou  are 
the  best  in  the  business  and  desire  a 
challenging  and  rewarding  association 
with  a  great  newspaper.  Write  fully  to 
box  486,  Editor  &  Publisher.  All  replies 
held  in  confidence. 


ADVERTISING 

PROMOTION 

SUPERVISOR 

If  you  have  written  sales  pr.  s- 
entations  and  direct  mail — and 
can  direct  writers — there’s  n 
opportunity  waiting  for  you  n 
the  promotion  department  >f 
The  Philadelphia  Bulletin.  Write 
Barry  Urdang  and  tell  him  your 
complete  story. 


EXPEatlENCBK)  (XIPYWRITER  f  o  r 
promotion  department.  Must  be  famil¬ 
iar  with  preparation  of  copy  for  all 
types  of  promotion,  particularly  circu¬ 
lation.  This  is  an  immediate  oitening 
for  an  ambitious,  talented  young  man. 
Please  send  complete  resume  to:  Per¬ 
sonnel  Dir.,  The  Washingrton  Post.  15U 
"L"  St.,  N.W.,  WBshington-5,  D.C.  I 


PROMOTION  “MAN  FRIDAY" 
Major  metropolitan  newspaiier  in  major 
market  (Zone  2)  has  the  dream  job 
you’ve  bron  waiting  for.  Every  possi¬ 
ble  kind  of  challenge  with  every  possi¬ 
ble  opportunity  for  growth,  develop¬ 
ment,  and  salary  progress  ,  .  .  for  i 
man  equipiied  by  education  and  somt 
front-line  training  to  create  merdum- 
dising  and  sales-producing  ideas,  to  be 
articulate  in  translating  research  to 
words  of  action,  and  to  show  quickly 
an  ability  to  organize  and  manage. 
We’ll  make  the  title  fit  your  capabili¬ 
ties  and  career  status:  and  we’ll  try 
hard  to  meet  your  figure  to  start.  Give 
us  a  chance  to  look  you  over,  as  con¬ 
fidentially  as  you  wish.  Write  today! 
A  letter,  short  resume,  no  picture.  Box 
520,  Editor  &  Publisher, 


Public  Relations 


FAMOUS  RESORT  has  position  for 
man.  preferably  married,  26-35,  to 
write  feature-travel  articles.  Newspa¬ 
per  or  related  experience  with  sports 
background  desirable.  Applicant  must 
be  versatile  writer  with  enthusiasm, 
imagination  and  ability  to  dig  out  fea¬ 
ture  material.  Position  requires  living 
outside  the  U.S.A.  Salary  up  to  $1U 
weekly — no  income  tax — depending  on 
qualifications  and  experience,  f^eel- 
lent  opportunity  in  ideal  location.  Send 
complete  record  of  education,  business 
experience,  references  and  date  avail¬ 
able  for  employment.  Box  433,  Editor 
&  Publisher. 


NEWS  WRITER-EDITOR,  two  to  four 
years’  experience,  colle^  graduate,  to 
write  news  releases,  write,  edit,  layout 
customer  newsletter  and  assist  in  pub¬ 
lic  relations.  Large  airline  in  north¬ 
east.  Excellent  benefits,  including  free 
and  reduced  rate  flying.  Salary  open. 
Box  471,  Editor  &  Publisher. 


CAREER  OPPORTUNITY  —  Major 
communications  and  electronics  firm 
(Zone  5)  needs  experienced  man  to 
join  PR  staff.  Should  have  8-6  years’ 
newspaper  or  industrial  PR  experienoe. 
Send  resume  in  confidence  to  Box  605, 
Editor  A  Publisher,  An  equal  oppor^ 
tunity  employer! 


He/p  Wanted^—Sales  Manager 


SALES  MANAGER 

for  Sole  of  Typesetting  Computers  and  Keyboards 

•  Must  have  broad  sales  administration  experience  •  Know 
how  to  create  effective  sales  programs  and  how  to  imple¬ 
ment  them  •  Prefer  man  with  a  strong  background  in 
automation  as  related  to  composing  room  •  Submit  re¬ 
sume  to  C.  M.  Smith,  Personnel  Director. 

DI/AN  CONTROLS.  INC. 

944  Dorchester  Avenue  Boston-25,  Massachusetts 
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Situstlons  Wanted 


YOUR  FIRST  SOURCE  FOR  QUALIFIED  PERSONNEL  IN  ALL  NEWSPAPER  DEPARTMENTS 


Adminittrative 


ADDRESSED  TO 

PUBLISHERS 
GENERAL  MANAGERS 
ESTATE  TRUSTEES 

In  an  «ra  of  inersaains  challansea 
to  gui'-euful  newapaper  publiahinir 
one  eildition  to  your  manaKement 
st^  ran  mean  the  difference 
tween  a  static  or  distressed  future 
and  a  revitalized  revenue  and  cir¬ 
culation  picture. 

This  newspaper  executive  is  pr^ 
pared  to  devote  his  18  years  of  ex¬ 
perience,  advanced  professional 
training  and  youthful  vitality  to 
imatrinative  new  concepts  insuring 
profitable  growth.  Mature  leadership 
and  dedication  to  professional  re¬ 
sponsibilities  have  enabled  him  to 
gain  the  confidence  of  his  asaociatee, 
community  and  nationally  known 
newspaper  executives. 

Broad  administrative  and  working 
experience  in  advertising,  editorial, 
circulation,  production  and  promo¬ 
tion  equips  this  man  with  the  ability 
to  help  reach  the  level  of  goals  set 
for  your  newspaper.  Single  paper 
and  competitive  market  background. 
University  degree,  t'amily.  Seeking 
long  range  and  demanding  opportun¬ 
ity.  Available  November  1. 

If  your  immediate  concern  is  to  im¬ 
prove  your  profit  picture  and  your 
newspaper,  it  would  be  mutually 
beneficial  to  arrange  an  early  meet¬ 
ing. 

Resume  and  Performance  Record 
Available. 

Box  445 

Editor  &  Publisher 


OWNER-OPERATOR  $80,000  letter- 
press  weekly,  job  shop,  seeks  job  as 
publisher,  manager,  superintendent, 
stkertising  manager.  30  years’  ex- 

r’ence.  Resume,  references  available. 

R.  Shampanore,  Lebanon,  New 
Jersey, 


Circulation 


CIRCULATION  MANAGER  or  assist¬ 
ant  on  20-M  to  100-M  daily.  Good 
background  —  experienced  all  phases 
circulation  ;  promotion-minded.  Top  ref¬ 
erences.  Write  Box  429,  Editor  &  Pub¬ 
lisher. 


CIRCULATION  MANAGER’S  position 
wanted  on  daily  in  Zone  4.  Ten  years’ 
experience  as  distributor  to  assistant 
C.M.:  ready  for  own  department. 
Capable  and  qualified.  Write  Box  428, 
Editor  &  Publisher. 


AOOmSSITK  CniCULATION  MANAQBR 
desires  challenging  position  with  possi¬ 
bilities  of  advancement.  Proven  ability 
—workable  knowledge  of  all  phases 
of  circulation.  Resume  upon  request. 
Prefer  Zone  3  or  4.  Box  449,  ^itor 
k  Publisher. 


CIRCULA’nON  MANAGER  available. 
Veteran  circulator.  Assistant  and  Su¬ 
pervisor.  ’’Ldttla  Merchant.”  Dealer 
and  advisor  expert,  Sound  operation. 
Top  references.  Box  497,  ^itor  & 
Publisher. 


CIRCULA’nON  MANAGER  or  re- 
jated  sales.  Sixteen  years’  experience 
in  all  phases  including  ABC  auditing. 
Age  42,  married,  family.  Willing  to 
travel  some.  Prefer  Zone  5.  Box  483, 
Editor  &  Publisher. 


ZONES  8  AND  9 :  Aggressive,  young 
circulator  with  12  years’  experience, 
teires  to  relocate.  Seeking  challeng¬ 
ing  position  with  ^iMrtunity  to  use 
knowledge  and  initiative.  Solid  back- 
yround  in  ’’Little  Merchant.”  promo¬ 
tion  and  collections.  Resume  and  ref- 
wenees  available,  ^x  437,  Editor  & 
Publisher. 


Circulation 


QUAUFIED  MATURE  aRCULATOR 
Will  purchase  your  circulation  at  the 
press.  Top  references  of  results  in 
all  phases.  Box  463,  Eklitor  &  Pub¬ 
lisher. 

Clastified  Advertising 

CAM  -  26  Years’  experience  (50-330,000) 
Producer.  Now  Available! 

Box  503  Editor  &  Publisher 

FOR  SALES.  PROMOTION,  IDEAS, 
write  Box  509,  Editor  &  Publisher. 
Mature,  personable  woman  seeks  clas¬ 
sified  opportunity.  Successful  in  news- 
papers-trade  papers. 

Display  Advertising 

DEPARTMENT  STORE  MAN.  7  years’ 
experience  on  metropolitan  newspapers 
and  county  weekly.  Elxperienced  in 
newspaper  department  store  advertis¬ 
ing,  with  extensive  retail  merchandising 
background.  Will  relocate  for  right  op¬ 
portunity.  Currently  located  in  Chart 
Area  2.  Box  513,  Editor  &  Publisher. 

Editorial 

CARTOONIST — Good,  creative,  expe¬ 
rienced  editorial  and  sports  cartoonist 
who  needs  more  of  a  challenge.  Sam¬ 
ples  sent  on  request.  Box  381,  Editor 
&  Publisher. 

WHA’TS  THIS,  a  reporter  with  a 
fresh  touch,  hard-nosed  training,  an 
AP  award,  ambition  and  enthusiasm? 
Rubbish?  Maybe — but  newsman.  26, 
family,  wants  a  big-league  tryout  on 
large  daily  anywhere.  The  assignment 
counts  more  than  money.  Best  refer¬ 
ences,  experience,  performance.  Box 
398,  Editor  &  Publisher. 

OOPY  EDITOR  seeks  challenging  post 
Great  Lakes,  Coastal  area.  Young,  hard 
working,  imaginative.  Fast,  excellent 
editing,  good  heads,  top-notch  layout. 
Box  422,  Eklitor  &  Publisher. 


ALL-AROUND  NEWSMAN-EDITOR: 
Street,  rim  or  camera.  Metropolitan, 
medium-sized  dailies.  J-School  grad. 
Master’s.  Single,  foot-loose.  Now  in 
Area  2.  Box  472,  Eiditor  &  Publisher. 


AMERICAN  IN  PARIS 
Highly-qualified,  highly- recommended 
writer,  editor,  staff  head — newspapers 
and  magazines — wants  challenging  job. 
Available  now.  No  tourist  I  Box  463, 
^itor  &  Publisher. 

NEW  ENGLANDER 
Fully  experienced  newsman,  early  30’s, 
wsmta  desk  si>ot  on  good  paper.  Box 
467,  Eiditor  &  Publisher. 

REPOR’TER  or  EJDITOR 
Specialties:  Business,  merchandising 
and  finance.  Top-flight.  Solid  unique 
experience.  Only  spot  with  future  con¬ 
sidered.  Box  469,  Editor  A  Publisher, 

ARTS  CRAFTSMAN  —  Nothing  casual 
about  credentials  and  approach  of 
this  authoritative  reviewer  and  editor, 
equipped  with  knowledge  and  practical 
experience  to  put  out  or  contribute  to 
vigorous,  attention-getting  arts  page. 
Nothing  pedantic.  Top  calibre  refer¬ 
ences;  J-school  degree;  particularly 
strong  in  drama.  Aims.  Now  taming 
out  prize-winning  daily  page  but  seek¬ 
ing  new  challenge.  Tearsheets  tell  all. 
Box  392,  Eklitor  &  Publisher, 


CONSERVA’nVE  REPOR’TER,  29.  on 
large  daily,  wants  city  hall  beat  or 
start  as  editorial  writer.  Box  486,  Eldi- 
tor  &  Publisher, 


DESK  MAN,  38 ;  slot  experience;  good 
reportorial  backgrround.  Allan  Wege- 
mer,  411  Elast  Ninth  Street,  ’Tucson, 
Arizona. 

EDITOR.  MANAGING  EDITOR— Now 
assistant  city  editor  top  metropolitan 
daily.  Ready  for  more  responsibility 
15,000-35,000  daily.  Consider  magazine 
or  PR.  Young,  family,  award-winning 
writer ;  tops  on  layout,  heads,  plan¬ 
ning.  Box  511,  Eklitor  &  Publisher, 


Editorial 


EDITOR  of  award-winning  Army  news- 
pai>er  seeks  job  on  weekly  or  small 
daily.  Will  finish  Army  service  in  De¬ 
cember;  trained  at  Army  Info  School, 
experienced  photographer;  age  25.  Won 
USAREUR  award  for  offset  paper  plus 
recognition  for  outstanding  editorials. 
Prefer  Zones  1.  2  or  3.  Box  309,  Eklitor 
&  Publisher, 

EDITOR — Excellent  record  all  editorial 
posts — medium  daily,  weekly — knowl¬ 
edge  all  departments;  seeks  challeng¬ 
ing  future.  Complete  resume  upon  re¬ 
quest.  Box  476,  Editor  &  Publisher. 

EIDITORIAL  Research  and  Writing. 
Major  industrial  accounts.  National 
publication  experience.  Feature  and 
speech  writing.  Ebccellent  references. 
New  York  background.  Wants  to  re¬ 
locate  in  Los  Angeles — likes  it  there. 
Box  419,  Eklitor  &  Publisher. 

EINGLISHMAN  (30),  experienced  re¬ 
porting  and  photography — married.  2 
children,  resident  New  Zealand  for  last 
5  years — seeks  position  in  U.S.  All 
offers  considered  and  answered.  Box 
506,  Eklitor  &  Publisher. 

EXPERIE24CED  NEWSMAN  seeks 
I)ermanent  t^t  top  organization.  High¬ 
est  professional  calibre  daily  news 
writing,  reporting,  editorials,  columns 
plus  city,  feature  desks— edit,  manage. 
Box  501.  EMitor  &  Publisher. 

FORMER  SPORTS  EDITOR  turned 
city  government  reporter  seeks  re¬ 
sponsible  position  on  small  daily  or 
weekly.  Strong  on  make-up  and  photos. 
Stiffled  in  present  position.  Box  496, 
Editor  &  Publisher. 

NEWSMAN-PHOTOGRAPHER.  34, 
family,  seeks  interesting  job  Area  8 
or  9  or  overseas.  Linguist  with  wide 
experience.  Box  493,  Eiditor  &  Pub¬ 
lisher. 


OFTSETT  —  Eklitorial/Advertising,  Can 
use  camera.  Make  H.T.  Veloxes  in  en¬ 
larger.  Manage  job  department.  Prefer 
N.Y.C.,  L.I..  N.J.,  Ck>nn.  Box  479, 
Eiditor  &  Publisher. 


REIPORTEIR — Three  years’  experience, 
small-town  to  N.Y.C.,  published  short 
story  writer;  Phi  Beta  Kappa,  32,  mar¬ 
ried.  Box  491,  Eklitor  &  Publisher. 


Employment  Agencies 


♦♦EDITORS  &  REPORTERS** 

National  clearing  house  for  competent 
personnel  coast  to  coast  at  no  charge 
to  employer.  Phone.  Write  or  Wre 
HEADUNE  PERSONNEL  (Agency) 
56  W.  46th  St.,  N.Y.C.  212  OX  7-6728 

EDITORIAL 

We  specialize  in  Elditorial  and  support¬ 
ing  staff  placements  throughout  the 
U.S.  Agency  is  discreetly  operated  for 
the  benefit  of  Employers  and  Employ¬ 
ees. 

PRESS 
Employment  Service 
1107  National  Press  Building 
Washington,  D.  C.  tel. :  638-3392 


Free  Lance 


CniACnC  FBA’TtTRB  WRITER  and 
newsman  with  broad  exi>erience  seeks 
free-lance  trade  paper  work.  Served 
3  years  as  Fairchild  Publications 
stringer.  Milwaukee  area.  Contact;  Art 
Pollasky,  6528  W.  Congress  St.,  Mil¬ 
waukee,  Wis.  Phone  HOpkins  3-0690. 


Operators-IUachinists 


TTS  OPEIRATOR  —  Year  experience. 
Male,  23,  non-union.  Can  set  tabula¬ 
tion.  Box  516.  Eiditor  A  Publisher. 

Photography 

PHOTOGRAPHER  —  Experience,  de¬ 
gree,  2  years’  major  West  Coast  daily. 
Family  man.  Want  job  with  80,000 
daily.  Chart  Area  8  or  9.  Box  416, 
Eklitor  A  Publisher, 


PRESSMAN:  Letterpress,  Offset.  Du¬ 
plex,  Cox-O-Type.  Steady  —  reliable. 
Box  346,  ^itor  A  Ihibliaher. 


FORMER  PRESS-STEHIEO  FOREMAN 
and  Production  Manager  of  medium- 
size  daily — age  35 —  with  16  years’  ex¬ 
perience,  seeks  i>ermanent  iKisition. 
Thoroughly  familiar  with  the  iatest 
processes  and  technology  in  all  depart¬ 
ments,  Elxeellent  record  and  references 
on  request.  Box  487,  Eiditor  A  Pub¬ 
lisher. 


CXJMPOSING  ROOM  FOREMAN  avail¬ 
able  immediately,  Non-Union.  Thirty 
years’  experience — IS  years’  supervi¬ 
sory.  Age  50.  No  offset.  Can  handle 
all  mechanical  operations,  hot  and  cold 
process.  Willing  to  work.  Low-page 
cost  guaranteed!  Good  reference.  Box 
466,  Eiditor  A  Publisher. 


EXPERIEa^CEID 
(X)M  POSING  ROOM 
SUPERVISOR 

Union,  age  46,  available  immediately 
due  to  labor  difficulties.  Knows  TTS, 
cold  type.  E^amiliar  with  all  size  dailies, 
including  metropolitan.  Box  481,  Eidi¬ 
tor  A  Publisher. 


MAN  COMPLETELY  VERSED  in  pub¬ 
lication  and  commercial  printing,  from 
composing  room  through  mailing,  de¬ 
sires  change.  Box  489,  Eiditor  A  Pub¬ 
lisher. 


Production 


PRODUCTION  MANAGEMENT 
Seeking  opportunity  to  become  part 
of  an  aggressive  newapaper  manage¬ 
ment  team.  EIxtensive  supervisory  ex¬ 
perience  in  all  phases  of  newspaper 
production,  labor  relations,  production 
planning,  cost  controls  and  new 
processes,  including  computer  appli¬ 
cations.  Desire  a  position  with  greater 
challenge  and  responsibility.  College 
graduate,  married,  under  40.  Willing 
to  relocate.  Salary  open.  Resume  and 
references  upon  request.  Box  466,  Eid¬ 
itor  A  Publisher. 


Public  Rdations 


NEWSMAN  seeks  change  in  right  di¬ 
rection  —  Public  Relations,  Elxeeutiva 
Secretary.  Dependable,  efficient,  late 
20’s.  Write  Box  411,  Eklitor  A  I*ub- 
lisher. 

U.  S.  NEIWSMAN  IN  EUROPE  seeks 
switch  to  PR  with  American  concern 
in  Elurope.  Eluent  German.  French. 
Sixteen  years  in  newspapering — re¬ 
porter  to  news  editor.  Available  for  in¬ 
terview  in  states.  Box  617,  Eiditor  A 
Publisher. 


PUBLIC  RELATIONS 
PUBLIC  AFFAIRS 

If  you  need  a  good  man,  try  me: 

31,  a  non-profit  agency  executive, 
teething  with  ideas  and  drive. 
Background  includes  metropolitan 
daily  reporting,  freelancing,  prats 
relations,  wide  travel.  A  polished, 
versatile  writer,  an  administrator 
who  always  delivers.  (Don't  taka 
my  word  for  this— ask  my  boss. 
He'll  tell  you  what  I  can  do.)  I 
want  a  job  that  taxes  my  abilities, 
gives  me  an  opportunity  to  move 
up,  and  pays  $12,000.  Can  I  fit 
in  with  your  plant?  Write,  and 
we'll  find  out.  Your  inquiry  will  be 
answered. 

Box  484,  Editor  &  Poblisktr 


Special  Promotions 

SPECIAL  EDITIONS,  Busineea  Pages, 
Church  Pages.  Samples  on  request. 
P.  O.  Box  111,  Dodge  City,  Kansas. 
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Shop  Talk 

Ity  Robert  L.  KroMii 

Presidential  Poll 

Less  than  one  i)ercentage 
point  separates  the  number  of 
daily  newspapers  editorially 
supporting  President  Johnson 
from  those  supporting  Senator 
Goldwater  in  Editor  &  Pub¬ 
lisher’s  quadrennial  poll.  A 
state  -  by  -  state  breakdown  of 
number  of  newspapers  and  total 
circulation  reported  so  far  in 
the  poll  accompanies  this  arti¬ 
cle. 

Never  liefore  in  the  history  of 
the.se  polls  has  newsjiaper  sup- 
{lort  been  divided  so  evenly  be¬ 
tween  the  two  major  canditlates. 

As  E&P  goes  to  press  this 
week,  828  newspajiers  have  re¬ 
sponded  to  the  poll  represent¬ 
ing  47.2%  of  the  1,754  dailies 
(as  of  this  time  last  week  777 
dailies  were  listed  representing 
44%  of  all  dailies).  Their  total 
circulation  of  29,83:5,447  repre¬ 
sents  50.6%  of  total  U.  S.  daily 
circulation  as  reported  in  E&P’s 
1964  International  Year  Book 
(circulation  had  not  been  tabu¬ 
lated  for  last  week’s  report). 

Of  the  828  newspapers  re¬ 
porting  at  this  time,  243  or 
29.3%  are  supporting  Johnson 
but  they  represent  42.3%  of  cir¬ 
culation  counted.  More  newspa¬ 
pers,  250,  representing  30.2%, 
are  supporting  Goldwater  but 
they  include  only  17.7%  of  the 
circulation. 

At  this  point,  335  newspapers 
or  40.5%  of  those  reporting  are 
in  the  independent  or  undecided 
class  and  their  total  circulation 
represents  40%  of  all  circula¬ 
tion. 

As  of  last  week  (E&P,  Sept. 
19,  page  66)  28.6%  of  777  pa¬ 
pers  reporting  were  supporting 
Johnson  and  31%  were  for  Gold- 
water  with  40.4%  independent 
or  undecided. 

*  «  « 

The  figures  reported  on  this 
page  are  preliminary  summaries 
of  E&P’s  poll  which  will  be  ex¬ 
panded  before  final  publication 
just  prior  to  Election  Day. 

In  contrast,  however,  our  final 
tabulation  of  editorial  support 
for  the  1960  campaign  which 
was  published  Nov.  5,  1960, 
showed  that  with  1,267  papers 
counted  (72.65%  of  all  dailies) 
representing  53.590,834  circula¬ 
tion  (91.92%  of  total  circula¬ 
tion)  the  breakdown  was  as 
follows: 

208  newspapers  (16.4%  of 
those  responding)  for  Kennedy 
representing  15.8%  of  total  cir¬ 
culation  reported;  731  newspa¬ 
pers  (57.7%)  of  the  newspapers 


at  Thirty 


for  Nixon  representing  70.9% 
of  the  circulation;  328  newspa¬ 
pers  (25.9%)  independent  or  un¬ 
decided  representing  13.3%  of 
circulation. 

As  of  this  week.  President 
Johnson  already  has  more  news¬ 
papers  lined  up  than  Kennedy 
had  and  those  papers  have  total 
circulations  almost  three  times 
as  large  as  Kennedy  had. 

Although  there  will  be  more 
newspapers  in  both  columns  in 
the  final  tabulation,  as  of  this 
counting  Goldwater’s  editorial 
support  is  only  one-third  of  the 
newspapers  Nixon  had  and  in 
terms  of  circulation  it  rejire- 
sents  only  about  one-seventh. 

♦  *  • 

E&P  does  not  claim  that  this 
preliminary  count  includes  every 
newspaper  that  has  declared  it¬ 
self  editorially  up  to  this  date. 
There  are  undoubtedly  some  pa¬ 
pers  that  have  declared  but  have 
not  yet  answered  the  E&P 
query.  A  second  effort  will  be 
made  in  October  to  bring  as 
many  more  as  possible  into  the 
final  tabulation. 

As  of  now,  Delaware,  the  Dis- 
trist  of  Columbia,  Maine  and 
Utah  do  not  have  newspapers 
tabulated  in  either  the  John¬ 
son  or  Goldwater  columns. 

In  addition,  Mississippi,  Ne¬ 
braska  and  Rhode  Island  do  not 
have  any  papers  in  the  John¬ 
son  column,  while  Connecticut, 
Hawaii  and  Nevada  do  not  have 
any  listed  in  the  Goldwater  col¬ 
umn. 

• 

.4P  Names  Political 
Writer  for  California 

Robert  C.  Wood  has  been  ap¬ 
pointed  Associated  Press  politi¬ 
cal  writer  for  California  by 
General  Manager  Wes  Gal¬ 
lagher.  Mr.  Wood  succeeds  Mor- 
rie  Landsberg,  who  is  retiring 
effective  Oct.  3  to  become  editor 
of  the  McClatchy  Broadcasting 
Corp. 

Jerry  D.  Harrell,  city  editor  of 
the  AP  bureau  in  Sacramento, 
will  become  Sacramento  corre¬ 
spondent,  succeeding  Mr.  Lands¬ 
berg  in  that  capacity. 

Mr.  Wood,  35,  has  been  politi¬ 
cal  writer  in  the  Phoenix  bureau 
for  three  years.  He  joined  the 
AP  in  Albuquerque,  New  Mexi¬ 
co,  in  1957.  Prior  to  that  he 
worked  for  the  Waco  News- 
Tribune,  the  Houston  Chronicle 
and  the  University  of  New 
Mexico  publicity  department. 


ST.4TE.BY-ST.4TE  LINEUP  OF  DAILIES 


Indapen.Ienf 

Johnson  Goldwater  orUnde'.^ded 


State 

No. 

Circ. 

No. 

Circ. 

No. 

Circ. 

Alabama 

2 

60,404 

4 

42,828 

2 

28,537 

Alaska 

1 

26,514 

1 

3,028 

Arizona 

2 

47,503 

5 

62,564 

Arkansas 

9 

148,924 

1 

6,918 

5 

IUI,048 

California 

24 

1,412,608 

16 

308,492 

22 

834,464 

Colorado 

3 

264,106 

6 

59,190 

3 

-^0,291 

Connecticut 

1 

23,828 

9 

292,751 

Delaware 

3 

1 29,082 

Dist.  of  Columbia 

1 

276,836 

Florida 

5 

285,012 

7 

136,507 

12 

545,741 

Georgia 

1 

23,319 

6 

123,168 

6 

II  5.543 

Hawaii 

.  1 

59,391 

1 

102,19$ 

Idaho  . 

1 

18,470 

3 

48,947 

1 

12,831 

Illinois 

7 

1,118,391 

22 

1,267,492 

14 

584,470 

Indiana 

10 

207,077 

18 

259,202 

12 

197,086 

Iowa 

3 

28,473 

1 1 

94,772 

12 

160,661 

Kansas 

9 

1 19,498 

14 

78,287 

6 

35,766 

Kentucky 

9 

510,764 

2 

34,074 

3 

17,383 

Louisiana 

2 

356,71 1 

7 

234,292 

4 

67,098 

Maine 

4 

117,842 

Maryland 

1 

218,439 

1 

11,025 

2 

20.758 

Massachusetts 

5 

585,529 

2 

95,740 

14 

225,002 

Michigan 

1 

3,261 

8 

136,277 

13 

256,175 

Minnesota 

4 

73,362 

4 

33,780 

12 

790,889 

Mississippi 

10 

94,906 

Missouri 

12 

745,050 

5 

57,401 

8 

339,566 

Montana 

1 

35,886 

2 

12,966 

2 

7,653 

Nebraska 

6 

64,233 

3 

35,843 

Nevada 

4 

84,501 

New  Hampshire 

1 

7,063 

2 

66,000 

1 

I3,6i7 

New  Jersey  . 

.  .  6 

359,933 

1 

76,351 

4 

148,832 

New  Mexico . 

3 

15,013 

4 

20,745 

1 

3,975 

New  York  . 

IS 

1,968,333 

4 

30,595 

17 

2,765,778 

North  Carolina  .  . . 

6 

175,080 

3 

51,118 

19 

543,166 

North  Dakota  . 

1 

4,254 

2 

19,759 

1 

35,491 

Ohio  . 

b 

365,500 

12 

399,998 

22 

944,816 

Oklahoma 

10 

83,662 

4 

98,425 

6 

37,555 

Oregon  . 

5 

229,499 

4 

36,471 

3 

59,840 

Pennsylvania  .  . 

.  8 

1,051,775 

14 

239,494 

37 

870,579 

Rhode  Island 

1 

9,016 

2 

65,842 

South  Carolina 

5 

101,345 

3 

134,884 

4 

130,272 

South  Dakota  . 

2 

31,894 

2 

36,222 

1 

50,510 

Tennessee  .... 

2 

142,375 

4 

230,055 

7 

166,648 

Texas  . 

39 

1,375,954 

5 

40,808 

11 

112,942 

Utah  . 

2 

50,921 

Vermont  . 

4 

45,297 

2 

37,090 

Virginia  . 

1 

13,787 

4 

40,164 

9 

195,624 

Washington 

3 

33,206 

4 

162,536 

5 

269,297 

West  Virginia 

5 

113,380 

5 

131,247 

Wisconsin  .  .  . 

1 

28,445 

6 

112,740 

5 

126,077 

Wyoming  . 

2 

15,905 

3 

28,884 

4 

18,642 

TOTAL  . 

243 

12,618,721 

250 

5,268,691 

335 

11,946,035 

%  of  Total  . 

. .  29.3 

42.3 

30.2 

17.7 

40.5 

40.0 

252-Pa^e  Edition 
Marks  Anniversary 

Norman,  Okla. 

The  Norman  Transcript  pub¬ 
lished  a  252-page  edition  Sept. 
13,  commemorating  the  75th  an¬ 
niversary  of  the  newspaper  and 
of  the  city.  There  w’ere  21  sec¬ 
tions. 

For  the  first  time  in  this  edi¬ 
tion,  the  Transcript  made  exten¬ 
sive  use  of  color  pictures,  using 
three-color  photos  on  the  covers 
of  special  sections.  Duotones 
w'ere  used  on  the  historical  sec¬ 
tion  covers. 

To  mark  the  Transcript’s  75th 
birthday,  July  13,  the  paper 
inserted  souvenir  copies  of  its 
first  edition,  printed  on  antique 
paper,  in  its  regular  Sunday 
edition  on  July  12. 

The  Transcript  is  published 


by  Fred  E.  Tarman,  who  will 
soon  begin  his  44th  year  with 
the  Transcript  and  55th  year  in 
the  business. 


Humphrey  Has  Share 
In  Portland  Reporter 

Washington 
One  share  of  stock  valued  at 
$1  in  the  Portland  Reporter 
Publishing  Co.  Inc.  was  listed 
among  the  assets  of  Senator 
Hubert  H.  Humphrey  this  week. 

The  stock  was  acquired  sev¬ 
eral  years  ago  when  former 
employes  of  the  Portland  Ore¬ 
gonian  and  Oregon  Journal  es¬ 
tablished  the  Portland  Reporter. 

Net  assets  of  the  Democratic 
nominee  for  Vice  President  and  k 
his  wife,  Muriel,  were  valued  at 


$171,396. 

EDITOR  &  PUBLISHER  for  September  26,  1964 
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We  don’t  know.  The  first  Star  Quadders 
were  installed  in  January,  1949,  and  every  one 
is  still  in  daily,  profitable  production.  Not  one 
Star  Quadder  has  ever  worn  out  and  no  Star 
Quadder  has  ever  been  replaced  because  of 
inefficient  performance. 

One  of  the  earliest  Star  Quadder  installa¬ 
tions  was  in  the  plant  of  Printing  Craftsmen 
of  Fairview,  New  Jersey,  and  this  Quadder 
has  been  in  use  since  early  1949.  Today,  it  still 
boosts  output  as  efficiently  as  ever. 

One  of  the  reasons  for  this  long,  productive 
life  lies  in  the  simplicity  of  the  patented  rack- 
and-gear  train  with  which  all  Star  Quaddei's 
are  equipped.  When  quadding,  the  jaws  are 


smoothly  controlled  by  geared  racks  which 
cannot  lose  their  timing. 

Of  course,  a  lot  has  happened  to  Star  Quad¬ 
ders  since  1949.  Outboard  hydraulic  actuation, 
push-button  controls,  a  memory  system,  an 
automatic  short-line  device  and  high-speed 
tape  operation  have  all  been  pioneered  by  Star 
in  the  past  15  years.  Over  3000  Quadders  are 
in  use  in  all  kinds  of  composing  rooms— metro¬ 
politan  dailies,  small  weeklies,  commercial 
shops  and  specialty  plants— and  more  are 
going  in  every  day. 

Write  today  for  the  eight-page  quadder 
brochure  which  illustrates  and  describes  all 
the  Star  Quadder  advantages. 


Linecoilifij^s. 
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A  Division  ol  i^oweirs  k  e a-ton  c%<- 

SOUTH  HACKENSACK,  N.  J. 

CHICAGO  •  DENVER  •  KANSAS  CITY,  MO.  •  LOS  ANGELES  •  MINNEAPOLIS 
STAR  PARTS  (LINECASTING)  CANADA  LTD.,  MONTREAL  AND  AGENTS  OVERSEAS 


CONSERVATION  AWAROS 
TO  NEWSPAPERMEN 


The  Scripps-Howard  Foundation’s 
Edward  J.  Meeman  Awards 


Prizes  totalling  $2000  will  be  awarded  to  newspapermen  and 
women  on  U.S.  newspapers  in  recognition  of  outstanding  work 
in  the  cause  of  conservation  published  in  newspapers  during 
1964.  First  prize:  $1000;  Second  prize:  $500;  Five  additional 
prizes  of  $100  each. 

Conservation,  for  the  purposes  of  these  awards,  is  limited  to 
conservation  of  soil,  water,  forests,  vegetation,  wildlife,  scen¬ 
ery,  and  open  space.  Conservation  of  mineral  resources  and 
oil,  important  though  it  is,  is  not  included. 


ENTRY  DEADLINE:  February  15,  1965.  Any  U.S.  news-  | 
paperman  or  woman  may  be  nominated  for  an  award  by  a  I 
newspaper  or  newspaper  reader.  | 

Nominations  of  candidates,  including  clippings  or  tearsheets  ^ 
of  candidate’s  work  published  in  a  newspaper  during  1964  and 
a  biographical  sketch  of  author,  should  be  sent  to  Scripps-Howard 
Foundation,  care  of  Edward  J.  Meeman,  Conservation  Editor, 

495  Union  Avenue,  Memphis  1,  Tennessee.  No  entry  blank  is 
required. 


SCRIPPS-HOWARD  NEWSPAPERS 
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